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DASHER. 
outperforms ordinary agitators... 


gives you q completely exclys; ve 
feature to sel] ! 


Here's the automatic Washer that 


Can give a big lift to your home 

laundry appliance sales Program! 

The new A Pex Spiral Dasher 

matic Washers 

agitator 
unusually low-priced 
into your store! 


Auto- 
are the finest y 
automatics 


ane. 
available, yet 


> bring more Customers 
& 


Exclusive fe 
Spiral Dashe 
Washing are 


@tures include the famous Apex 
f that provides 4 much greater 


a than ordinary agitators. Safe, 
thorough, £encle Jer Washing Action Cleanses 
large family-size loads or a handful of dainty 
£arments, 


‘re’ lurable, Stay-clean 
Fibre. 


iP, rust or Stain, 
Available With § . af, Low-Pressure 
Water Fil| Sete 'y additional 
features! 


Two Apex Spiral Dasher models, 
Wash+AsMatics and three 
(gas or electric) £ive you the world’s most 
advanced home laundry appliance line. Get 
complete full-profit sales plan details now! 


APEX 


fwo Apex 
Matching dryers 
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WESTINGHOUSE Major 


MORE. TE 


WESTINGHOUSE REFRIGERATORS 














e Automatic Defrosting 
e Patented Meat Keeper*® 


Selling’s a breeze 
when products have 
easy-to-demonstrate 
talking points... 
Westinghouse has ’em! 
The greatest array of — 
Selling Features any 

line ever had! 
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WESTINGHOUSE FREEZERS 


e Deep-Door Storage 

e Polar-Cold Design 

e Exclusive Coldest Setting 
e Westinghouse Quality 


Plus a complete new line 
of Chest-Type Freezers 


. (WESTINGHOUSE 
DISHWASHERS 


e Family-size Capacity 
e Flexible Control Dial 
e Tested Quality 





























Plus new Squared-Away Styling 
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e 50 Choose-N-Change Colors 
e Built-in Quality 










kG 


= fh 


Y 











WESTINGHOUSE 


DISPOSERS 


e Super-size Capacity 
e Uniform Shredding 
e Reversing Switch 














e Water Temperature 
Monitor 
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q e Extra Quality 

































Appliances 








_ (( westincHouse 
RANGES 


e Plug-Out Units 

e 1001 Heats 

e Miracle-Sealed Oven 
@ Quality-built 








WESTINGHOUSE 
WATER HEATERS 





e Scientific Cold-water Baffle 








e 10-Year Protection Policy 
) e Elements Directly Immersed 
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e Automatic Temperature Control / 
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for "57 give you 








WESTINGHOUSE 
LAUNDROMATS DRYERS 
e Weigh-to-Save Door e Look-in Loading Door 
e Revolving Agitator e Direct Air Flow System 
e Cleans Itself e Automatic Dry Dial 
e 5-Year Warranty e Plug-in or 230-volt 
Plus the famous, fabulous Westinghouse SPACE-MATES 
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The curtain’s going up on 
WESTINGHOUSE 
“Focused Selling” for ’57! 


Westinghouse Distributor showings for ’57 are 
starting now. Don’t miss the one in your area! 
Learn why top appliance dealers are moving to 


Westinghouse and moving with Westinghouse! 


you CAN BE SURE...1F ITS 


Westinghouse fn) 


Westinghouse Electric Corporation 
Major Appliance Division 
Mansfield, Ohio 





















An appliance retailer's guide to women, N©®. 2: TOP-OF-THE-LINE SELLING 



















































































How to sell women your better ranges 


‘lo a woman, a new range is much more than four burners and an oven. 


It’s a bit of modern magic, through which she can express herself creatively. 


“co; To sell her your finest model, tell her not only what the range will do, 


) but what its extra features will enable her to do. Help her to visualize the high, light, 


C a ( oI ) uniform layer cake she'll bake...the perfect cheese soufflés she’ll turn out! 


And if the range you're showing her is one that’s advertised in 
Ladies’ Home Journal, tell her so. She’ll respond to it instantly, because she 
trusts the Journal and is so often inspired by its 


wonderful kitchen-planning ideas. 


So well does the Journal understand women and their needs that it is 
bought and read by more wemen than any other magazine... 


in fact, by nearly half the women who shop in your store! 


The world’s largest magazine for women... {odin (| RN 


No. @ in circulation * No.@ in newsstand saies * No.@ in advertising revenue 
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° ° L P re THE YEAR 
Business Quick-Check ne pee SO FAR 


SALES, factory, appl.-radio-TV index (1947-'49 = 100) 195 191 196 1% DOWN 








































DEBT consumers owe to appl.-radio-TV dirs. ($millions) 373° 368* 366* 5% DOWN 
. FAILURES of appl.-radio-TV dealers 31 27 21 4.9% FEWER 
RETAIL SALES total ($billions) . 16.4 16.1 15.8 3.2% UP 
DEPT. STORE sales index (1947-'49 = 100) 130 131 123 5.0% UP 
DISPOSABLE INCOME annual rate ($billions) 293.2 288.2 278.4 _— 6.0% UP 
LIVING COST index (1947-'49 = 100) ee 115.0 1.4% UP 


























SAVINGS of consumers, annual rate ($billions) |  —- 22.0 21.4 18.8 25.3% UP 





HOUSING starts (thousands) z 80.0 930 89.2 17.4% DOWN 











AUTO output (thousands) __ 597.1 581.1 


_681.7 27.0% DOWN 
2,479 2,463 2,427 3.8% BETTER 











UNEMPLOYMENT (thousands) 





(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 


merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
ma N [) S Bureau) *New Series 














Ketailers, big and small, face a fast-developing new problem this than fall in the months ahead. The manufacturers who have been 
veal the most reluctant to get into portables now admut that they are 
~ The problem is employee relations and at recent NARDA and revising their thinking. It may not be profitable business, but it's 
NRDGA conventions, the subject came up for considerable dis volume — and im some cases their share of industry is at stake 

ion. The concern at the NRDGA level is understandable since Hlow can a retailer make money with portables? 
big department stores have long realized that they must do som« California dealer Harold Witham had several suggestions for 
thing to recruit new manpower. ‘This spring, for example, big those attending the NARDA convention in Chicago last month 
tores and department chains will be sending personnel recruiters Here are his ideas 
to college campuses all across the country. ‘They'll emphasize 1. Buy portable ‘T’'V in as large a quantity as possible — the extra 
mong other things, the opportunity for rapid advancement in the discount is vital in a product carrying as low a margin as the 
retailing field portable 

It's somewhat more surprising that NARDA members should be 2. Carry at least three brands, Customers seem to demand a 

oncerned over personnel relationships since most member choice of styles and colors. You can’t switch a customer as easily 
operate relatively small businesses. But in session after session at on a portable as on a conventional set so have a variety available 
ist month's Chicago convention, dealers were urged to widen then to meet any demand 

uplovee benefit program and to improve communications with 3. Don’t rely on the antennas which come with the set. Sell 
their hired he Ip Suggestions included establishment of profit shar an extra antenna — the profit on the antenna can pell profit on 
ing trusts and insurance programs as fringe benefits. Dealers were portable television. 
ilso told that regular “gripe” sessions for employees might cleat 4. Make a 90-day service policy mandatory, Witham sells such 

) problem which have been affecting morale a policy for $7.50 but requires that the set be brought into the 


shop for service 
Burn the sets in for three days before selling them 
e Witham’s overall conclusion about portable ‘T'V? 
“It may be a headache but someday it’s going to be a “terrific 
business 


Dealers at the NARDA convention questioned Dan Creato of 








Like it or not, you'll be selling more and more portable TV set RCA Service Company on his firm's offer of a year's service on a 
in the months ahead l+inch set for $15. He said that service at this price had proved 
In the last quarter of 1956 portables were gobbling up about to be profitable. Keys to making money at such a contract price 
i third of the industry's output [hat figure is more likely to rise Continued on page 6 
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on the popularity poll! 
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HEATING UNIT 
mean 
; r 
more business D4 
for you @ 


VENTED COVER 
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Check this pay-off plus list 


high enough for roasts or fowl, and 





6 to 8 cup 


2 to 5 cup 


FLAVO-MATICS 


Every cup is full-flavored 
Has to be! Exclusive time and 
temperature control brews 
perfect coffee every time 
Coffee can't burn of under 





SPEEDMASTER LLECTRNC TEA KETTLE 


Plug in for hot water in 





a hurry Wondertul as perk. In polished aluminum 
@ steamer. vaporizer, Ca copper color of gleaming 
pocity qts 110.120 chrome From 11.50* to 





AC-DC. $11.50" 





$18.95", retail 
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popular 11” by 11” 3% af. 


family size 





automatic skillet 


"Sie “Bau 


shes) 


LARGE AREA, 
EXTRA CAPACITY 


‘ , 
OS 
iY 
n (] 


CONTINUOUS 
POURING LIP 


New favorite in the traffic appliance spotlight! Plenty of extras 
make the difference between West Bend and other skillets 
balanced heat for even temperature 


across the entire pan, no hot or cold spots, a vent-type cover that's 


a turned pouring lip 


on all four sides that's perfect for pouring soups and stews 
Plenty big, too. The 11 « 11° family size holds 3% quarts 
with polished aluminum cover Retail $22.95* 
with copper color cover, Retail; $23.45* 


WEST BEND ALUMINUM CO. Dep. 182, WEST BEND, WISCONSIN 


ff 





50 CUP AUTOMATIC PERCOLATOR 
Where there's a group 

there's coffee and a big 
market for you! New 50 
cup fully automatic Perco 
lator works as easily as an 
B8-cup perk; fill with cold 
water, add coffee and plug 

5 


in Retail; $39.9 


TRENDS continued 


are (1) big volume and (2) no on-the-premises service. No hom« 


ills are made on a $15 contract. 


he appliance-radio-IT'V industry can look for a good but hight 





competitive year in 1957 
I hats what manufacturers told NARDA members in Chicago 
with thi 





last month and most dealers weren't inclined to argue 
diagnosis 


I'here’s a strong feeling that ‘I'V may not improve much on tt 





1956 performance. ‘The seven million level of last vear may have 





become the industry's base figure and it will take unusual products 
or extreme business conditions to improve on this level 
re concerned, G-Ik.’s C. W. ‘Thelecn told 


dealers that appliance unit volume should run six percent ahead 


\s far as white goods 





of 1956 with the greatest increases im room all conditioners, dish 





washers and disposers. He looked for little improvement in refrig 





eration during 1957 
lhe latest survey of consumer buying intentions by the Um 
versity of Michigan indicates that dealers are nght in expecting a 


highh competitive year. Indications seem point to a sharper 


increase in buying of autos and homes than in consumer durable 


for the home 


Right now the trend in room air conditioners seems to be im 





the direction of bigger and bigger units. But at least one manu 





facturer thinks all this may change in the next year or two 


[his manufacturer thinks the trend then will be to a sort of 





personal portable” air conditioner. He reasons that as the price 


of central units falls, consumers will decide in favor of thi equi] 
ment rather than buying a big room unit 

Ile mav be right. But at the moment the bigger units are sti 
leading the way. ‘The ! hp size accounts for a very small share 
of the market and last year dealers were clamoring for the bi hp 
units. One manufacturer right now is using a per ial price on a 
hp umt to “loosen up what has so far been a marked reluctance 


of retailers to place orders for new merchandise 


l'inancing came in for a lot of discussion in Chicago last month 





and two things stand out 





1) More and more dealers are being tempted to carry thei 





own paper. They got encouragement along these lines trom several 
at the NARDA convention. ‘There remain 


hard core of skeptics among retailers who are still convinced that 


howe VCT, a 


speakers 
only the exceptional dealer can get into financing without also 
getting into trouble. A basic difficulty, say these skeptics, is that 
dealers aren't good credit men and are tempted to accept paper 
for the sake of making a sale 

2) A strong plea for non-recourse paper was made during thi 


NARDA convention by Philco executive vice-president John Otter 





He warned dealers that if they relied on recourse paper they would 
have to consider volume as of secondary importance and look t 


their own security as a first consideration end 
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Your new 


Sd best sellers from 
egies) =| WESTCLOX 


ay 


Here now! 3 terrific electrics to 
perk up your profits! 





Baby Ben Electric is here! 
Excitingly-new! Colors too! 


- ALLELE LOO ene 
It’s the long-awaited electric ‘“‘twin’’ to the r 
famous Baby Ben Spring Alarm! Completes I I 


your new “Ben’’ family. Has luminous dial 
model in each color to give you extra profits. 
Will be a best-seller for you for years to come! 
Plain retails at $6.95 (plus tox) 
Dealer cost $4,57 
Luminous retails at $7.95 


Dealer cost $5.22 


Beige #1240 plain, #1250 luminous 
Pink #1241 plain, #1251 luminous 
Jade #1242 plain, #1252 luminous 





Tide’s in! Smart new alarm Here’s Frill, a new high 


in colors—just $4.98! in decorator wall clocks! 
Remember, , 
Something fresh and new, with rich, new This 12-inch beauty has easy-to-read dial 


more Westclox have been luminous dial, sweep-second hand and petal-design frame in gleaming brass. An 


shatter-proof crystal. Priced and styled to ideal gift for almost any room in the house! 


sold than any 


give you plenty of impulse sales! 








other clocks! In Pink 41255 or Yellow 41256 Frill Electric Clock /1147 
Retails at $4.98 Retails at $8.95 
Dealer cost $3.46 Dealer cost $5.88 

{~ i — i pein Maia a ——ee WESTCLOX ADVERTISING SELLS FOR YOU! 

se 7" i\ These new items and all other Westclox watches and 
ia carr tc arta —" H clocks are featured all year-’round in Westclox big 
| Patented “pop-up” display sets up national magazine and network TV advertising cam 
) WESTCLOX sutomatically, Open carton and it's paign. Stock up! Use your free displays to tie-in for 


ready to sell for you' Cleverly de 


» ! 
signed with eye-stopping reflector extra sales 


\ background that mirrors back of | 
clock for full color impact! } 
| 

Baby Ben Electric Assortment No. 1290 5% quantity discount on 6 or more Westclox Electrics 


6 decks, | plain, | luminous in 
For your protection, Westclox products are Fair Traded in all states having 


each color 
Dealer cost (with disc.) $27.90 | Fair Trade Laws. Prices quoted do not include taxes and are subject to change 


WESTCLOX 


' 
PROOUCTS OF CORPORATI« 


LASALLE-PERU, ILLINOIS 


Smart Shopper- 





Slesper «aanunamaed 


his neat little display takes up very 
little space yet it sure pays off! 


i Displays! Shows off each clock color to best 


advantage. Tells fine features at a 
glance. Display includes 4 Tide Elec 
tric Alarms: 2 yellow, 2 pink 


Tide Assortment No. 1384 


Dealer cost $13.84 
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From the bargain hunter to the shopper who wants the best, R&M 
gives you a fan for every buyer. New styling, new colors, new per- 
formance, new features! You'll be ahead in profits with the R&M 


line. It's backed by a complete advertising and promotion program. 


Look in the phone book yellow pages 
and call your R&M distributor 
for 1957 catalog and price list or write: 


HUNTER DIVISION— ROBBINS & MYERS, INC., 2714 Frisco Ave., Memphis 14, Tenn. 




















in coolness, quietness, quality 
























WES Now! Cut your premium costs 50% 


with new Home Laundry Size Tide!.. 





WHEN YOU PURCHASE YOUR 
ICV IVE) 


AUTOMATIC WASHER 



















































Here it isthe new Home Laundry Size Tide, spectacular in size and 
spectacular in its appeal to your prospects (customers feel they’re 
getting a real bonus when you offer them the biggest box of Tide on the 
market). What's more, it enables you to save exactly half on your usual 
premium costs each Home Laundry Size Tide is just half-a-case, 
rather than the full case of Tide you usually give with each automatic 
washer you sell. Furthermore, with just two packages per case, you'll 
find this new size is less costly to handle, makes it possible to build 
massive, exciting displays quickly and easily. Here’s how the new Home 
Tide Premium Plan: 


Laundry Size Tide works with the proven- effective 


1. to create traffic you offer your prospects a box of regular size 
Tide just for watching an automatic-washer demonstration. 


2. to close sales you offer your customers a box of Home Laundry 


Size Tide with their purchase of a new automatic washer. = 


For complete details on the Tide Premium Plan and how you can use the 
new Home Laundry Size Tide to cut your premium costs, contact the 
‘Tide Home Laundering Bureau, 1106 Enquirer Bldg., Cincinnati 2, Ohio. 


* the makers of 25 automatics pack Tide in their machines. 
*« more women use Tide in their automatics than any other washday product. 








TRENDS 


By Robert W. Armstrong 


Final reports on December sales and 
early January volume presage a 
good 1957... Hi-fi and portable TV 
get a lot of the credit 
Y LATE January, 1957, plenty of eastern 
B retailers were still trying to get a clear pi 
ture of business in December, 1956, and 


to estimate the 1957 
Januar ile 


outlook on the basis of 


‘heir conclusion: For most, sales were ahead 
of November; for some iles even beat December 
of 1955 

Distributors, particularly, enjoyed good busi 
ness in December. For example, one Boston 
vholesaler i that December ile doubled 
October-November figure with housewares tal 
ing percent of total volume, ‘T'V another 2( 

ercent. A whol 
1 new ord with a 15 percent increase and a 
upplicr of built-ins to the building trades found 
his December volume up 50 percent from the 
re car \ Philadelphia distributor, || 

bulhient than ye other 1\ December wa 
ood—if only | it of an end-of-the month 
uckup. Hlowever, h IV sales didn’t match 
those of the previous Christma \ second Phila 
delphia distributor found December busine bet 


ter than Noveml not up to the previou 1 


f phonograph records set 


cembe 


Dealers, too, had a good Christmas season 
In Washington it was a late buving purt which 
et registers ringing and discount stores did an 
excellent busine in shavers, transistor radio 


portable I'\ ind clectri killet even legiti 


mate’’ dealers report “a very successful season 
ind attribute it largely to cleaners, radios and 
portable dishwasher 

Ihe reason, for a good season vary with the 
lealer. For ex pie, a Philadelphia retailer sa‘ 


December wa lightly ihead of 1955 and claim 


that “hi-fi was the thing that pulled us through 
It accounted for a third of all our volume. Nicest 
thing—it was all cash stuff. Moreover, every hi-fi 
ile carrie ilong $30 to $50 worth of record 
besides the follow-up business on record 

Most western New York merchants say Christ 
ma ules were good, although, for some, th 


volum imme I As on i It wa low t 
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REGION BY REGION 


the end of the Christmas shopping penod and 
taying open nights didn’t help us. We have a 
carryover of 1956 refrigerators and are going easy 
on buying 

Boston retailers, too, had reason to be happy 
One says refrigerators, washers and dryers wer 
head 10 percent of the previous year and hous 
wares down 25 percent because of emphasis on 
major IV and radio were up 20 percent and 
hi-fi gamed 10 percent. Another dealer in th 
ime area pushed his housewares sales ahead 
particularly radios, clocks and frypans. Hle man 
ged to keep his volume equal to the previous 
December's, but his profits were off 15 percent 


The outlook for '57, on the basis of December 
and first-half January sales, is good, say eastern 
merchants. Tere, for example, is a Cambridge, 
Ma dealer who predicts an overall increase of 
15 percent and a specific increase of 
in di hw ishe Is 
unit sale 


percent 
Another in Boston expects highes 
but lower proht because of “depart 
inent store competition, which is worse than 
Cl one more indication that de partment store 
ire learning, at long last, how to ompete 

\ Philadelphia distributor says January has be 
gun well and he expects a “fairly busy first quartes 
with dealer activity picking up earlier than the 
traditional middle of February Another whol 
iler there ivs busine has begun well, but 
laims that credit is fast becoming a “tough prob 
om ind that dealers are not paying ther Christ 
mas bill like they should and we're tightening 
ip on them 


Some dealers are even more optimistic than 
distributors. A Buffalo merchant say for ey 
unpl that his current volume is running ahead 
of last vear with ranges and refrigerators selling 
best, TV next in line 

Savs he We like the looks of the fir t quarter 
\nother echoes with, “It’s fine for us so far in 
1957. Washers and dryers are moving well. Re 
frigeration is about the same. We are looking for 
i big vear and we are gearing ou operation to 
uch plan We have added some sal people 

ven a dealer whose December business didn’t 
come up to expectation a’ We expect to 
vhip up refngeration volume by featuring our 
1956 models at attractive price I'V is holding 
up well 


Optimism runs high in Washington—for a 
couple of very good reasons. One i population 
it tripled ince 1930. Another is average annual 
income: $4,200 compared with a national iVverage 
of $3,300. De pate thi optimism, post-Chiristma: 

ile haven't set any record Dealer report 
ictivity on laundry equipment (especially com 
bination units) and a lot of service calls. but sale 
ire extremely competitive and people are doing 
i lot of hopping 

The discount house competition has got deales 
in other sections doing some secur ing around 
too. In one city a merchant calls 1957 “the ve 
were going to give the discount hous 
battle A group of us dealer 


al 
i real 
elling list ic) have 


banded together. We've asked for exclusive tern 
tory and protected franchises—got it from thee 
distributors already, We're also planning to bu 
together in carloads so as to get a better price 
We mean busines: 
fight 

His plan is important im that it’s another es 
ample of a growing trend—one well worth watch 


ind we're going to put up a 


ny Group buying 1S already well establ hed ili 
ome sections of the country and is being stucied 
ind planned in others 


By Tom F. Blackburn 





Winter markets in nutshell... NARDA 
gets results on builders . . . Sears opti- 
mistic on refrigerators—TV news new 


sales arguments. 


TH Hbbpre hon if thie Janua iairket hi 
Chicago was three-fol 


1. No more list prices, something that wall be 
disconcerting to the discounters 

2. Growth of complete lines, ‘The adyanta 
of this is obvious to the manufacturer, who can 
keep Wl has machines om | Hoecession of 


items that are always in season, It has not pleased 
the independent distnbutor who see in the trend 
i force which requires him to put ill his egg 
mto one basket, and be under the control of one 
manufacturer At dealer level, it gives the retail 
tore the advantage of tying in more closely to 
national advertising and the possible disadvantage 
of a line of goods which individually do not have 
thre me acceptance vith the public 


3. Color. As rank Whiting of the burnitur 
Mart said, when a manufacturer runs out of new 
patented improvements, he must tum to colos 
md design While everybody had color at the 
inarkets, one got a variety of opinions as to how 
it was selling he Steel Cabinet Association 
id that 42 percent of 1956 production was in 
color, General electric 3 aid to have produced 
19 percent; half a dozen smaller manufacturer 
gave estimates running from two to 10 percent 
including natural wood 

lighter money is beginning to hit the retail 
dealer in the Middle West region. Payment of 
bills is beginning to slide steadil upward fro 
0 to 4 md even 60° dar Most distnbut 
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| 0:00 SECONDS... 
Gibson automatic 


Outside manual louver 


at full right 


up or dowr 





EASIER TO SELL WITH MORE TO TELL 


| 


inside or outside without unsightly overhang 


Trimline Design fits all windows—flush 


@ Duwt 


cally 


Magnet electrostatic filter Magneti- 


attracts pollen and dust as tiny as 
1/25.000th of an and 


inch. Permanent 


washable 


Models 


co Low-Amp 


circuit ¢ 


use regular household 


yrrent 


take only 7.5 amps 


mat Thermostat 


© Auto 


models 


standard on all 


@ Hushed 


to efficient twin wheel-type blowers 


Whisper quiet inside and out due 
Gives 


super jet « 


j 0ling 


@ High Power Factor delivers more cooling 
owatt 


per k 


yntrols for 


@ Pushbutton 


F yoling and 


quick selection of 


ventilating speeds 


@ Dehumidifies up to 8 gallons of moisture per 
lay 


e Sliding Pane 


onverts from maximum cool- 


um dehumidification 


Models Fresh Air 


side air filtered before entering 


with intake 
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Air-Sweep louvers 


may be adjusted 


Gibson 





' 


ite SPER AS 


We 


SECOND 
DEMONSTRATION 





NEW CHANGE IN R 





. , s¥ 0:02% SECONDS... 


Air-Sweep louvers snapped at 


point in their sweeping motion 




















OOM AIR CONDITIONING 





\., »7 0:05 SECONDS... 


full sweep completed! Louvers make 
12 side-to-side sweeps per minute 


mid- 








Yes, the first 5 seconds show your custom- 


ers the most sweeping change in air-con- 
ditioning history! Exclusive automatic Air- 
Sweep ends the “closed-in, closed window” 
feeling keeps air in constant draft-free 
circulation increases cooling capacity 

speeds cooling time from a “hot room” 
start. With Gibson you sell air that’s fresh 
as all outdoors, converting air-conditioning 
“objectors” into “takers’”—and making old 


installations obsolete 








_ TOP VIEW 























EXCLUSIVE AIR-SWEEP ACTION! 


Separate Oscillator motor drives louvers—sweeping side-to- 
side continuously, automatically. Can be stopped in any 
position when desired. Finger-tip bar adjusts outside louvers 
to any position up or down. 


MORE PROFITS TOO! 


Faster selling is only half of your profit story. Gibson’s factory 
pre-assembly and removable chassis lets your men install more than 


twice as many units per day by actual time-study tests. All electrical service 
in front and complete chassis removal without touching window mounting! 


o inilocnde... 


sbibson 


1957 


FEBRUARY, 


Gibson Refrigerator Company 
Greenville, Michigan 


DIVISION OF 


CORPORATION 
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TRENDS REGION BY REGION 


report an increase in the amount of their accounts 
receivable 

The squawk by NARDA about manufacturer 
sales to builders, bypassing the dealer and often 
the distributor, got attention and recognition at 
the January meeting of that organization in Chi 
cago. Gener il Electric sent a speaker to the con 
vention. Westinghouse said that it would nego 
tiz‘e with builders—through its distributors and 
dealers—only when 50 assorted units (or 15 room 
cooler were in the deal. Little builders would 
have to turn to dealers 

Portable television sets were much in evidence 
at the Chicago market Ihe industry, robbed of 
its story on profit through fast turnover because 
of market saturation, has never thought up a new 
appeal to deale: Price leaders, once 5 to 10 
percent of the T'V lines, are thought to have 
climbed to 80 percent, and that is unprofitable 


to the dealer. W5ith manufacturers and distrib 
utors reported loaded with inventory, the situa 
tion calls for some fast thinking 

A Lincoln, Nebraska, gas station has originated 
its own premium plan for tying down repeat cus 
tomer busin one which can be borrowed by 
the appliance trade. It has a window of house 


ware items requiring purchases of from one to 25 
gallons of gasoline With sale 
given, and all the customer had to do is save 
these and come back for more gasoline 


COUPONS ar 


Sears optimistic on refrigerators. Because 
Sears, Roebuck & Company has to work nearly a 
year ahead on its annual catalog, and reflects the 
thinking of its great group of merchandisers, a 
close look at it by the trade is always worthwhile. 
There are five more pages of appliances in the 
new catalog, and on its color pages candy pink, 
sage green and sunshine yellow are displayed 
Three more pages of refrigerators are shown, 
three more of freezers. In refrigerators one with 
15.2 cu. ft. is offered (upside down model). 
Home laundry equipment has advanced in price, 
and wringer type machines are up $5. There 
is a 30-inch electric range with an aluminum 
griddle. Room coolers offer a slenderette model. 
Only sewing machines are down in number 

One of Chicago's biggest price discounters re 
cently came a cropper on knitting machines. He 
bought, cut the price, and expected them to sell 
themselve Unfortunately, you have to teach 
the owner of a knitting machine how to operate 
it, and this was missing 


With the replacement market coming fast in 
the television field, there is need to put a little life 


into the advertising of ‘T'V. ‘loday about all you 
ee advertised is the size of the picture tube or 
the number of square inches of tube surface, 
which the pub loes not understand at all 
With a generation of customers buying televi 
On who have ilready owned On new reasons 
for buying come into play which are all unmen 
tioned One of the faults of the early sets lay 
in the fact that where one station was in sharp 
focus, the next one would be fuzzy. In Chicago, 
t wh there are fi tation om 
ct might give tw harp and three irtually out 
tf lhe fa t tations might be brought 
into focus | twisting the television antenna 
und t dy ever expe ted all five stations 
to be in sha p roe If a new et will deliver 
harp focus on five stations, this is a sales factor 
Drifting, or moving out of focus, is another 
weakness that shows up badly in big screen TV 
A brand without this drift has something to sell 
Yet you never see it mentioned in advertising 


ELECTRICAL 
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All factory sets on display are in sharp focus 
because they are worked on by experts. ‘The 
same sets on dealer floors are frequently very 
fuzzy, and a fuzzy pieture is enough to stop the 
purchase of a big screen, where it looks worst 


The 11 months sales totals of Kansas Gas & 
Electric Co. territory have come in, and show 
that central air conditioners were 112 percent 
ahead in that drouth stricken area for 1956, com 
pared to 1955. Ivaporative coolers were 226.4 
percent up, dishwashers were 0.9 percent up, food 
waste disposers 12.3 up, electric clothes dryers 
17.5 percent up, automatic washers 7.8 percent 
up, and water heaters 22.7 percent ahead 

lhe worst hit during the year were attic fans, 
which fell off 66 percent, 1956 compared to 1955 
dehumidifiers off 36.2 percent, gas clothes dryers 
off 17.9 percent, ironers off 24.6 percent, roasters 
off 37.6 percent, and television, off 11.1 percent 
Refrigerators were the big surprise, said th 
utility. November records were shattered by 614 
sales, compared to 544 sales in November of 
1954 

In Omaha, Nebraska, television led the year 
1956 in sales, with 8,136 units rung up by 
December 1. Room coolers were next, with 6,072 
sold, followed by refrigerators with 4,610 and 
automatic washers with 4,340. M. H. Prince, 
sales promotion manager, Minnesota Power & 
Light Co., reported that for Duluth, bed cover 
ings were 658.9 percent ahead of 1955: food freez 
ers 33.7 percent; dryers, 22.6 percent, automatic 
washers, 22.5 and electric ranges 8.2. lroners 
fell below 1955 by 39 percent; television by 31.6 
percent; refrigerators 5.5 

I'he contrasts between the same items reveal 
that promotion and get-behind-it—is what does 
the trick 

TV Service Men Want Licenses. Lack of 
stability of the T’'V-radio service industry has at 
last brought the T.E.S.A., service men’s organiza 
tion, around to advocacy of licensing. Being in 
troduced into the Illinois legislature is a bill that 
will do this, says Frank Moch, Chicago television 
service pioneer 


...in the 
SOUTH 
WEST 


By Fred A. Greene 





Rough year coming up in most sections 
... Fourth quarter sales figures gener- 


ally off, inventories not much better 


... Hi-fi has long road to tread 


Y= an interview as many dealers and dis 
tributors as you can find, but no matter hov 
far and wide you travel, you can’t help but reach 
one conclusion 

It’s going to be a rough year coming up if 
fourth quarter sales during 1956 are any indica 


fon 


1957 





Naturally, there are exceptions, Texas’ Gulf 
Coast area around Beaumont, Port Arthur and 
Houston is the biggest exception, Here, a boom 
ing oil industry and considerable other diversified 
industries offer some hope that business will re 
main fairly stable. Wages are high and there 
plenty of employment, ‘The drought, a major 
factor in the Southwest, has little effect 

In other isolated sections, too, where oil is a 
major industry, there remains some optimism 
But such sections are few and far between. Basi 
cally, the farmer and rancher determines the 
overall picture when it comes to speaking of the 
Southwest. Certainly, the critical nature of the 
drought is evident by President Eisenhower's 
recent trip to the ravaged, dust blown sections 
If the area doesn’t improve with rain perhaps fed 
eral aid will not only be a lifesaver to the farmer 
but it may make the difference between a mat 
ginal dealer's existence or going out of business 

We keep hearing more and more about rural 
dwellers moving to larger, more metropolitan 
centers, As yet, the employment picture has not 
iltered noticeably, but continued movement 
could, ‘The important point for apphance dealers 
however, is that a smaller rural market obviously 
cuts down potential sales and this im turn may 
increase business failures 


Because fourth quarter sales generally were not 
up to expectations, many retailers and whole 
salers had high inventories, As a result, closeout 
sales are quite the fancy—and even more so than 
usual. Profits, in turn, are taking a beating 

Many dealers have had volume increases dur 
ing the last year—and utility records back this up 

but not all of them got on the bandwagon 
Many of those who did pick up volumewise did 
it the hard way—lower profits 

Another important factor in the overall sales 
picture 1s the disappointing number of starts in 
residential construction. According to Dallas 
Power & Light Co., building is off 50 percent 
In 1955, shghtly more than 14,000 new homes 
were constructed in Dallas. During 1956, the 
figure dropped to 7,300 and probably accounts for 
the 900-less range sales during December te 
ported by DP&l 

In discussing the profit-volume picture, Hous 
ton sources refer to air conditioner sales. Last 

25 percent more units sold in the Hous 
ton area. But talk to dealers and they're a mighty 
blue lot 

So what! I could sell twice as many as I did 
last year but my profits wouldn’t show it. In fact 
they'd be well under what they were several year: 


yCcar Saw 


ago when volume was low 

Perhaps price is one reason why an Oklahoma 
City distributor reports increased pre-season sale: 
ind deliverice Many dealers are finding it easier 
to offer closeouts to make a better profit than to 
ell during the height of mid-summer competi 
tion 

We still don’t make much,” says a Texa 
dealer but at least the consumer can’t do as 
much shopping. This way we can hold them 
longer and we have a_ better 
deal 


chance to close a 


Lone Star State movement of. white goods on 
the whole was fair, Laundry equipment sold 
best with refrigerators close behind. Range sale 
vere spotty in most instances, downright poor in 
others, Upcoming utility range promotions may 
help the situation 


(Continued on page 16) 
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why 


WE BCOR 


tape recorders outsell all others 


Webcor— The Pioneer. Webcor took the lead in promoting and ad 
vertising tape recorders for home use. This opened a vast new market for 
highly profitable sales for radio-TV appliance dealers. Years of concentrated 
research and experimentation were accomplished before the first Webcor 
instrument was offered to the public. In addition, strict Webcor quality con 


trol makes certain that only the finest components go into these outstanding 


tape recorders. Every part is designed, engineered and built or specified by 


Webcor. 


Webcor High Fidelity Amplitiers and Speakers. Wide- 
range Webcor high fidelity speakers are designed to deliver sound evenly, 
without distortion and without frequency ‘‘deadspots."’ They are arranged within 
the cabinets for highest possible acoustical efficiency. Powerful Webcor ampli 


fiers have multiple negative feedback circuits to insure negligible distortion 


Exclusive Webcor "No Reel-Turnover."’ Most Webcor High 
Fidelity Tape Recorders have two recording heads and two Webcor precision- 
built motors. These make possible recording in two directions without bother- 


ome “reel-turnover."” Hence, the operator can record and play back for two 


full hours on one reel of tape. 


Convenient Webcor Four-Way Master Control. Webcor 
Tape Recorders are easy to operate. All basic operations—record, playback, 
fast forward, fast rewind—are served by one central four-way control. Dual 


concentric control is provided for volume, off-on and tone adustment. 


Other Webcor Features. Webcor High Fidelity Tape Recorders play 
3,5 or 7-inch reels at either 3% or 7% inches per second. The de luxe models 
have new, improved automatic stops which shut off both the amplifier and 
motors at any speed when the end of the tape is reached. These instruments 
have Veedor Root type tape counters which make possible locating sections 
of tape readily. New cathode eye indicates the proper recording level. A 3 
position output selector switch: Normal for playback using speaker in unit 

Monitor permits hearing recordings as they are being made—Externa/ Ampli 
fier permits hookup with external speaker or amplifier. Input jack allows user to 


record with microphone or directly from AM-FM radio, TV sound, fonograf 


or another tape recorder. 


Webcor Tape Recorder-Radio Combinations. Webcor 
Tape Recorder-Radio Combinations have all the fine features of other Webcor 
High Fidelity Tape Recorders. In addition, they have supersensitive AM tran- 
sistor radio tuners. They also have input jacks for recording with microphone 


or directly from AM-FM radio, TV sound, fonograf or magnetic recorder 


Webcor Advertising. 1he ad on the opposite page will appear in Life 
Magazine (February 4th). Other colorful, sales-building Webcor Tape Re 
corder and Fonograf ads will appear regularly in Life, the New Yorker, Sunset, 
Family Weekly, Tape Recording and other publications throughout 1957 
Hard-selling billboards will tell the Webcor quality story repeatedly through 
out the year. Ask your Webcor representative for dealer mats, radio and TV 
spots and display material—all designed to help you ring up new and bigger 


tape recorder and fonograf profits! 


SELL THE LINE THAT SELLS THE FASTEST... SELL 


VWEBCOR 
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TRENDS REGION BY REGION 


leclevision sales ar 


Fourth quarter Oklahoma sales were below ex 
pectations and January started slow. 1) ) ! 


! 1 cle ; 


orted 

Portable 
most of 
tributor 


ible 


The New Mexico picture is mixed, In Albu 
querque ile ir ff viii i Kk vell, dealer 
movement impro a i 
ported One dealer 
than in any year of histor but 


by too many white elephant 


| 

Profits remain normal in New Mexico and 
fourth quarter movement teady and close 
to expectations. White goods, as one distributor 
puts it, moved fairly well but it was nothing to 
brag about. Laundr equipment led the way 
ind reftnigerato ft bad] 


lourth quarter ile itt Arkan i VOTE mixed 


Rang ile vere ow 


ibout evenly divided between the up md down 
Nearly all reports show, however 
January start. Profits are holding reasonably firm 
ind there little of the pessimism in this state 
that we find elsewhere 


| pretty good 


lreezers continue to pace white goods in Ar 
kansas. One Little Rock distributor sa il 
ire up 3500 percent over |! Range 
down. KRefngerators moved vell 
lelevision sale rie un fair to good, but in 
most cases portables nu d en | 
end models moved bi retailer 
Arkansas saw a tremendou upsurge m= rad 
ind phonogr iph sales, One distributor sold out hi 
record player toch Another doubled 19 hier 
We asked dealer ibout hi-fi il Most 
ported they are not stocking 
units ¢ omponent Interest 
but is one dealer omts out, ever | 
different idea about hi-fi. Another summed up 
the lack of dealer i est th Vi he doesn't 
KHOW enough ibout it and neithe do h ul 
tomer Until every! y knows more about hi-fi 
he not going to sell it. In spite of all this, dealers 
generally agree the future of hi-fi is good. Right 
now it 1 a pe iif leal 
enough trouble elling 
price argument They 


entrate on specialty ing existing 


Of interest to ‘Texas dealers will be the up 


coming fight in the state legislature to licens 
television servicemen, A ording to one service 
nan, it going to be a stiff fight. How 
thre lexa | lectroni Association 
member, has a lobbyist in 
vith some legislator lead 
ill not become la 
i ociation 
oie pon 
sion Sei 


iftuation 


_in the 
SOUTH 


Fair trade end helps produce banner 
year in Georgia. . . ‘56 sales in North 


Carolina up as much as 56% 


| ISCOUNT houses in Georgia—jittery since 
the rep il of the state’s Fair ‘Trade Law 
have joined a 


welling chorus throughout the 
Southeast in pronouncing 1956 a banner sales 
VCal 

he discount-house issue is taking on added in 
terest as operators indicate now that their period 
of uncertainty is over, With the “best December 
ever’ behind them, they are voicing confidence in 
their ability to meet all 
future 


competition in_ the 


llowever, along with thei optimism they are 


becomimg increasingly averse to the term “di 








GOOD HEAVENS MAN WHAT HAVE YOU DONE? 


FEBRUARY 


Is itself as such 
We preter t 
there is no longer 


any such thing as a ‘discounter’ in Georgia.” [1 


at 


yunter only one firm labe 
Says the owner of the one house, 


} 


be called ‘super cash market 


ilone in this argument. As one big-name di 
put it, “While no one ever thought th 
epartment store idhered strictly to the | 
Irade Law, its overthrow took away the 
umbrella. As long as it was in eftect 
he had at least a vague sort of “‘list price igainst 
hold up his bargains. Now -practicall 
rotten in bed with him and ther 
n between hi pri 


tributor 
ad 


ounter! 


outfits in th 


despite th minot rrowing mal 
Atlanta-area w ! | eem tft 
( itl \ te id il 

number ting to the outlo« 

oth ih luring the month 


North Carolina distributors indicated at the 
close of the year that they were expecting 1956 
to be their biggest sales year on record. | in 
ngure which are now being ompiled eem t 


out with ample margin to spare in most 


In the Nashville area a huge 56 percent increa 
in the sale of clothes dryers by one large distribu 
tor paced the record breaking yeat Sales of 
dishwashers for this concern were up 40 pet 
cent with sales of air conditioners and automati 
washers up percent and ) percent resp¢ 
tivels 

Ihe difference in profits—up from over $14 
million to more than $18-million 

Ihe iles picture in the eastern and south 
eastern counties of Florida, served by Florida 
Power and Light Company, was brightened con 
siderably by a_ three-month iles 
sparked by that utility 


lhe October-November-December program had 


promotion 


achieved more than it iles quota ifter only 
two month I'he campaign oncentrated on 
ind water heater 

By the end of November water heater sales had 
zoomed past the quota for the entire three-month 
program by 34 percent 
the quota by nine percent 


electric range 


Range iles were OVE! 
\ similar promotion program is planned 
l’ebruary and March on automatic washers, ironet! 
ind dryer Ihe goal which is being aimed at 
thi ile of 6500 unit vith an estimated valu 
of ST.600 


Opening of the Sunshine State Parkway later 
this month is expected to have beneficial results 
on appliance sales as well as on other segment 
of the state 


l'lorida business leaders believe that with th 


economy 


omfortable and 
faster in the southern part of the state, an eve 
greater number of people will find the stat 
ittractive for small, medium and large industria 
concern lo the 
more potential customers and greatet 


turnpike making traveling mor 


ippliance man this me 


tuniti 
Generally, the Southeast pl ised 
1956 showing. In fact, things looked 
to one ‘Tennessee distributor that he 
doesn’t see how the market can continue so good 


But we're working to mak ire that it doe 
he 


ntiniisn d on page 
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HOTPOINT 


WASHER 








ALL YOU DO IS 


PUSH A BUTTON 


WHEN YOU START 


THE WASHER! 














ANNOUNCING A NEW 





MIRACLE OF CHEMISTRY IN THE 










1957 HOTPOINT AUTOMATIC WASHER 
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Automatically a new 
wonderinse is injected... 
to condition the water, 
soften fabrics, rinse 
newness into clothes 


derfully an automatic washer may wash clothe Hotpoint-washed cloth look and el cleaner, Bat ( ire 
its really no more efficient than its rinsing action. And in the 1957 fluffier. Linens and cottor ire softer, too, but never limp-soft. And 
Hotpoint, remarkable thin happen during the rinse cycle. We call as the finishing touch, WONDERINSE seals the pores of fabric 
it Wo he I iil ill J | Pu ( thi tay cleal ! nh cleat i ru rm brie I a 
} I put vie t the washer. Automati If youre in th for a isl tt the 7 
( i tt } ' the ( \ IRI | I I il] Hot int WONDERI Vash ] id } } | | | 
— 
he f | water i I hat ist ! i 1 7 
Thi Kl ] ! i | i tant | I hye i trul iut iti } ‘ f ’ >< 
litio: the Inse wate! olte! fabi ind act lv rinse newnes hie but actually condition PTT the v7 thotpoint 
init lotl : ! I nd sharpet Y« Hotpoint d h { it vetow Pages 


xe 




















Reservoir holds a full quart of WONDER! E ch j Even the individual threads | f ‘ ol Normal or delicate fab 


her i start the washer ter Wo ERI ING. Th iy Clean 





because of fewer wrinkle of time. 7 } ea j 





From unit to unit, pair to pair... 
Hotpoint Home Laundries are price- 
planned tor natural step-up selling! 


Hotpoint Super Deluxe Push- 
button Home Laundry Pair 
with Suds-Ster Washing 


a ue) 
Pushbutton 
Home Leundry Pair 


A ee ae a 
Home Laundry Pair 





p 
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Hotpoink super dev, 


snbobutton Home Laundry Pai 


with WONDERINSE Washing 
img 
a 


= : , 
-— y/7 f| 


I Romoia Automatic Washers and Dryers 
are easier to sell because they offer more 
reasons to buy! 

Chere are five automatic electric washers 

five automatic electric dryers and 
five style-matched pairs... in the complete 
1957 Hotpoint Home Laundry Lins And 
every prospect—regardless of budget—will 
find that Hotpoint offers more styling, 
quality, and features than they had ever 
hoped for. 

See for yourself how Hotpoint’s wide 
variety and Casy step ups will improve 
your home laundry sales this year. Ask 
your Hotpoint Distributor for full details 
on the complete Hotpoint Home Laundry 


Line for '57 


Hotpoint Auto 


and Dryer: 


look ty Hotpoint 


hor the finost=hinst | 


” 


-_ 


Y 


BE SURE TO SEE 
In Space 1120 
Merchandise Mart 


aon 
Wy 


Git 


a me a 


Home Laundry Pair 








TRENDS 


...in the 
FAR 
WEST 


By Howard J. Emerson 


Sales jump back to pre-Christmas 
level... Air conditioning outlook best 
ever .. . Dealers study kitchen financ- 
ing. . . Cost problems 


| I seemed longer than usual between Christmas 
nd the mid-January paycheck this year, sa\ 
many dealers in the Far West. But the checks did 
ome in, and busine for most dealers began to 


weekend of 


reach itistactory volume on the 
Januar 

[he weather, always a major factor in winter 
busine in the Far West, resisted rain makers 
farmers, prayers, Chamber of Commerce apolo 
pies, et but could not resist “the groaner 
\s soon as Bing Crosby's golf tournament got 
underway m Monterey, California, the deluge 
ime almost as surely and steadily as it did after 
Noah got the animals on the ark. No kidding 
the ranchers in California believe in Crosby as a 
rainmaker, according to the San Francisco Exam 
iner. Even if there hasn’t been a drop of rain 
since May, there will be a good storm during 
the “Crosby clambake” in mid-January, the farm 
ers know. ‘This year wa no exception 


Speaking of weather, and controlling it—this 
column has great hopes for the future of air 
conditioning in the Far West in spite of so-so 
o really bad results so far. ‘This column is being 
vritten in Santa Barbara with the temperature 


lose to the 70) 


; 


while the radio reports Chicago 
it |16-degrec below ind Maine at 40-degree 
on January 14. Yet this is not a Chamber 
ommerce report—it 1 directly connected with 

for air conditioning that is featured 

On July 14 next, this city and 

others in the Far West will have 

mperatures « SU degree ind 

+5 to 1es vith 

ut 20 per t. At th ime tim 
Midwest and the East will b 


| 
relative 


Lorn in an area with tempera 
ind humidity in the 90 What 
ur conditioning in. the 
Angele Phoenix an 

ealers ha been a 

ensus here is thi Li 


manufacturer 


ELECTRICAL MERCHANDISING 


FEBRUARY, 


REGION BY REGION 


Much concern is being given to financing by 
those dealers doing a serious business of kitchen 
design and remodeling. F.ven a relaxed title |, 
vith five years for the payments, or manufacture! 
ponsored programs like that, aren't the full an 
wer although they are the big help at the mo 
ment, dealers out here say Ihe open-end 
mortgage is ideal, but not generally available 
Possibly iv some, the second-mortgage or reh 
naneing should be looked into—although smart 
customers may be scared away by the terms or 
harges. But, dealers here contend, some means 
must be found to make the high cost of kitchen 
emodeling relatively painles Says one dealer 
; will be analyzed in March 
The kitchen dealet 
who lets a couple tic themselves up in an SSO or 
5100 a month contract for a kitchen when it 


vhose kitchen busine 
hiecrrRicaAL MERCHANDISING 


ibviously is gong to be a burden is unfair to the 
ustomer and stupid in handling his own tuture 
The first month that the payment becom i 
burden—because of an unexpected doctor bill 
or other need—the couple will begin to resent 
the kitchen that i trapping them and begin 
hating the dealer that oversold them Ile con 
tends that if kitchens in a new home can_ be 
financed with the house for up to 25 years, some 
way must be found to finance the construction 
part on at least a ten year contract 


Some dealers here thought the swing to factory 
branches would correct the price differential 
bothering those dealers who are on the fringe of 
one distributorship close to the fringe of another. 
But one Califorma dealer found it didn't happen 
Ile gets apphances from the factory branch im 
of the 
edge of the territory of the same manufacturer: 
Los Angeles branch. After losing many sales to 
i dealer 30 miles away 


lb resno, but is located within a few miles 


because of price he went 
found 
that im every quantity the published prices of the 
Los Angel 


dishwasher to $80 on some model refrigerator 


for a visit. ‘They compared price sheet 


branch were lower—from $6 on the 


In another section of California, dealers han 
dling a particular full line in several small citie 
outside the periphery of a metropolitan area al 
meeting late this month—obyject repricing the line 


ibout ten percent above the suggested list 


... in the 
GREAT 
LAKES 


Fourth quarter impetus carries over 
into January . . . Hi-fi and portable 
TV lead the parade . . . Blankets out- 
sell other small appliances for ‘56 


HE fourth 
( vith 
( I r 
; t choy 


straight lin 
tvling, regional dealers are of the opinion that 
like or no hke’’—this new look is here to stay 
A Cleveland distnbutor feels the thinking b 
hind this new look is to convince Mr 
that if hubby can buy a new automobile each vear 


tarthng the customer with thi 


(Clonsume! 


because of the change in looks, she should b 
made happier by changing the look of her apph 


ances more regularly 


Hi-fi sets, starting a gradual climb in the Great 
Lakes area, suddenly became the “hottest selling 
item” in the month of December, followed close! 
by portable television set Active and hot pro 
moting in both items apparently predetermined 


their sales position for some de alers 


television sales showed surprising 
Beyond « pect 


Colored 
strength in the last quarter, 
tions,” say some dealers, First quarter advert 
on ‘T'V sets from manufacturers level will be hea 
to keep the ball rolling. ‘This item, judging from 
opmions in this region, will remain highly con 
troversial “Too neh for the average blood 
not vet perfected” and “too many service head 
aches’, as some dealers remark ‘Not so”, sa\ 
the successful dealers, “present sets are as near 
perfected as possible _ citing their excellent sales 
m this item as proof, Dealer inventori on 
vhat higher than normal for the first quarter, are 
reportedly in anticipation of record sales for 
colored television for 1957 

Klectric range sales reflect housewives tastes in 
the “new and different’’ very emphatically, with 
tandard ranges increasing in sales but LO percent 
for 1956 in contrast to built-in-ranges 
The great increase in built-in range 


dishwashers, 16 


increase of 
0 percent 
garbage di posers, 62 percent 


percent, | primarily due to the new home market 


Ihe black and white T'V console is holding its 
lacked off in certain 
parts of this area, ‘The main reason is that about 


own, even though sales have 


percent of all famihes now own a television 
Dehumidifiers are up <0 percent ove! last year 
due to the unseasonable damp weather this area 
hia experienced 

Automatic washers are up percent ove 
car, Wrnger typ Wil hing machines onl 
ent: 70 percent of all sale mn 1956 were 
natic washer 

Ihe electne roaster has all but dropped out t 
elit When the roast first arrived it retailed 
for about $35. At present the ie within STOO 


of some electric range moc 


Ihe best seller in small appliances for 56 was 
the electric blanket and the “hottest seller 1 
the month of December was the electri killet 
Mian ce ler ha ( hie i 

Sale n 1956 in trafh 


ware through regular retail outlets mm thi ( 


mventorse on big mi 
ipphance and house 
wave dropped, The established dealer attnibut 
this to the discounters 


Ihe battle of price slashing and possible busi 
ness deaths is the main topic of conversation 
among regional dealers these da One deal 

tit thy Vu Discount house have hurt 

pe ily during the month of ID 

ict thre Vcq¢ lett with he i I 

ite apphances on their hand 
pphiance Vere ut below cost to 

f the di 


no dollar value 


counter leat mg the de 
If we cant hg thre 
hould join them. But if we jon them 


room for all of u Continued on pa 
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BEAUTY . you bet! And PERFORMANCE beyond 
belief. ‘That’s sales performance based on Signal’s reputation 
for more years of better cooling performance. 

Here’s what you get when you get the Signal line! 


¢ The industry's greatest written 5 Year Guarantee 

¢ Automatic Thermostatic control 

¢ Klectrically-Reversible and Portable-Reversible, 
in the same unit 





¢ High C.F.M. cooling, exchanges air in 4 rooms every minute 
¢ The longest, most complete fan line in the business 
¢ Nationally advertised and nationally recognized 


4 Diffused and |< Direct Cooling, both from one fan 
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WORLD'S PIONEER MANUFACTURER OF ELECTRICALLY-REVERSIBLE WINDOW FANS 


DIVISION © KING-SEELEY CORPORATION * Menominee, Michigan 
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1. AS BUILT ON 


You install it with two screws and 
thirty 
back) 


3. VHF 


Put arms in vertical position. 


2. TOP OF SET 


Sleek, low-slung it compliments 


seconds (without removing your cabinet gives new-found 


stability 


4. UHF 


Put arms in horizontal position. 


A natural for selling UP . with quickly seen advantages. Customer can change 


from “built-on" to “top-of-set” anytime. Boxed in famous carry-out carton. 


Tear out this page NOW and ASK your Distributor about the Radion 185 










Model 185 
+g95 





List 











THE RADION CORP 1130 W. Wisconsin Ave., Chicago 14 
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CANADA 


Sales, prices 


despite price-cutting 


squeeze begins 


night shopping 


[)'! SPITE som irprising, sud 


len price-cuttin m both ma 


ind small ipphances during De 


cmber, dealers in most Canadian 
cuters recorded poo! ales result 
even in cente vhere prices 1 
mamed stead x were boosted 
lightly, dealers were disappointed 
in’ December sale lume com 
pared with business in other trades 
We didn’t share in the Decem 


ber retail boom in Canada,” said 


the manager of the appliance divi 


ion of a large department 


Montreal 
ipphance ale were 
malles 


not oO 


tore in 
complaining that majo! 
pretty ick” 
ipplian ale > wer 
cut 
ing.” “The 
bette dealer vere im a 
in De iccording to 
dealer in Ottawa, because 
they tried to hold the 
carnesth providing 
md upholding all promise 
other dealers without any 
to keep cost hopping pri 
unc Our nos at 
fair competition and threatened to 
do something about it 
\n unusually large 
dealer idl that the 
that manufactur ot 


ind 
though ‘‘we 
to get the Th Tho 
o-called 
yad pot 


in dd 


rice 
! 


cmpel 
i large 
price linn 
ood cTvVvit 
while 
intention 
kept 


harged un 


number 
have he Wa 
many type 
intend to boost price 

f thei 


t ipphan ( 
ind on the basi elling 
Tole n De ind earl 
Januar the fear that a s 
Va ol pl esistance was on it 
Va \ 1 ft itive 
tment cham ut it Ih 
nanufacturel had etter rLVe i 
ond thought i 
duction hedule 7 b iu 
i lot of deal mst wont be ibl 
to handle the items at 
proht margin Wer 


i1h\ how 


rou 


a 


ylannin ) 


uch small 

gomg to g 
} 

unite 


rie upphi I HOW" on cont 


ipphan 
tected mons dealer in 
including Halifax, St 


Mont i] ()ttawa Winni 


to be holding th rie nd n 
ing im such nt i loronto 
it ignincant 
t il] ill cle ik ¢ going ft t¢ 
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down in 


ELE 


By M. L. Schwartz 
December 
Credit 
Trend favors 
ip the: ile drive in janu in 
the hope of clearing out than 
usual leftovers from the th low 
December trafhe 1} 1 freit 
that the vill have t ao more 
busine to make th nount 


of money this January 

Small dealers are beginning to 
feel the tighter credit situation cre- 
ated by federal authorities in Ot- 
tawa to combat inflationary threats. 


Plans to expand or to build a new 
tore are running into senous difh 
culties now Borrowing money 1 
becoming almost impossible — for 
ome dealer On top of these 
difficultic there ire obstacle 
inew in consumer credit field 
Grapevine report hint that thing 
vill be worse in the months ahead 

Only a short time ago, dealer 
had not taken seriously warnings of 
uch coming troub! that the 
clement of shock is hitt om 
dealers’ operations now And ther 
ir harp critic ms of thes poli iT 


which ire illeged| hittin most 


it the small businessma Phe toy 
man of a larg ham uch han 
dle other line i A | mice 
ommented that tl bu 
nessman finds himself fhcult 
position in Canada wh vant 
to expand When he wants to en 
large In tor r build ‘ rie 
he usually needs t vy mon 
1 iid Hle finds it ifficult 
to get a loan from rik 
loan imstitution ’ 
ood his record 
ill seem to pret 
UISITM vith 
tion h marked that 
his voluntary hain has worked out 
i method of helpu ident 
retailers through joint f 
! th t t 
But | 
that ther I t mn 
yu 
f bain | ' 
thi pret rel 
n obtaimin 
pt nting t ] 
t provisions in ¢ vhereby 
mall businessmen in | ti 
lit elsewh vher y are un- 
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comes from 


N é W / Casement 


CUSTOM ROYAL 


... for your casement market! 


The newest model of the casement pio- 
neer! Quickly installed without 
removing glass or altering window. 
Features such precision engineering 
triumphs as Twin Air Filters, Super 
Quiet Cooling, Special Night Opera- 
tion Control. Exhausts and ventilates. 
Popular 44 H.P. capacity! CUSTOM 
available in '4H.P.... Plus economi- 


the BIG NEWS of the Room Air Conditioning Year 


Model 1775-3 





Model 1620-1 


Model 1600-10 


see the 





big new line 


to sell 


ai} your 


market 







ELECTRICAL 
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cal new 7'4 amp., *4 H.P. model! 


NEW! Conventional 


CUSTOM ROYAL 
... for your extra-profit 
deluxe market! 


It offers more—to profit you more! 
Cools, filters, dehumidifies air. Amaz- 
ingly quiet! Special 2-speed control 
for nighttime use. Five models—in 
capacities from 1 to 2 H.P.! Features 
reverse cycle heating, ventilation 
without cooling, and 12 amp., 1 H.P. 
model. 


j 
: 
; 


NEW! Conventional 


CUSTOM 


... for your 
budget-minded market! 


Traditional Chrysler engineering su- 
periority—in models specially designed 
for price-conscious prospects! Operat- 
ing efficiency and economy have been 
skillfully combined with low cost! 
Thermostat controlled. Yours now in 
’, and 1 H.P.! Including 7!4 amp., 
44 H.P. model 


CHRYSLER CORPORATION 


NEW / Wall-Thin, 

« Man-Size 
IMPERIAL 

. ++ for your thin-model market! 


New '57 AIRTEMP Imperial for wall 
or window! Totally eliminates code con 
flicting street ‘‘overhang."’ Delivers 
clean, dehumidified air-—and lots of it 
with super-silent operation. Avail 
able in the three most-demanded 
capacities—'5, 4, or 1 H.P.! 





Mode! 1800 





NOW ...in room air conditioners, as in fine cars, 


CHRYSLER Corporation sweeps forward . . . with new plans, 
new products—new profit for you Gy A brilliant new AIRTEMP 
line, so complete it meets every market need GP Aggressively 
promoted and advertised to tell and sell for you locally 
All part of new plans and progress now being made for you 


at AIRTEMP.. . Air Conditioning Division 
of the CHRYSLER Corporation! 







DAYTON 1, OHIO 


Division 
CHRYSLER CORP 
» YES, BIG NEWS... 
he tt TOLD TO YOUR 
“Sb PROSPECTS 
IN A BIG WAY... 


with big full-page advertisements in these big-circulation national magazines... 






* 


why not get aboard the sales-wagon now! Mall this coupon today! 





AIRTEMP DIVISION, Chrysler Corp 


Dayton 1, Ohio 


Gentlemen. Please promptly forward information on Airtemp '57 Franchise opportunities 


NAME 


> THE FORWARD LOOK 


on. IN AIR CONDITIONING 





a 








1957 


ADDRESS 


CITY ZONE STATE 





Rated cooling capacity and performance certified to be in accordance with provisions of Standard 110-56 of The Air Conditioning and Refrigeration Institute 
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ONLY 


n 


DEALERS 
HAVE IT 


Here’s why Philco 





















PHILCO- BENDIX 


WASHER-DRYERS 





Most flexible Electric Gas Electric 


of all laundry appliances “DUOMATIC,”  “DUOMATIC,” —“DUOMATIC,” 
4 models Model CGR-C Model CGV-C Model CGR 


to choose from 





PHILCO 


AGITATOR 


AUTOMATICS & DRYERS 


Ball Point Balance 


Can't overload no cutoffs Ball Point Ball Point Ball Point 
Balance Balance Balance 
Automatic Automatic Automatic 
Washer, Washer, Washer, 
Custom, W-266 DeLuxe Model Economy Model 

Suds Bank, W-268 W-264 W-262 


Il models 


dealers are now in the 
strongest position in 

the home-laundry field. 
Here’s why 1957 will be 


your biggest year! YWUS 


A NEW RETAIL APPROACH 
TO BUILD YOUR SALES! 
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PHILCO- BENDIX 


TUMBLE 


WASHERS & DRYERS 


Gas rs Maslele(cii-memels se from 


“DUOMATIC,” plus the famous 
Model CGV ECONOMAT 


“Sun-a-Matic” 
Gas & Electric 
Dryers 
DN-362 
DL-362 
DE-362 


“Sun-a-Matic”’ 
Dryer 

De Luxe Model 
DE-364 


“Sun-a-Matic”’ 
Gas & Electric 
Dryers 
DN-366 
DL-366 
DE-366 


@ January 7 started an exciting new advertis- 
ing and merchandising program for Philco 
dealers. It’s designed to give you unmatched 
selling power at the retail level 

building demand 


Advertising is already 


fast in the important first quarter. There is 


new retail-slanted national advertising, new 


Philco-Bendix Home Laundry Appliances are brought to you by Philco Corporation 


ELECTRICAL 
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f 


lonem 


De Luxe 
Automatic Washer, 
Model WGG-D 


Custom 
Automatic Washer, 
Model WGG-C 


PHILCO 


WRINGER Vee 


WASHERS / 
¥ 
Full line of single tubs 
“Twin-a-Matic” 


Washer, 
Model W-569, 
also Economy 

W-567 


is famous “Twin-a-Mati 


7 1 


to choose fron 


odels 


retail newspaper advertising, new retail low- 


cost tie-in ads, an entirely new retail plan! 


@ Contact your distributor right away! Don't 
miss another minute of the exciting new re- 
tail approach that will build your Philco- 
Bendix sales! 


1957 


wae — 


Automatic Super Fast 
Gas & Electric Dryers, 
Models DGF-C & DGE-C 


rie og 
.—th 





' = 


Automatic Fluff 'n Tumble 
Gas & Electric Dryers, 
Models DGF-SD & DGE-SD 


—_ 
nN 


= 


~ 
= 
an 


e “ v a 


Washer, 
Model 
W-563 


Washer, 
Model 
W-564 


Wringer 
Washer, 
Model 
W-565 


Automatic Fluff 'n Tumble 
Gas & Electric Dryers, 
Models DGF & DGE 


v4 


Washer, 
Model 
Ww-561 


Washer, 
Model 
W-562 











OMTEST FEATUKE IN THE INDUSTRY! pa a 


ible to get credit at the regular 
bl commercial banks Government 
Dou e talks a lot about preserving small 
€ busine ind preventing monopoly 
Cooking but this ver poli y of making it 
nd — 


dificult for the small businessman 
in Canada is stifling him,” he re 
marked, asking bluntly “why the 


~ 
Government does not do something 
positive to help the small business 
man.” 
Dealers have been encouraged so 7 & 


much in some regions by the suc- 
cess of night shopping during the 
pre-holiday season that many of 
them plan to vigorously urge 
changes in present antiquated early 
closing bylaws. It is a contentious 
issue and there is considerable con 
fusion in the ranks of many r 
tailers about what would be best 
though the viewpoint that the con 
sumer will eventually have the last 
word is gaining ground rapdly 

Ihe ‘I. Eaton Co., Ltd., chain 
department tore organinzation 
which has steadily opposed might 












Women everywhere are thrilled... 
and sold...when they see Roper 

“Tem-Trol” in action, It’s truly a 
AUTOMATIC TOP BURNER sensational seller. Tie in! Cash in! 
HEAT CONTROL Make faster sales, fatter profits. 

Sell Roper “Double-T Cooking” 
and Roper ‘Tem-Trol.” 





shopping in the past, set aside 
previous policies and kept open 
certain evenings in the month of 
December. John D. Eaton, presi 
dent of the firm, said frankly that 
the company, though traditionall 





igainst night openings, was founded 
by a pioneer in shortening the work 
day and he had tried to follow along 
ime line Llowever with the 
greatest reluctance,” the decision 
for night shopping was made in 
recognition of current pattern of 
living, the highly competitive na 
ture of retailing today, and “with 
the knowledge that a large part of 
the shopping community favors a 
degree of night hopping és 








sane Kdgar G. Burton, president of 

Pre-Sold to Millions the department store chain of 

Powerful consumer advertising, in such Simpson-Sears Ltd., and subsidiary 

/ leading magazines as Life, McCall's, compan ind who was Retail 


I'rade Administrator of Canada’s 
Wartime Price ind ‘Trade Board 
during the last war, termed “anti 


Better Homes and Gardens, and others, 
is telling the Roper story to millions, 


quated’”’ a civic bylaw in Ottawa 
Faia ae eee eee 


banning night shopping 


The Superb New 


Guardian, and more, Smart new styling, too, 


hange 1 proving extremel popu 
Individual c c 


oe 7 Geo. D. Roper Corporation What is exciting many dealer 

Roper 30 Gourmet Gas Range Rockford, Hlinois now is that re port from Canadian 

Packed with value features... Roper “Tem. i centers where night shopping ha 
og es a ; ; Double-T Cooking sounds like profits to me! Rush 

lrol, Rotomati Rotisserie, Automatic ¥ li sical ialt Citi ian Call teiealion been established lately, especially 

“Roast Minder,” “Insta-Matic’” Oven by popular vote of the masses, such 

£ Firm Name bs is in Calgary, Windsor, etc., th 


lar with consumers. It is felt that 
Address 1 plebiscite in most Canadian cen 





GEO. D. ROPER fete] ite) 7 Wale). | City Seats ters would find shoppers in favor 
EM 25 of night shopping In addition, 

ae ee iterested an backing 

night shopping for their own in 

direct benefit, such as theatre own 


Cl restaurant operator publi 


Double fol | De gage thy so 
Cooking with C/7]- 10 ve a Endim ae ssc ge 


bringing crowds into areas which 

THE GREATEST ACHIEVEMENT . ca + eee a 
E [here is even a prediction now 
that tor may eventually open 


only from 12 noon to 9pm., this 
being the viewpoint of T. J. Allard, 
Manager of Canadian Association 
of Radio-Tv Broadcaster End 


(and sales builder) 
IN GAS RANGE HISTORY 
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Who vat miss ye You cant miss! 


See Why ... 
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GENERAL ELECTRIC FANS 
...WILL SELL EVEN 
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Powerful 20" Exhaust Fan —W-2 Electrically reversible 
ft 3 speeds 20" Window Fan—W-3 
% Convenient controls %& 6 speeds (3 intake—3 exhaust) 


& Adjustable %& Adjustable 
% Rain-proof motor %& Rain-proof motor 

















Portable Twin-Fan Ventilator—T- Deluxe Automatic 


aa , rial ' SP 
3 
® Fits casement or sash windows g 5" Window Fan—W-4 $ g 5" 
*® Reversible Panne ® Electrically reversible eee 
*® Automatic thermostat control *® Portable 
© 3 speeds *® Automatic thermostat control 
r lr ide price, 


* Pushbutton panel. 3 speeds each way 
*Manufacturer's recommended retail or Fai 


Promote General Electric Fans for fastest turnover 
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General Electric has the ‘‘most 
wanted” fan line in the industry 

most wanted by consumers—most 
wanted by dealers because they 





sell out first. 

You’re just not in business this year unless you 
display, promote, sell your best bet yet—General 
Electric’s proved-successful line! 


gy ww, > > — 
Agr " KK ea! 
a ‘ 


——- 4 
S-YEAR Written _— 3) 
WARRANTY By 
is your 4ssurance ] I, 
replacement of Ce Of repair or i) 
= ’ 4ny part whic x 
Proves defective in bse * : 3) 
workmanship, — 5 
bh 
CNS AOA RRR Dae 
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New! Special! Promotional Model 
Portable 20' Fan—W-6 


* 
* Portable—vuse on floor or in window $ g 5 
*® Ventilates and circulates —_ 


*% 3 speeds 
*% Safety designed 


AT FULL PROFIT! 
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SOLD OUT FIRST IN I956 
FASTER THIS YEAR! 












LOW-PRICED FAN 








ETT 29% vies O4e 
* For wall or table * Oscillates or not 
*% Quiet—rubber mounted at the twist of a knob 


POWERFUL SPECIALTY FANS 


29 | 


A-2 


New All-Purpose Fan 
*® Broad, powerful air stream 
* Modern, safe design 

* Versatile 











New! 
Tai Roll-Around Fan 
Hassock Fan * New sturdier design 
*® 2 Fans in! * Powerful 20" fan 
* Cools entire room * Adjustable from 45" to 62" 
*® 3 speeds—Safety design * Tilts full 360° 
*® Rugged construction * Three speeds 


General Electric is First Too with Proved Successful Advertising and Displays. * 





PAGE 

















Only GENERAL ELECTRIC FANS 
give you this powerful advertising } 


AGAIN IN 1957... 


“TARGET 


> > 


> 
Odd de 


TORRID 


The most successful fan advertising ever run! 





‘Target Torrid” is General Electric Fan’s weather 
forecasted way of releasing fan ads in your town 


when the weather’s hot and humid—when your cus 





tomers are really in the market for a fan! 








HARD-HITTING ADS | BIG, NEW LOCAL 
IN LOCAL NEWSPAPERS | RADIO CAMPAIGN 


ell‘ Low Cost Home Cooling With Now, it’s ‘‘Target Torrid’’ on 
Powerful General Electric Fans radio, too! High-frequency, hot 





bring people into your store to day commercials week after week 
look at General Electric Fans get the General Electric Fan mes 


to decide which one they want sage into thousands of homes! 


and then buy 














A GENERAL ELECTRIC 
FAN EXCLUSIVE! 


Only General Electric Fans are in one of the greatest 
impact medias of all! Memorable, full-color, 24-sheet 
posters will be flagging your customers every day 
during the hot months! 
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AGAIN IN 1957... displays that helped 
you sell out fast in 1956! 


5°95 (36) FANS ¢€ 


f 








These displays come packed with the fans you order: Large, colorful display banner, six feet long for window or store; Price 
Display Cards for window fans; Display Cards featuring General Electric Five-Year Written Warranty; Colorful display cartons. 


q Keep Cool Display. Here's 
a real traffic stopper to use 
in your window or inside 
your store, Arresting 


ACTION 
DISPLAYS 


In your window — or on the 


instructive it will spark 


your sales to new highs! 


Happy Home Display. Color 
ful and compelling, this 
display carries a simple 
floor—displays that make cus message with dramatic im- 
tomers Stop— Look —and Lis 
ten to fan sales talks 


pact the dancing figures 
catch the eye to drive the 





message home! 





Permanent floor displays. A complete fan department. Show every fan 
in General Electric’s fast-moving '57 line-—and in only a few square feet 










of floor space. These sturdy displays can be used in any combination, any 
ae coer neee ceessee 


position on your floor—or even in your window. Automatic Blanket and 
Fan Department, General Electric Company, Bridgeport 2, Conn 


ORDER EARLY 
GET READY FOR THE 

BEST GENERAL ELECTRIC 
FAN YEAR YET! 











ereeee 


" 
Progress /s Our Most /mportant Product Slap? 


GENERAL @@ ELECTRIC 
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. 
DERWRITER 
My RBORATORES ; 


Safety Flies This Flag! 














SAFETY is a Sure-Fire 





Y 

U/L FLAG-LABELLED CORDS 
Help Sell Your Product — 
Safeguard Your Customers 


Adopted primarily for the protection of flexible cord users, the Under- 
writers’ Laboratories Flag Label has proved a boon both to buyers and 


sellers of lamps and appliances 


Chis small blue or green paper label* influences sales because it pro- 
vides the “laboratory-tested” appeal to which modern buyers—particularly 
women—respond. Attached to power supply cords and extension cord sets 
on your products, it offers visible evidence of expert inspection and test 

signifying compliance of the entire cord assembly with the accepted 
safety standards of Underwriters’ Laboratories, Inc. 


Millions of householders are told each month, via radio, television and 
the press, about this phase of the current national safety crusade. And all 
down the line manufacturers, distributors and retailers are discovering 
that Safe Electrical Cords add an effective selling point for their 
merchandise 


So be sure your products carry this protective identification on their 
flexible cords. And make sure your sales representatives are using this 


“sales clincher.” 


Further details about the nationwide Safe Electrical Cord Program will 


be sent you on request. 





THE SAFE ELECTRICAL CORD COMMITTEE 
155 East 44th Street, New York 17, N. Y. 
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Mort Farr Says... 





How Can the Dealer 


Best Build His 


UCH talk nowadays seems to be on volume 
MI ind kpansion We hear it on all sick 
UW ] 


' 
| 
t ve can’t stand still—we must grow 
With increasing population and higher in 
om t to mention expanding credit) we can 
ed T business than we used to and still 
rf ng ahead. In fact, if we only maintain 
ul t lum WE are urely losing out as new 
t yand the total volume of the television 
ind a SIT In our field we now have 
ts ft ‘ vhere on 1 few yea 
{ it i¢-third that numbe 
| t of ir industry has but one 
| t Yesterd Phi il] very noble and 
i most objective ut this expansion 
} is ! 
Man ttin new product 
dn th oth OMmpanies to increa that 
tota | burn Lhe pront tatement 
it t reflect the same growth 
Distribut either forced by manufacturers 01 
th ‘ nbitions take quota that can onl 
be m deals, dumping or trans-shipping 
L hic fit fan ire pitiful, and banker think 
they ta iwful risks for the possible reward 
Deal " moth po ition of needing to in 
t jume and more « pecially to get 
yu fit \\ ire told that we must figure 
yu fit Ila rather than percentages and 
th ll, but as we attempt this larger 
l itl hit betwe n the rising” osts ot 
} ne hand and the diminishing 


WHAT DEALERS CAN DO. Dealers have tried 
t ) th lume in different war Some 


d branch store ome have taken on 
furnit i few ha sone into kitchen planning 
itial an onditioning. Some have 
t ind off-brand electric houseware ) 
traft is well as volume builder There 
ha 1 many who joined buying ooperative 
ital hain We now have a few 
f the discount types, who have gotten 
t | id other unrelated lines to bol 

t t hit margin 
travels I have tried to observe and find 
ry which of these wavs to increase 


most pront ible if we are going to 
mice pusine No cle iler has 
} 


r enough money to handle evel 


BRANCHE STORE PROBLEMS. \' 


FEBRUARY 


Volume 


in present some good arguments why a dealer 
vho has an established reputation should open 
in one of their new stores. | have been tempted 
many times to accept these offers, particularh 
vhen a few months free rent or offers by di 
tributors who are lacking distribution in an 
irca, of financial backing are thrown in It 
ounds so easy—just add another location in yout 
regular advertising and the little extra rent won't 
be noticed. After observing dealers all over the 
ountry, | am glad that I have just one location 
to worry about 

lo begin with, when you open in a hopping 

ntes uu lose a lot of your identity Al] 
tores look alike and you take on the personality 
f the center and lose your own. Stores are usu 
lly only as successful as the development and 
In many Case idjacent to metropolitan center 
ippliance stores are not as successful as other 
types due to competition from discount house 
vhich dealers in these centers find hard to com 
pete with and pat the rents asked I hese hop 


ping center cither ask a terrific flat rent, or a 
in most cases, a guaranteed minimum and a 
fixed percentage of sale In either case, some 


of the excess rent goes for advertising the Cen 
ter, but an appliance dealer can better spend 
this money on his own ty pe of advertising and 
n fact do it cheaper by making use of manufac 
tures cooperative fund | have talked to 
dealers with leases that take as much as 6 and 

of their gro I This is an impossible 
ituation when vou consider the national aver 
we (NARDA figure is but 2.5% In fact 
today, the successful volume operator has pared 
his rental cost by doing volume on a fixed rental 


DASI o that in many cases h 


OCCUPAiCy CX 
pense 1s under |‘ 
Ihere are other disadvantages to multiple 


tore operation lirst ff course l gcottin 


managers Who are willing to work the hours we 
»wwners do to make a succe out of apphance 


retailing. If it were po ible to hire these kind 


of people, then I think our factories would be 
tcmpte d to Ope n ret iil tore 


| 
Then, there is the problem of communi 

| 
ons—to keep these tore informed of your 


; 


dvertising and promotion and your mventor 


| 
sition lo have them pu hing what vou have 


1 stock instead of promoting an ipphance you 


have to m out mil | 


( This bring up the sub 

t of floor samp! nd inventory. In multiple 
t operation you ll find man wnpl ot 

elles You will find mark-downs at time 

f model change- I Kpensive You may lo 
| | n app | mn on tore that the 
! i thie if Klif A how to ret rid 

I | rn it ing the howroom 
1 th ined kept hie itcd 
hted and th la must be fresh and 
| high telephone and 
mt “ 


yuasitie 


Mort Farr, Upper Darby, Pa., appliance-TV dealer 


PROS AND CONS OF BUYING GROUPS 
Much has been said and written about buyin 
cooperatives and the recent outgrowth, th 
voluntary chain. We have heard a lot about 
the advantages of carload buying for group 
ind the economies of group advertising. ‘The: 
ire quite a few fairly successful groups still op 
crating, but by and large they have not been 
too successful and there are disadvantage 

lo begin with, if a group is going to buy 
coopel itively they must all put up enou th cash 
to capitalize their central buying This is a 
dram that many dealers can't stand, as they are 
used to operating on at least 30 day terms and 
in mnany cases, using supphers money for two or 
three times that long. Generally speaking, cat 
load purchasing is not over 4 o1 cheaper 
than small lot ind to this must be added 
varchousing and handling. If the g Nip large 
ind the volume big, a full-time professional di 
rector must be paid out of the small percentage 
of differential im cost There is always the 
danger that the secretary or someone in author 
ity will sell out other members of the group 
for his own benefit or for a price. In most cases 
this t pe of buying is most beneficial to the 
mnallest member and is of little advantage to 
the larger operator. Like union labor, the most 
mnbitiou ticd down to the performance ol 
the mediocre. Many times these buying rOUDp 
destroy the value and validity of a franchise 
Whiere a group advertises cooperatively a dealer 


really loses his store personality. It is just a 
question of—here where you can buy these 
products convenient] not why they should 


buy them from a certain store. Often the pre 

tive of the best store is lost by being associated 
in advertisements with others with less characte 

ind reputation, The opportunity for an indi 
dual store to cash in. by promoting the right 
products at the right price, at the right time, is 
lessened if we are always to wait for the group 
to make a deal, It is much better to cut down 
on the line ou handle and do a volume on 


it vou do sell 


thik BES WAY What is the best wav to get 
this increased volume and get it from the tele 


imion and ipphance business? Tirst, make sure 


that you promote so that you attract customer 


to your store Next ce that ever ustomer 
Nn proper attention and is sold up to what 
the need and can afford 
hollow up evel ue and tind out what the 
istomer 1 pong to bin ie Make iM { 
uur bank or finance mnipan iicdl-on pian 
livery custome hould be contacted right after 
thie ile gain in 30 dar to find out how the 
thie ipphian ind about one year after the 
le to find out if the we read for another 
| ice \ i j j ustonn i our best 
ect { ! { { thie Hh PDL CN | nd 








Again inD/... 


CHELSEA IS EASIER TO SELL 
THAN TO SELL AGAINST! 





Coluxe 


PACKED WITH FEATURES CONSUMERS DEMAND 
PRICED FOR MORE PROFITS TO YOU 


Gel 4 CH SUNG 


Again in '57 the Chelsea line will have the models, the prices, the 
features and the styling that makes customers out of prospects! . . . 
The line will include window fans. “box” type portable fans, floor 
fans and roll-a-bouts. . . . Each is highly styled for maximum appeal 
with every feature customers demand, sizes to suit all home needs and 
for every purse. . . . Chelsea’s unconditional guarantee covers every 
unit... . Get all the facts and see how the Chelsea line can increase 


store traflic and swell your profits for 57! 


4 Vid... National and local advertising and 


Chelsea’s famous “10 Point” promotional program 
that delivers everything you'll need to sell! 






OF os ie — ae ee ee — 


FAN & BLOWER CoO., INC. 
PLAINFIELD, NEW JERSEY 


More than 30 years service to the ventilating industry 
















ECONOMIC CURRENTS 











Wet Blanket on the 
Current Boom a. 


By the McGraw-Hill Dept. of Economics 


A! THOUGH almost all economist igree that 1957, | rat 
- tically any measure, will be a very good year for bu 

1“ there are some cro currents which will bear watching 
Ihese disturbing factors do not add up to a ge neral decline in 


yusine ictivity, but they do point up the fact that not every- 
one will share in this year’s record performance 


These factors became apparent in 1956 and may continue 


during 1957 They include rising prices, declining corporat 
proht margin ising inventories, lagging productivity (a mea 
ire of the efficiency of use of manpower and machinery nda 
decline in housing start 

Ihe cost of living—or the consumer price index ha ec) 
ising since early in 195¢ Economic Currents, November 
195¢ By November it had climbed to 117.8 (1947-49 0) 
‘his was an increase of 2.5 percent in one al ifter a 4-veal 
period of general price stability. Consumer prices for med i] 
ervices, transportation and rent have increased moderat but 
teadily throughout the year 

Industrial prices started upward in early 1955 because of 
increases in wages and costs of raw materials and a pick-up in 
lemand By the end of last year wholesale prices were up 
more than four percent from the end of 1955 [his occurred 
in spite of the efforts by the Federal Reserve Board to tighten 
up on mone and credit 

With the de clopment of the Middle East crisis, a few 
important commodity price rubber, tin Coppel took a quick 
purt And finally, a hike in freight rates pulled price Ip a 
few mo notche 


PRICES AND WAGES PUSHING UP. Forecasts for 19 


predict more of the same—a gradual creeping inflation, but 
not one that runs the danger of getting out of hand lL her 
ill be pressure on price particularly in the first half of th 
Cal vecause Of temporary scarcities of me good In ni 
nadustric vage boost both the automatic anual increase and 
those linked to the t of living vill be offset by higher | 
hese inflationar pressure will be moderated to some deg 
continued efforts of the Federal Reserve Board to keey nom 
tight, by consumer resistance to price increas ind by additional 
Klustrial ipacity vhich will he Ip relieve the shortage of good 
llow fast and to what degree these force vill check the fl 
tionary trends in another boom year is the important question 
While th expe ted price increas ire nall, they ce | 
nan f the records which will undoubtedly | et thi 
PROFITS MAY SHRINK. As in 195: il ini fit 
Vil om ird ( ompetition keen a t has been in nit 
il n harpe in 19 i } imnyg price 
high Va ing new management heada Thu T 
vith t-] ce squeeze it will be dith It fe nan 
Has ay hance dealers to maintain pl hit margin 
In the third quarter of 1956, profits ran behind th n 
the | ceding year totals for the first tim 
ca ()t e, the third quarter was abnormal beca f 
thi te trih And the fourth quarter pr ht pl tu 
than oftset this dr o that the year-end total 
t etter than 195 , P hay more win 
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LOW HAULING COSTS COME RIGHT 


FROM THE “HEART” OF 


hh. : 


Many of the things that make a 
Chevrolet truck more economical to run are 
se/dom seen by the owner. They're 
hidden features, deep in the truck's design. 
Here are just a few of them, to 
prove a Chevy's engineered better and built 
better for bigger savings! 


1. Forged steel crankshaft—Ilt’s extra sturdy, pre 
cision machined and balanced, the foundation for 
dependable, long-lasting power! 

2. Aldipped exhaust valves* Special aluminum 
treatment on valve surface protects valves against 
pitting; engine wears less, costs you less to run! 

3. Hydraulic valve lifters—for longer valve life in 
V8’s, fewer engine repair jobs. 

4. Chevy V8 piston —Thanks to short-stroke V8 engine 
design, this piston travels a shorter distance, wears 
less. Short-stroke efficiency aids fuel economy, too! 
5. Oul-bath air cleaner—standard on all Chevrolet 
truck engines for added protection against dust and 
foreign matter that shorten engine life. 


07 CHEVROLET TASK-FORCE TRUCKS 


PROVED ON THE ALCAN HIGHWAY .. . CHAMPS OF EVERY WEIGHT CLASS! 


57 CHEVY 


—— 











6. High-capacity oil filters**—They remove dirt 
particles from Chevy engine oil to cut engine wear 
and maintenance. 


7. Easy-adjust distributor points—You can adjust 
this new Chevy V8 distributor with the engine run 
ning; it’s added insurance against costly down time. 


8. Multiple fuel filters—For clean fuel, all Chevy 
engines have fuel filters in the carburetor and fuel 
tank; in addition, V8’s provide an extra filter at the 
carburetor. 


9. Ball-Gear steering mechanism — Inside this steer 
ing gear scores of polished steel balls virtually edim 
inate friction. Less friction means less wear, less 
maintenance! 

10. Rugged manual transmission Synchro-Mesh 
gear design eliminates the need for double-clutching, 
reduces costly wear. Gears are shot-peened for extra 
strength. 

11. /2-volt battery—provides sure starting, good 
ignition, long battery life in all Chevrolet trucks. 
And there are many more! See your Chevrolet dealer 
for all the dollar-saving facts. .. . Chevrolet Division 
of General Motors, Detroit 2, Michigan 


*On Thriftmaster 6, Trademaster V8 
**Standard on V&'s and Jobmaster, optional on Thriftmaaster 6 





in the great new RCA WHIRLPOOL parade 


A Whinkpoot 
*WASHER- DRYER 
COMBINATION — 


gives you more * 
__ Selling power! 



















OPEN UP THIS FOLDER... 
read all about these 


spectacular new 


WASHER-DRYER COMBINATION! 


RCA WHIRLPOOL HOME APPLIANCES 


/\ A\ ie ec tint lee Ae. dod ©] @] Mee) 5 2) a Bele) i fe) 7 wale), mis lett -JelaMmmi dilotalier- ta) 


Join Up! it’s easier to sell RCA WHIRLPOOL 
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new, wonderful RCA WHIRLPOO 


..IT WASHES AND DRIES IN ONE, SPACE-SAVING UNIT 


From the moment the RCA WHIRLPOOL washer-dryer combination become 

part of your household washdays and their tiring chores are a thing 

of the past! Your life will be easier, more enjoyable. You'll have extra hour 

‘sting, shopping or for other pleasant things you’ve always wanted ti 
never had time 


ith an RCA WHIRLPOOL washer-dryer, three simple dials carry out your 


to wash and dry anything from synthetics to blue jeans To in your 
clothes, then merely set the dials. That’s all you do and, you're free for 
other things. Magic-like all your washing and drying are done automatically 


n one continuou operation! 

And, here’s another advantage. The RCA WHIRLPOOL combination is a 
full-size washer and a full-size dryer, both in one automatic occupying a 
pace only 33 inches wide. This is just about half the space of a separate 
washer and separate dryer 

Wonderful? Of course it is! Don’t wait any longer. Make the wonderful 
RCA WHIRLPOOL washer-dryer combination your very own 


nothing can be 


more 


or simple to use 


Iluminated control panel 
3 water temperature 
i ire tne proper wa r 
.M 


ol 


5 drying temperatures... Safe for al! fab 
HIGH for woolens and y MI 
lor cottons and white ‘ or nylon 
“DEL FAB” j r delicates and 

AIR” is for sheerest of sheers and { 


Ne! pillows or airing out clot! 








-POOL. COMBINATION washes and dries your clot 


AND, THEN COMES SAFEST DRYING €E 


/ 
/ y 
lS fei DRYIN 


>» UNIT NEW 


THOROUGH he y 7 
— RINSING Y ‘ MYLO 
) 
re : . As if | 


cn o ACTION 





inter Vy may iter damp-al 
matically with no attention from you. At 
out VW combination, clothes dt ile he ire neve | 
n vou! radiation of high temperatures. Fresh an heat 
free for before it enters the cylinder. And, the tempered he 
natica through tumbling clothes in a controlled 
highest drying efficienc 
; And, it’s more economical drying. Other 
or ; 12 yallons of water in the drying cy 
veo : dryer does not use any wate 
eparau hen too, you ll like how clothe a enne 
There's no matting, stiffness or clothespi ‘ 
yvondertu last longer when dried automatical! 
wind-lashing, no more freezin i { 
reduce norma ie of our clothe 


























o 
c 
a 
— 
——_— . Vetus RINSING 
(‘lothes are never truly clean if they are not thoroughly rinsed. In 


in RCA WHIRLPOOL combination, three separate Filter-Stream rinse 


tly the same action used in washing, flush soil and sud 


After washing completed and sudsy wash water drained out 


resn, clean water at luke-warn temperature automatically enter 


ieee. the water well. Then, circulating clothe as in the washing action 
eee 











pass through the filtered stream of clear rinsing water, again and 
igain. At the end of the first rinse, water is automatically pumped 
it and then a spin cycle follows to extract excess water. ‘The second 
MED and then the third rinse follow with exactly the same thorough action , 
hese three separate Filter-Stream rinses, with their powerful 4 “se f 
d I flexing action, flush all loosened soil and suds away to leave clothe y 
eers and for parkling bright. After the third rinse, a 5-minute spin cycle pre 


pares clothes for drying 








VIBINATION washes and dries your clothes cleans 


AND, THEN COMES SAFEST DRYING EVER... HERE Al 


As if by magic, a er dar ip-dr pin, drying cycle begins aut ; ¥ 7, 





















, . a, With it 

Jf « o-. , f br r lars 
LUMEN - CULL RINSING posh A 
be finisl 

AY 
RCA H 








leaner and safer...all automatically! 


HERE ARE MORE OUTSTANDING PERFORMANCE AND ECONOMY FEATURES FOR YOU! 


big, family-size 


clothes capacity 


( | nder 

ake of washer 

A WHIRLPOOI 

hand di igger load 

10-Ib capacity, it 

ob quicker. This mean 

and dry and you'll 

ndering in le time, 
nvenience 


capacity, the 


saves up to 
50 gallons of water 
every load 


No other washer-dryer is as thoughtful 
of your water bill In revolutionary 
new RCA WHIRLPOOL combination total 
water used in the full wash and dry 
cycle is only 12 gallons of water plus the 
water absorbed by the clothe 
Kilter-Stream Washing and Rinsing 
combined with the erhausting of moi 
re laden airy Vv « < YOU a high 


50 gallo a load. Even if 


i 


ou average the total water consump 
tion of four other leading brands of 
wasner-aryel! tne RCA WHIRLPOOI! 
combination stil es up to 60 le 


1 , | 
water for a lu ash and dry | 


total water usage in mixed 


family load for wash and dry cycles 


Wash-Rinse Drying Total 
Brand Cold Total Cycle Gals 


RCA WHIRLPOOL 12.2 5.0 | None 25.0 


(8 Ib. load) 


RCA WHIRLPOOL 7 3.2 / None 


| b. load 


BRAND "A ‘is 3 ae. 37.5 
g d 


BRAND "'B ) } 42 
6 ib. load 


BRAND "C 


a" 


built-in water heater 


The built-in water heater is your assurance 
that hot water required for washing 
dirty clothe will 
When the temperature dial is set at HO’ 


the water heater automatically turns on 


alwa I pro ded 


/ 


It automatically hea the water oO the 
proper hot temperature before it all 
the washing time « le to begin l} 
ou are always assured of hot water 

ou need it, regardle of tanh é 
temperature. When the dial is set at MED 
and the tank temperature of the water 


not sufficient, the heater automa 


raises the temperature to 120 


ADDITIONAL FEATURES 


Automatic filling regardless of water pressure 


Fully flexible operation stop, repe 
shorten, lengthen or skip any cycle 

Lint filter for lint-free washing 

Bleach dispenser for extra convenience 
Automatic shut off when door is open 
Built-in lint screen, right on top 


Porcelain enamel top for lasting beauty 


! 





gives you a new... differe 


2. 


When washing time is set Power pu 
filling starts, cylinder begins : culates su 
rotating, and power pump water wel 
forces stream of water into then throu 
cylinder to soak clothes. When which di 
proper amount of water is cleansing 
in machine, filling stops 


automatically. 








fferent...better 


washing action 


It’s a different kind of washing action. It’s one that combines the 
forces of two moving elements ... water and water-soaked clothes. 
It’s one that automatically gives each fabric its own thorough yet 
gentle washing. It’s one that washes cleaner than ordinary tumble 
type actions 

Filter-Stream Washing is a scientifically-controlled action wherein 
the porcelain-finished cylinder rotates clothes from the bottom up 
through a filtered stream of sudsy water and lifts them high .. . higher 
than in any other washer because the cylinder is larger. Then, from the 
top of the cylinder, the clothes drop and pass again through thi 
powerful stream. As the clothes constantly circulate through the 
cleansing stream, the combined forces of moving clothes and water, 
fler the soaked clothes and the sudsy water penetrates through every 
fiber to loosen, remove and flush soil away and out of the cylinder. 


Never before has there been a washing action so thorough and so 
gentle in washing all types of clothes truly clean and sparkling bright! 


2. 3. 


Power pump continuously cir 
culates sudsy water from the 
water well, through a filter and 
then through a special nozzle 
which directs the filtered 
cleansing stream through the 


moving clothes to flush out dirt 


After cleansing stream of fil- 
tered sudsy water passes 
through clothes, it drops 

together with loosened soil 

through perforated cylinder 
back into “water well’. Cycle 
is then repeated hundreds 


of times 








$14,000 in “tools 


for each employee 













.-ehow much for his education? 










Today, business invests an average of $14,000 in each 
employee's job. The question for businessmen is: 

Are we training enough people who can hold down 

these jobs? Schools are the answer. And it’s 

simple self interest to help community groups get the 
teachers and equipment schools need. Shortage right now: 


200,000 classrooms, 165,000 teachers! 





| Want to find out how to help in your community? 
Get specific information by writing 
| Better Schools, 9 East 40th Street, New York, N. Y. 
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continued 





INVENTORIES ARE GROW 
ING l { tl t I ! 





And FOR BIGGER e 
\ further APPLIANCE PROFITS... 


= agen sya TIE IN WITH DOMINION’S 


PROMOTION! 











_ 


WATCH PRODUCTIVITY 


I neasure f . 

unery 4 “Here’s your big opportunity to sell your customers two appliances instead of one 

, during Dominion’s exciting ‘Perfect Companion’ promotion. It features 
Dominion’s all-new coffee maker plus the popular immersible fry-skillet 

twar rat ... and it gives you a real opportunity to step up your appliance profits. “Your Dominion 

hast erien distributor has all the details, Call him right now!” 


~ 


~~ 


{f) ' } 


luction, t ——— ROBERT SHAFFER 
tivit 1a ' And . Director of Sales 
th it Operation DOMINION ELECTRIC CORPORATION * Mansfield, Ohie f 
h ison. for mcern about In Canada: Samson-Dominion Limited, Toronto 


Dominion Electric Corporation 


150 Elm Street, Mansfield, Ohio 
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‘x CUeIlinghouse 


GUARANTEED | 

















Westinghouse Air Conditioners 
by April 1,1957 and 
LY . 


WIN A°*TWIN TRIP!” faz“ 


Visit not one, but two of the world’s most fabulous resorts! Spend sun-filled days in San Juan, Puerto 
} \ ’ 











Rico plus St. Thomas in the Virgin Islands! Or enjoy colorful Acapulco, Old Mexico plus the gay 
international life of Mexico City! Every 20 units through April 1 win you an additional Twin Trip. 
And, you can win Twin Trips for additional units right through August 30! 
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NEW WESTINGHOUSE AIR CONDITIONERS 



















serene gente 





NEW WESTINGHOUSE 
STREAMLINER 

for those who want cooling 
plus beauty, too! Thinner, 
lower, smarter—it’s just 
16" thin, 19" low, styled 
by Raymond Loewy. In 
4%, 1 HP low-amp models 
or | HP 230-volt 
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NEW WESTINGHOUSE 
SUPER LINE 

for those who want cool 
comfort at low low cost! 
Three volume-priced 
models operate on 115- 
volt house current, save 
on electricity, installa- 
tion. Also 1 HP 230-volt 
models. 


MERCHANDISING 





















Ate Conditioner 
PROFIT PLAN: 
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insures you against cool 
weather during your 
peak selling season! 








Lets you buy now and cash in on early-season selling without risk. No 
end-of-year inventory headaches. No loss of profits from late-season markdowns and 
carryovers. And, on top of this air-tight plan, you get the hottest air conditioner 
line in the industry! Call your Distributor now! 











NEW WESTINGHOUSE PLUS! 2 HP “Area” Conditioner for those who 
DELUXE LINE 

want to cool 3 or more rooms or extra large areas. 
for those who want a big 
cooling bonus! Delivers 


ben PLUS! Casement Model for amazing new fiexi- 
more BTU’'s of cooling 


a 
y 
‘ 
N 
i 


than other leading brands, bility of installation in casement or double hung 
sells against any other windows. 
unit made. %, 1, 1'> HP 


Refrigeration Specialties Division « Springfield 2, Masa. 





you CAN BE SURE...iF iTS Westinghouse ae 
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Totpoint TV's big“Hollywood Visits Hotpoint TV Dealers” contest... 
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WIN B.. 
MOVIE STAR 


/ like one of these or others 
>~ to visit your store and 
help you sell the new ‘57 


Hotpoint Hi-ViTV! 






sapere ROONEY 


rn 
THE Be LD Al ND 
THE BRAVE’ 


eet 


wer For the best window displays 
cf “ed Hi-Vi TV between January 
1 and February 28... winning dealers 


/ will be visited by a top-notch big name 
ya movie star, plus a big pre-appearance 
aL build-up promotion campaign 
MEG MYLES .. or, Win a four-day trip to Hollywood 
ote ¥, es . . 
“PHOENIX CITY STORY with your wife ros * —including 


id Libe grotto artist —— ‘ é 
visits to studios, being photographed 


withstars...plus 20 more eae prizes 
Stars like these will be available depending 


— _ of merchandise to winning dealers! 
on their picture and television schedules. 


41 BIG, VALUABLE PRIZES IN ALL! 


© Think of the traffic and sales you’d get if a 
*” movie star like Mickey Rooney or Meg Myles 


came to your store to help you sell Hotpoint 
Hi-Vi TV! 


surety TIME’S A-WASTIN’ of 
aC PUT IN THAT HOTPOINT Hi-Vi TV WINDOW. 
PHOTOGRAPH IT, AND ENTER IT NOW! L- 


a 
« 
e (A Division of General Electric Company), 5600 West Taylor Street, Chicago 44, Ill. 
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Thru big-space 
color advertising 
February to June... 
21 magazines 


will Carry 


7 MIILLIQN 


to your customers 
on famous, 


fast-selling 


REGINA 
REGINA 





thousands of homes 
motel 


Ele Ce Leikh yoome y 
— 


The unique vacuum cleaner 


Also 


with the plus market 
ells as an extra to satisfied 
vacuum owner Usedin 


hotels 


~ 
TwiwBevsi¥ POLISHER and SCRUBBER 


America’s first, best, most widely used polisher. Many 





still giving trouble-free service after 25 years of use 
f 
+7 million! That’s the total circulation of all Regina f 
ids this spring. And there are more ads—with more 
power per ad—than ever before. ( 
Get the most out of this great lineup of advertis- 
ing. Tell customers you have famous Regina appli 
in newspaper ads, store windows, inside JIT 
displays, mailing pieces. Customers will come right 
vhen they know you sell Regina 
Write TODAY for 
IMPORTANT! FREE dealer helps 
7 Newspaper Mats 
Regina Model A 16-inch 
eg ; Statement Stuffers 
Twin-Brush Floor Machine Radio Commercials 
in full-page advertising in 5 institutional Foe 


publications with a circulation of over 200,000. 


MERCHAND 


SING 


~FEBRUARY, 


1957 


[HE REGINA CORP 
I ar 





REGINA dealer hely 


DOAGED 







These 


21 magazines 
sell 


REGINA 


for you 
this Spring! 





LOOK 


LADIES’ HOME . 
JOURNAL 


BETTER HOMES 
& GARDENS 


AMERICAN HOME 
McCALL'S 

GOOD HOUSEKEEPING 
HOUSE BEAUTIFUL 
HOUSE & GARDEN 


LIVING FOR YOUNG 
HOMEMAKERS 


FAMILY CIRCLE 
PARENTS MAGAZINE 
REDBOOK 

SUNSET MAGAZINE 
IMPROVEMENT ERA 
NEW HOMES GUIDE 
HOME MODERNIZING 


HOUSE & GARDEN'S 
BOOK OF BUILDING 


HOUSE BEAUTIFUL'S 
BUILDING MANUAL 


HOUSE BEAUTIFUL'S 
GUIDE FOR THE 
BRIDE 


aga Zs BRIDE'S MAGAZINE 
MODERN BRIDE 
Rahway I! J 
crested im the Model 15 1 
Lliectrikbroom Model A lt Machi 
Name and addre of distri 
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Chicago Tribune study 
changes in Chicago 









wi TCHEN RanGces 


TeLevision sets 


WASHING MACHINES 
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spotlights dynamic 






— appliance-TV market! 


» Current saturation levels! 


» The growing replacement market! 


» The shift in brand preference! 


» Where consumers buy! 


» Consumer plans to purchase! 


ERE is the kind of sharp focus market information 
you want. It can provide you with a graphic picture 
of where you stand today in the huge Chicago market. 
And it can help you crystallize your selling plans here 
for the year ahead. 
The Tribune study of the Home Appliance Market in 
Metropolitan Chicago draws on material obtained in a 
scientifically selected sample of nearly 3,000 families. 


It details not only current saturation levels, but brand 


standings and sales trends as well. It analyzes source of 


purchase by shopping center and by individual store. It 


measures appliance owners by income and social class, 

More important to your sales planning, the Chicago 
market’s king size potentials are spelled out by item 
and by brand. 

The study also offers new evidence of Tribune sales 
power for appliance advertisers. Respondents chose the 
Tribune as the most helpful appliance buying guide by 
more than three to one over any other Chicago newspaper. 

If you want more 1957 sales in Chicago, ask a Tribune 
representative to give you the current story of this great 


market and its No. 1 newspaper. 


Chicago Tribune 


THE WORLD’S 


New York City Detroit 
E. P. Struhsacker 
220 E. 42nd St 
MUrray Hill 2-3033 


Chicago 
W. H. Hattendorf 
1333 Tribune Tower 


SUperior 7-0100 
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GREATEST 


W. E. Botes 
Penobscot Bidg 
WOodward 2-8422 GArfield 11-7946 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND METRO COMICS MAGAZINE NETWORK 


NEWSPAPER 


San Francisco Los Angeles 
Fitzpatrick Associates 
3460 Wilshire Bivd. 


DUnkirk 5-3557 


Fitzpatrick Associates 
155 Montgomery St 
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Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


i ed a ee 


“DULUX” ENAMEL 





cleaner, brighter clothes—no lint fuzz 


On modern 
\ washers on 





Better Things for Better Living 


a dryers 











DULUX" Enamel finishes first 
in sales appeal...resistance to marring 





through Chemistry 


America's leading 


home-appliance finish 


fir 


najor t 


shed with Ou 


née-appliance u 


f 


Font OULU FE 


nary 


nite n 


1e 
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AN APPLIANCE FINISH that de pendably resists harmful effects 
of soaps, detergents and heat naturally gives modern washers and 
dryers added sales appeal. And that’s only one of the sales-winning 


properties of durable Du Pont DULUX Enamel. 


Constant research by Du Pont chemists has resulted in a 
finish that ruggedly resists chipping, cracking, scratching and 
staining. Application costs are lower with DULI X without 
sacrifice of quality appearance or performance. 

DULUX keeps its first-day new look even after years of use 
in the home. Its longer-lasting whiteness, resistance to weal 
and easy cleanability help insure the continued customer satis- 
faction that’s so important to the success of any appliance line. 


No wonder so many of today’s topflight appliance manutfac- 
turers use Du Pont DULUX Finishes. 


E. |. du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington 98, Del. 
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STUDEBAKER TRANSTARS 





widest horsepower choice in 1/2-2 ton trucks 





6 WAYS BETTER THAN 
THE NEXT BEST TRUCK! 


1 Better economy — long life, low oper 
iting costs, easy maintenance add 
up to more profit per mile 

2 Better payloads trucking’s biggest 
cargo areas, model for model 
high payload-to-weight design 

3. Greater comfort designed -for-driv 
ing cab, em losed safety doorstep 
safety dash pad. 

4 Easier controlcross link variable 
ratio steering, better braking for 
safer, faster runs. 

5 Smoother ride two-stage springs 
hydraulic shock absorbers stand 
ard equipment on light-duty models 

6 Better deal from break-in to trade 
in, starting with low, low prices! 


LET YOUR STUDEBAKER DEALER 
PROVE IT TO YOU NOW! 





Hand-pick your performance in 
the 100-hp spread between 
Studebaker’s_ thriftiest Six and 
Biggest HD V8 

Eight Transtar power-and-per- 
formance choices cover every 
trucking job from multi-stop deliv 
ery to cross-country hauling! 
Super-saving Sixes start at 92 hp; 


"57 TRANSTAR 2-TON HD 3E40 


brawny V8s go all the way to 192 
hp—premium engine features 
standard on Heavy-Duty V3, 
optional on other V8; 4-barrel car- 
buretor option, too. V8 or Six, each 
of 80 ‘Transtar models gives you 
famous Studebaker dependability 
and mile-by-mile operating thrift 
that pay off in more runs per month, 
more profit per run! 











Handsome new ‘Transtar line brings new 
heavy-duty muactl to the 2-ton field 
Up to 19,000 Ibs. GVW, 35,000 Ibs, GOW 
New Torque Star 289 V8 with premium 
heavy-duty features Four wheelbases, 
131”°-195"; HD 4-speed transmission, 
15,000 Ib. rear axle, 6-stud HD wheels 
Six ways better than the next best truck! 


y>tudebaker-Packard 


CORPORATION 





Where pride of Workmanship comes first! 











in the great new RCA WHIRLPOOL parade 


&) Whinkpoot 
“REFRIGERATORS 


give you more °'. 
selling power! — 












OPEN UP THIS FOLDER... 


read all about these 





spectacular new 
REFRIGERATORS! 






RCA WHIRLPOOL HOME APPLIANCES 


of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 






eee Join Up! it’s easier to sell RCA WHIRLPOOL 











fo} m= te) e)it-lalet-+- mma elem bobo, 


gael &<) Whinkpoot 


REFRIGERATOR-FREEZER 
... Cuts food spoilage 
. Cuts flavor tainting 


... Ends refrigerator smell 


sell against it! 








Only the RCA WHIRLPOOL refrigerator -freezer gives y 


BIG TWIN DOORS 


LOOK... YOU GET TWO . i give more space... with a 
7 —— place for everything 


APPLIANCES IN ONE! 


Jutter, cheese, bacon and eggs 

you want them! The butter conditi 
adju table built-in thermostat to kee 
just the spreading consistency you 


automatic defrosting refrigerator section 7 J 
I) ! er! re cheese keeper hold > full pound 
a keeper 2 pound ind the egg keeper 

1S egg in hand removy ble tra 





ist, store half-gallon milk carton 

ige bottle ind odd haped pack 
oss of space! Some shelves tilt for qt 
loading. All the food on every shelf 


eal food preset ion temperature 


a true rero-degree freezer é‘ : 
venient! Large Holds up to 
i rted fruits! | down for ea 


perfect height f 


| 
uno iding 


reach. Full-view window le you set 





ves vou all the worthwhile features for more convenience! 


DOORS 
eee with a 
erything 


Handy meat keeper Automatic ice water tap 
| t { | i! he hese « i deep Isp up Placed in an ea 


Glide-out freezer basket Automatic ice tray filler’ Two fast-freezing shelves 


vaske wl \ ibn i i easier “ ple an Refill r empt Y Il freeze 
10-pound load! t tl ra top of the rene ‘ M i ight is hie reeser f fer! I 








e 
- at 
woh 
~ 
mi. 
on 
— 
_ 
ote 
ue 
P wate 
eh 
- 
7. 








BIG TWIN DOORS 
give more space... with a 
place for everything 


thwhile features for more convenience! 


Aad Plus all of 


. “ ; these other features 

| 4 : to make RCA WHIRLPOOL 

2 , 
Refrigerator-Freezers 


your very best buy! 


Sealed-in rotary compressor designed for 


Jumbo twin crispers Automatic ice water tap * years of trouble-free service safe from dust 


and moisture never needs oiling 
it’ the tip ! 
keey r meats i onvet r! } lon’t have to fll « ; Modern new super-size interior lighting 


illuminates every corner 


Infinite position temperature control for idea! 


temperatures 


Full-shelf spacing gives you perfect storage 


accommodations 


Tilting door shelves for quick, easy loading 
a .— . ~ ~ and unloading 
< . Models available with left-hand doors for 
. . ' special convemence 
- Choice of decorator colors pink, yellow 
j 
A 


green and white 
j 


Interior colors of Dawn Pink accented with 
‘ = Dusk Pink, Midnight Charcoal, gold and chrome 


= - “ "| ss Vacuum-tested cabinet assures no air leaks 
ee Ls 


to affect performane e 


5-year protection plan on hermetically sealed 
Instant ice cube ejector Automatic ice tray filler” ° y A P y 


{ t 


. refrigerating sysiem 


Full-year warranty on all materials and work 


manship 





Only the RCA WHIRLPOOL refrigerator - ha: 


LOOK... YOU GET TWO 
APPLIANCES IN ONE! 

















yrehas the “Air Purifying System” 


foods stay fresher, longer! 


food flavors won't mingle! 


constant cold in every spot! 


NEWEST ADVANCEMENT IN FOOD PROTECTION! 


purifying the air 
fresher, longer 


refrigerator al 
eet au fragrance 
d ultra-violet Pun 
ria constantly 
and night. Thi 
e transter of 

ther 
retard 
deterior 
our food 


harm 


circulating the air 


tem sends gentle 


» thr nigh the door 








Built-in, built-around, or free-standing ...one of these RC 
















COMPLETELY BUILT-IN 
WITH THE IMPERIAL 
MARK XIl FREEZER 











The ‘‘Custom-Designed Look”’ 


of the Imperial Mark XIil'’s . . . or the 
‘New, Modern Look’’ of the Imperial, 


Supreme and Custom Lines 


i the t thin ' fi t t} 
lan t the 1 Hil 
lin Mark XII that | , t! 
} type ul ut tl )7* . I 
ti it-in t! t! tral 
| ( t t ( ! pan | in 
tcl | te ntrast ( hare | 
( P| hor r Satin Silver its beautiful alum 
wel t | il Mark XIT harmo 
( pert t] vill ur kitchen cabinet blend 
vothly int r kitche And the me Imperial 
Ml t \ll ha ft lit ! tall t i { ( ta 
1 free-standir iit that look built ul 
ind ingvement i I n divider T 
‘ iplete built ! 
he M ! I K | dl in the Imipe ial 
yuipre ( 1 (cust I ( } matty ht i 
‘ tor nad ther nodel ¢ fit 


AS A ROOM DIVIDER 


IN AN ISLAND ARRANGEMENT 




















The Mark Xl Refriger 
left) gives you big 
with every worthwh 
to the 12 cu. ft. Fre 
Defrosting @ 4 Glide 
Door @ Butter and 
@ Meat Keeper a 


venience features 





The Supreme Model DS12B, 12 cu. ft., is 
Automatic Defrosting Refrigerator Sectic 
medium price: Glide-Out Shelves ¢@ 

Crispers @ Butter, Cheese and Egg Kee 
Zero-Degree Freezer on the bottom feat 
® 3 Lever-Ejector Ice Cube Trays @ [ 








see RCA WHIRLPOOL Refrige ‘ator-Freezers can add new beauty 





























e Mark Xil Refrigerator, Model DA12R, 12.6 cu. _» 


ft) give you big capacity in fresh food storage 

th ever vorthwhile feature Companion storage 

the 12 cu. ft. Freezer (right it has: Automati 

ety ting @ 4 Glide-Out Shelves @ Big Convenience 

r @ Butter and Egg Compartments @ Fruit Bin 

Meat Keeper ind man I re time iving con 
we feature 

















2B, 12 cu. f., is a compact model with 
{efrigerator Section and top features at 
Out Shelves @© Meat Keeper @ Twin 
ieese and Egg Keepers. The 95 lb. True 
n the bottom features: Glide-Out Basket 
e Cube Trays @ Utility Tra 

















The "Right-Side-Up" Imperial Model DI158, 15.5 cu. 
ft., with its Exclusive Air Purifying System, k« eps food 
fresher, longer. Features in the refrigerator section 
Automatic Defrosting @ 3 Glide-Out Shelves © Twin 
Crispers @ Fruit Bin @ Butter Conditioner © Cheese 
ind Bacon and Egg (¢ ompartments @ Meat Keeper 
The 166 lb. True Zero-Degree Freezer has the In 
stant Ice Cube Ejector @ Clide-Out Basket, 





— 

















The Supreme Model DS12T, 12 cu. f., is a big money 
and time saver with a True Zero-Degree Freezer on 
top that holds up to 78 Ibs. of frozen food. The re 
frigerator section features: Completely Automatic De 
frosting @ Glide-Out Shelves @ Fruit Bin @ Meet 
Keeper @ Egg Compartment @ Butter and Cheese 


keepers 

















The Imperial Model 13 cu. ft 
“right-side-up” model, featu 

erator section: Exclusive Air | { 

®@ Automatic Defrosting @e ( le.) 

® Kruit Bin @ Butter Conditioner @ ( 
Bacon, Egg Compartments @ Meat | 
In the 131 Ib. True Zero-Degree | 
tion Instant Ice Cube Fiector @e (} 
Basket 





The DeLuxe Model D172, 12 cu. ft., is a big valur 
and a wonderful buy, with the big freeze: 
tion on top and chiller tray that holds 74 1! 
of frozen foods. Refrigerator section featur: 
Butter Keeper @ Egg Compartment e LD: 
Door Shelves @ Full Width Porcelain Enamele: 
Crisper @ Adjustable Temperature Control © 
Automatic Interior Light 








round, or free-standing ...one of these RCA WHIRLPOOL Refri 












































The “Custom-Designed Look The Mark XII Refrigerator, Model DA12R, 12.6 cu. ft., 
of the Imperial Mark XIil's or the left) gives you big capacity in fresh food storage 


ss "7 vith every worthwhile feature Companion storage 
New, Modern Look"’ of the Imperial, yn BE ae Te ee SE ea Pron 
Supreme and Custom Lines Defrosting @ 4 Glide-Out Shelves @ Big Convenience 
if Door @ Butter and Egg Compartments @ Fruit Bin 
@ Meat Keeper ind many more time-saving con 


emence teature 


) mame ' The "Right 

ft., with its 
va fresher, lor 
Automatic 
Crispers @ 
and Bacon 
The 166 II 
stant Ice ¢ 


" AL MPERIAL 


we x rete 7seR 























The Supreme Model DS128, 12 cu. ft., is a compact model with 
AS A ROOM DIVIDER 





Automatic Detrosting Refrigerator Section and top features at a The Supreme Mods 
medium price: Glide-Out Shelves @ Meat Keeper @ Twin and time saver wi 
An ann annanesuant Crispers @ Butter, Cheese and Egg Keepers. The 95 Ib. True —— = top that holds up 
Zero-Degree Freezer on the bottom features: Glide-Out Basket ; frigerator section f 
@® 3 Lever-Ejector Ice Cube Trays @ Utility Tray frosting @ Glide-( 


Keeper @ Egg Cy 
keepers 








Refri 

















The "Right-Side-Up" Imperial Model D!158, 15.5 cu. 
ft., with its Exclusive Air Purifying System, ke eps food 
fresher, longer. Features in the refrigerator section 
Automatic Defrosting @ 3 Glide-Out Shelves @ Twin 
Crispers @ Fruit Bin @ Butter ¢ onditioner @ Cheese 


ind Bacon and Egg Compartments @ Meat Keeper 
The 166 lb. True Zero-Degree Freezer has the In 
stant Ice Cube Ejector @ Glide-Out Basket 

















and a wonderful 


i big money 


12 cu. f., 1 
True Ze 


DS17T 
The Supreme Model DS12T, of frozen foods 


»-Degree reezer : 
Butter Keeper @ 


top that he lds up to 78 lbs. of frozen food The re 
frigerator section features: Completely Automatic De 
frosting @ Glide-Out Shelves @ Fruit Bin @ Me 
Keeper ® Egg Compartment @ Butter and Chee 


Keepel 


and time saver with a 


Automatic Interis 








Door She lves e | 
Crisper @ Adjustable Temperature Control ¢ 


gerator-Freezers can add new beauty to your 








The Imperial Model DI! 
“right-side-up” 


1B, 13 cu. f#., is 
featuring in the refrig 


another 
model 
erator section: Exclusive Air Purifying System 
® Automatic Defrosting @ 3 Glide-Out Shelves 
® Fruit Bin @ Butter Conditioner @ Cheese 
Bacon, Egg Compartments @ Meat Keeper 
In the 131 lb. True Zero-Degree Freezer se 
tion: Instant Ice Cube Ejector @ Clide-Out 


Basket 


The DeLuxe Model D12, 12 cu. ft., is a big value 


buy, with the big freezer se« 


tion on top and chiller tray that holds 74 Ibs 


Refrigerator section features 
Egg Compartment © Deep 
ull Width Porcelain Enameled 


DI Light 





kitehen 














The Imperial Model DI13T, 13 cu. ft., 


spec ial storage features in a space-saving cab 


vives you 
inet: Exclusive Air Purifying System @ Com 
pletely Automatic Defrosting Refrigerator 
Section @ Fruit Bin @ Butter Conditioner @ 
Meat Keeper @ ¢ heese, Bacon, Egg Compart 
ments @ 3 Glide-Out Shelves. The big 104 Ib 
True Zero-Degree Freezes features 
Instant lee Cube Ejector @ Door Shelves 


section 











The Custom Model 


maller 


DC8, 8.1 cu. #., fits the 


family S needs econome ally and con 


veniently. Freezer section on top, holds 40 Ibs 
of frozen food, Refrigerator section features 
Adjustable Temperature Control © Fruit Bin 
@® Butter Keeper @ Egg Hack © Full-Width 


Porcelain Enameled Crisper © Automatic In 
terior Light 
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‘PTER TRAP COMPAN 











MOUSETRAP, STEAM TRAP, SEWER TRAP 


. the world won't beat a path to the door of 
the man who builds a better one and then doesn’t 
advertise it so that people will know about his 
product, know where it can be bought and how 


much it cost 


Advertising benefits the buyer, too. It tells you 
the product story, makes it easy for you to buy. 


kiven more important to you, advertising leads 


...tt makes no difference 


to mass production and volume sales . . . which 


means lower costs and 





lowet pl ices 


, ea °® 
. 5 
Yes, “Advertising . 8) 
Benefits You” . ee rf 


specially business- YES ADVERTISING BENEFITS YOU! 








paper advertising. 


ELECTRICAL MERCHANDISING 














Lau dives vou “prolit protection” and a Quality Sell 


That’s why you are sure to have a top 
fan-selling season if you offer the rounded, 

‘ complete Lau fan line! Famous Lau! This 
year miles ahead again in fan styling... in 
performance ...in beauty. Designed by 
master stylists to match every demand of 
modern interiors, these fans give you sales 
you are proud to make. 

Prices? This year Lau is more competitive 
than ever! Dealer helps? Loads of ’em, in- 
cluding some knock-down displays that are 
knock-outs! Advertising? You bet... good 
round-the-country television and radio par- 
ticipations that will sell your customers on 
Lau before they ever come into your store. 

But, more than any of these, there are the 
Lau policies that make it easy for you to 
enjoy a “profit protection” that’s unique in 
the field. Let the Lau representative give 
you all the details... today! 


il 
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Ultra-Twenty (Models 2057-U, UB, 
UT, UP)—Four decorator colors! Re 
cessed panel Saf-T-Eye, 3-speed 


switch, thermostat, electric reverse 


Complete with spacers. Big 20” blades 
fm.* 


move 3950 « 





Super Sixteen, Super Twelve (Models 
1657-S, 1257-S)—Portable air circula 
tors, complete with Tilta-Breez stand. 
“Comfort Grip” handles. Sixteen: 18” 
x 18” x 5%"; 3000 cfm.* Twelve: 16” 
x 16" x 5%"; 2300 cfm.* 


ELECTRICAL 


MERCHANDISING—FEBRUARY, 


Twin Twelve (Model 1257-T)—Slim, 
trim, with new automatic thermostat! 
3-speeds. Lightweight, portable; hangs 
on casement window in seconds. 16” 
x 32" x5%", Twin 12” blades move 
3120 cfm.* 














Special Twenty (Model 2057-RW)— 
Powerful low-cost fan. Electrically re- 
versible! 5 position control. Built in 
adjustable spacer panel. Fits windows 
30” to 38%” wide. 20” blades move 
3950 cfm.* 


1957 


Super Porta-Breez (Model 1657-SPB) 
—-New mobile air circulator; easily 
moved on non-scuff wheels. Height ad 
justable stand. Full 360° tilt. Popular 
Super Sixteen fan, Shipped complete 
in one space-saving carton, 























Powerflow Twenty-Four (Model 2454- 
WR2)— Cools an entire home, Quiet, 
belt-driven, 2-speeds, electrically re- 
versible. Fits windows 31” to 36” wide. 
26%" x31" x10". Moves 5500 cfm.* 

*( Equiv. NEMA) 


eee ee eee eee eee eeeerereeeeee 


** 


Super Twenty (Model 2057-S)—Pop- 
ular 20” portable air circulator, Auto 
matic thermostat. 3-speeds, 22” x 22” 
x 54". Spacer panels for window in- 
stallation available. Big 20” blades 
move 3950 cfm.* 


World's Largest Manulacturer 
ol Air-Conditioning Blowers 


® 





LAU FANS 


THE LAU BLOWER COMPANY 
2007 Home Avenue, Dayton 7, Ohio 
Azusa, California. In Canada 
The Leu Blower Co. of Canada, Lid., 
Kitchener, Ontario 
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Arvin| 


with two new low-cost window models... 
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Integral-unit, window exhaust fan with expandable panels 


EW: 
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Model 
pole weatherproof induction type motor. Electronically balanced 20’ blades with rubber- 7839 
mounted steel hubs insure whisper-soft operation. Even the colors are cool— antique white, 


with powder blue fan blades. Eight-foot rubber-covered cord. 


Arvin 20” Reversible Window Fon, with panels; integral-unit type with super powerful 3-speed, 6-pole ‘aA9” 





Arvin 20” Window Exhaust Fan with panels that expand to fit any double-hung frame 
sash from 27° to 3614" wide. Provides powerful, big-area cooling at remarkably low cost. 
Two-speed operation from on-off switch, conveniently centered in finger-safe grille. Six- 


weatherproof induction motor that reverses electrically for intake or exhaust. Here’s the prime value leader 
among in-or-out fans—made to famous Arvin quality standards, with all the superior features that insure 
maximum power with wide comfort range, and the ultimate in economical, quiet operation. Model 7849, 
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draws the main stream of FAN TRAFFIC... 
full range of top-quality window-portables 


) ” i 


Model 7614 


52” 


Model 7620 
(matching window 
ponels, $5.50) 










Model 7730 
(matching window 
panels included) 








Arvin 20” Automatic, Thermostat- 
controlled, Electrically Reversible 
Window and Portable Fan 


Turns on and off by itself as room heats or cools. 
Changes from intake to exhaust at flick of a switch. 
Expandable panels easily installed in any double- 
hung sash, 27” to 361%" wide. Three speeds: low, 
high, super-high. Superb Arvin construction with 
electronically balanced blades, rubber-mounted; 
4-point cross braced support for the 6 pole induc 
tion motor. Coppertone finish, chrome grille. 


Model 7731. Arvin 20” Super-De Luxe Window 
Portable. Provides the last word in fan-cooled 
luxury, with a Plus-Power, 3-speed, 6-pole split 
capacitor motor that reverses instantly. Highly 
sensitive thermostat turns it on and off automati- 
cally. Maximum efficiency, quietness, economy, 
beauty. Finished in charcoal gray enamel with 


sparkling brass trim. Including panels $69.95 


Arvin Portable “Hi-Lo” Pedestal 


Fer all Arvin 20” portable fans. Ideal, vertically ad- 
justable fan support for high, low, casement or odd- 
shaped windows—or for use as air circulator any- 
where. Lightweight, rolls and turns easily on large 
rubber wheels. Fan rotates through 360°, is held firm- 
ly by plastic adjusting knobs in any position. Max- 
imum height 60” to top of fan, minimum 31” to fan 
center. Handsomely finished in chrome and char- 


Arvin 20” Custom Portable Fan 


Versatile 3-speed, big-volume fan for top-comfort 
cooling anywhere in the house—in the window for 
intake or exhaust, on the floor for a high capacity 
circulator. Arvin first-quality features throughout 
Coppertone enamel finish with maroon fan blades, 
chrome trim. Easy-grip carrying handle 


Lowest price 20” portable! 2 speeds, off-white finish, 
black blades and trim. Model 7840 $39.95 


All Arvin Fans Carry a Full 5- 


—and all are listed b 


h r 
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Arvin 14” Portable Fan in Pivoting Stand 


Fan pivots in sturdy metal stand for powerful air 
flow up, down, or at any desired angle; wing nuts 
fix any position quickly, firmly. ‘'wo-speed opera- 
tion from on-off switch; 4-pole weatherproof in- 
duction motor, Two full-depth suction-type rub 
ber feet. Coppertone enamel finish, maroon fan 
blades, chrome grille and trim. Low price and 
handy size make it a terrific seller during sudden 
hot spells 


Without stand, Model 7414. . .$29.95 


Year Guarantee 


’ 





Window Panels 
for 20” and 14” Portables 
Engineered for weatherproof installation. 
Finished in coppertone enamel to match 
fans. Expandable to fit any double-hung 
frame from 27" to 361%" wide. Easily in- 
stalled from inside, with screwdriver. 


Model 601 Panel, for 7620 Fan $8.50 





coal gray. Model 602. ..$19.95 Model 614 Panel, for 7414 Fan $5.50 





Electronics and Appliances Division Arvin INDUSTRIES, Inc., Columbus, Indiana 


Manufacturers also of Arvin Home Radios, Portable Electric Heaters, Lectric Cook, Automobile 
Heaters, Outdoor Furniture, All-metal Ironing Tables and Barbecue Braziers. 
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FOR TOMORROW... 
FOR TODAY 
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NEW CUSTOM 1 H.P. CONVENTIONAL WINDOW UNIT. Operotes on 


115 volts. Flush mounting, 2-speed fan. Also 1, 1'4%2 and 2 H.P. models for 


230 volts. Deluxe | and |'A H.P. models 


HERE’S THE BIG NEWS IN 
ROOM AIR CONDITIONERS FOR 1957 


Emerson-Electric Northwind blankets 
the market with 16 models... Sizes 
and prices for top sales and profits. 


Here it is... Emerson-Electric Northwind, most complete line of 
room air conditioners! With 16 models in four series you can 
fill every customer requirement. All have new features. All are 


smartly styled. All are competitively priced. 


Plan now for bigger sales and profits. Write, wire or phone: for 
catalog No. 3200. 


THE EMERSON ELECTRIC MFG. CO. © 8100 Florissant Ave. © St. Louis 21, Mo. 


THESE FEATURES HAVE BIG SALES APPEAL 


© All units meet or exceed power @ All units can be flush mounted. 


factor requirements of American 
; 1 A ® Quiet operation. Hush-treated 
Association of Refrigeration En 
an - , een fans and insulated cabinets. 
gineers 


' tel @ All units equipped with efficient 
® Deluxe and Custom models in 
. ; disposable filters. 
cad h series 


' @ Flexible grilles on all fronts per- 
@ All units equipped with 
A — Ove mit complete control of air di- 
he 

thermostats rection. Movable louvers direct 


@ True capacity rating air up, down or to either side. 


EMERSON-ELECTRIC 


OF SAINT LOUIS 


56 


7) 


¢ 
' 
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NEW “TINY TIM” % H.P. UNIT FOR SMALL WINDOWS. 
Only 22'/2 inches wide Operates on 115 volts, flush mounted 
Also in three other % H.P. and « 





me | HP. models 


a ae ew 


© ia BS ty aie oeietiinetine 








NEW “VERI-SLIM” % H.P. WINDOW UNIT is only 16% 
inches deep and extends just 2 inches into the room. Operates 
on 115 volts. Also 1 H.P. and 1/4 H.P. models 


NEW DELUXE % H.P. CASEMENT UNIT operctes or 
volts at only 7'/2 amps. Mounts flush inside window 


lowing 
allowing it 


to close. Also | H. P. Custom mode 


*® FIVE-YEAR WARRANTY ON ALL 
REFRIGERATION UNITS. In addition, 
a// parts guaranteed for one year. 


eeeeoeoeoeveeeeeeeeeeeeeeeeeeeeeeee eee ee 


SINCE 1890 
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WE DIDNT PROVE IT... 
DEALERS DID! 


... quality makes sales...and Du Mont quality 
lets you make sales at full profit to you! 


IN 1956, DU MONT REPORTED: 


“The customer has learned, from sad 

















BRADFORD 

i gg ove rall diagonal: 

’O2 sq. viewable area 

Mahogany Grain finish o1 
“al Oh Cyr } 

him on quality not on price, It Is pos ible Lame a rain finish 


to make quality sales at full profit.” 


IN 1956, DU MONT REPORTED: 


‘The customer will pay for quality—if you sell 


experience that a bargain l no bargain’ 


—what he pay for, l what he gel he 





In city after city, dealers proved it. They reported 
higher volume and higher profits by trading up—by 


selling Du Mont quality on a straight quality basis! 























IN 1957 THE CALL IS FOR QUALITY 
IN EVERY FIELD— AND DUMONT 
LEADS THE WAY WITH THE QUALITY, 
FULL PROFIT LINE! 


’ 





BELVIDERE 


9" 


' _ 
Quality 1s: 


othet el 


overall diagonal; 
202 sq.-in, viewable area 
Mahogany Grain finish or 


Limed Oak Grain finish 
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GOVERNOR 
euLLY TRAN STABiLiZER WINTHROP HI-FI C / aT ; : 
? ce picTURE nee niet , vet the full story on the full profit 
@ Local pISTANY +o remove ser 1 peaker plug-in lor extra ‘ . ; ’ 
Quarry CONTRO apealeer, tape ee SVs 3 wee aatg Du Mont franchise 
senuine ahogan ime a : 


or Fruitwood Veneer from your distributor today! 
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) "57 is the Year 
THE ALL-NEW “COMBO* 























“COMBO” Washer-Dryer 








MODEL LY! 

Here's the appliance that completes your home innovations now being introduced in this triumphant 
laundry market. Hotpoint’s all-new Combination Washer model, you'll find many of Hotpoint’s pre-sold home 
Dryer has everything for everyone—and especially for laundry features which have proved so popular in the past 
those hard-to-sell prospects who have space problems! Now—today!—see this 3-way Home Laundry Center 

The Hotpoinct “Combo” represents the successful Your Hotpoint Distributor is ready to give you complete 
achievement of the goal set by Hotpoint engineers —the details on its simple operation and really outstanding 
development of the perfect, completely versatile Combi- efhciency. You'll agree that—with the great new Hotpoint 
nation. And, along with the quality and convenience "Combo" —'57 is the year for Combinations! 








RANGES REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS” + WATER HEATERS - FOOD FREEZERS + AIR CONDITIOWERS ~ CUSTOMLINE + TELEVISION 














FEBRUARY MERCHAND 
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for Combinations 


WASHER-DRYER BY 


A BZeYV/A YA Home Laundry Center 
in QYYE Compact Unit! 





























WASHES AND DRIES 


The Hotpoint “Combo” is a complete Home 
Laundry—washes and dries clothes in one auto- 
matic, uninterrupted operation. 

Just toss in up to eight pounds of clothes and add 
correct amount of detergent. Shut the new See-Thru 
Door, set the simple Pushbutton and Wond-R-Dial 


IN ONE OPERATION 


Controls for the desired time, temperature and cycle 
—and it’s all set to go. A push of the Master Control 
“ON” Button, and the Hotpoint “Combo” auto- 
matically does the rest. No further attention is nec- 
essary—it perfectly washes and dries the clothes in 
one continuous operation, then shuts itself off! 





























.--OR OPERATES AS 
A WASHER BY ITSELF 


Your prospects will often want to use the washing 
facilities alone. Hotpoint engineers anticipated this 
demand, and have designed this new Combination 
to be easily used as a Washer only! Just set the 
ON" Button, and the 


clothes are washed sparkling clean and damp dry 


Washer controls push the 


..OR AS A DRYER 
BY ITSELF 


There are many occasions when the convenience of 





a Dryer alone is greatly appreciated. Here, too, the 


Horpoint Combo” demonstrates its tremendous 
versatility. The clothes to be dried are tossed in, the 
Dryer controls set to the desired time and temperature 


and clothes come out dry, fluffy and fresh! 


HOTPOINT CO. s10F pene e mpany) 5600 Taylor Street, Chicago 44, Illinois 
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Unretouched 
Microphotographs of Test 








Permaglas _.. 


the glass-lined Permaglas 


NO METAL EXPOSED 


water heater TO CORROSION 4 


with C.F. P.* 


METAL EXPOSED 
BRAND C 
Badly Eroded 
METAL EXPOSED 








BRAND A 
Moderately Eroded 
METAL EXPOSED 





BRAND B 
































HERE'S THE PROOF °K HERE'S WHAT IT MEANS BRAND D ts a? 
= TO YOU Moderately Eroded 
An independent research METAL EXPOSED % © 
laboratory conducted accel Now, for the first time, you ‘© 
erated life tests of seven actually know that there's ‘s . 
glass-lined water heaters. a big difference in glass 
The certified results shown lined water heaters and BRAND E 
here PROVE beyond ques- that Permaglas lasts 55°) Badly Eroded 
tion that Permaglas out- longer than the average of METAL EXPOSED 
lasts ALL others! all brands tested. You can 
*A. O. Smith's exclusive PROVE that difference to 
Controlled Fusion Process your customers, and sell 
weds glass and steel to a them Permaglas more eas BRAND F 
Moderately Eroded 
more perfect bond ily than ever before. METAL EXPOSED 
6 - Ps ° . 4 . eje 4 Ga) 
Sale vou € = 


PROVED 


NATIONAL ADVERTISING Full pages in color in nine leading magazines 
BY OVER 3,500,000 FAMILIES 


will tell this outstanding story to millions-—-to your customers. 


LOCAL ADVERTISING — NEW ad mats, NEW distributor ads, NEW radio and 
TV material, NEW outdoor posters are all ready to help you in your neighborhood. Th rn } 
hrough research 


POINT.OF-SALE NEW pocket demonstrators, NEW banners, NEW signs are 
ready to work for you. 
SELLING AIDS —NEW envelope enclosures, NEW hand outs... EVERYTHING 
you need to sell 
ga PR & 
CALL YOUR DISTRIBUTOR Permagias Div. Kankakee, tit, 


lat " i Div. Mil " 1, Wis. 


BETTER GLASS—LONGER LIFE Licensee in Canada: John Ingils Co, Ltd 


maker «sec PONMaglas heating and coling... uraay commerciak with 4extea| 
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A MESSAGE TO AMERICAN 





Financial Aid 
to Higher Education 





INDUSTRY 





© ONE OF A SPECIAL SERIES 


A Fine Start, But... 


This editorial has two purposes. The first 
is to salute American business for the fine 
start it has made in helping to relieve the 
financial plight of our colleges and univer- 
sities. The second purpose is to stress the 
importance of having business provide 


more financial aid, and soon. 


How Business Helps 
Higher Education 


Business contributions to higher educa- 
tion doubled between 1950 and 1955. 
They jumped from $40 million to $80 million. 
Preliminary figures indicate they will be even 
higher this year. 

Business firms have also shown a lot of in 
genuity in devising different ways of making 
their contributions. The methods range from a 
matching of an employee's contribution to his 
particular alma mater to wide diffusion of the 
money through state and regional money-raising 
associations of colleges and universities. Thanks 
to this ingenuity, business firms now have a wide 
choice of ways by which to give effective aid. 
The way most appreciated hy college adminis- 
trators is the making of gifts unrestricted as to 


the purpose lor whic h the money is used, 


Imposing as it is, however, what busi- 
ness has done thus far is only a good start. 
Only a tiny fraction of the total number of busi- 
ness firms in the country are giving direct finan- 
cial help to our colleges and universities; and 
this fraction includes fewer than half of the hun- 
dred largest corporations in the country. Also, 
the amount of financial help being provided by 
business constitutes only a very small fraction 


of what is needed, 


Why Colleges Need More Aid 


Right now our privately endowed col- 
leges and universities need about $350 
million more in operating income a year 
than they are receiving to enable them to 
pay decent faculty salaries and be in toler- 
ably good working order otherwise. The 
reasons, including a severe decline in the pur- 
chasing power of their endowment income be- 
cause of price inflation, have been dealt with in 
the previous editorials in this series. 

In addition, these institutions, together with 
the tax-supported schools, are faced with a tre- 
mendous increase in enrollment over the years 
ahead. With both a rapidly increasing popula- 


tion of young people and an increasing propor: 
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in the great new RCA WHIRLPOOL parade 


eA Whinkpook 
“FREEZERS 
give you more 
selling power! 
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OPEN UP THIS FOLDER... 
read all about these 
spectacular new 


FREEZERS! 






RCA WHIRLPOOL HOME APPLIANCES 
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Join Up! it’s easier to sell RCA WHIRLPOOL 
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CONSTANT FOOD TEMPERATURE 





CAPTURES AND GUARDS 





THE PEAK OF FLAVOR 











than sell against it! 





koods keep their natural nutritional values bette1 


A CONVENIENT ECONOMICAI 


ee 
MORE HEALTHFUI WAY QO} LIFE 


WITH AN RCA WHIRLPOOL FREEZER , Ti i rrr UPRIGHTS i 
> 8 aaein 


Exclusive automati 
ter disposal elimi: 
' ind mu When the 
; ‘ -— “i | ster the wate 
- enjoy greater convenience “ hi 4 | - oe 
7 ’ 4 ‘ f Cla | ill nea l if 
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i peri 


... live better 


n December 


Exclusive fast-f 
freezes faster... 
Sends a blast of * 
against foods place 
freeze section, Als 
freezing on all 7 fre 








better...and there are more convenience features specilic: 


clusive automatic defrost wa- 
r disposal liminate mop] 
dom When the freezer is de 


r run ito 


clusive fast-freezing fan 
eezes faster .. . freezes more! 
nds a blast of “zero-cold” ai: 
rainst foods placed in the fast 
eze section Also fast contact 


eezing on all 7 treezing surtaces 


Glide-out freezer baskets pul 
! en { ds out 
| | Cll vhen full loaded 


. 
t effortlessly on Nylon 


vnere the y re @asy 


igainst 


More “on top" storage with 3 
package dispensers, 2 big conveni 
ence baskets and the special blast- 
freeze basket. Foods are easy to 
reach. Automatic interior light 
makes it all easy to see. 


my) 
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Super-storage door gives new 
Hexibility in storing all type pack 
age 5 roomy door shelves, 3 ad 
justable behind open grid doos 
that hold package ifely Door 


holds up to 127 item 


Handy dispensers file away fro- 
zen food packages or juice cans in 


an orderly manner. Each holds 6 


packages or 9 juice cans, Load from 
top... take out from bottom, Give 
better food inventory control. 


Four handy can dispensers hold 
wonderful for frozen 
juices, soup cans. Load from the 
top take from the bottom 
Interior light turns on and off auto 
floodlights the insice 


4 
“ao CAS 


Lay WN 


Removable storage dividers give 
extra convenience in loading and 
unloading frozen foods . . . keep 
them properly stacked, allow neater 
storage. May be removed for 
cleaning. 


essai 
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Full-width ice cream bin 
up to 2% gallon 

ture there 

Tricot fla I 
for more 
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Safti-lite (green) shows that foo 
are being maintained at prop 
temperature, Fast Freeze lan 

trol for “twice as fast” freezing 
regular “zero-cold” storage. | 
light shows Fast Freeze Fa 








their natural nutritional values better...and there are more 






UPRIGHTS 
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Exclusive automatic defrost wa- 
ter disposal climinates mopping 
When the freezer is de 

vater runs into a spe 

éath the freezer where 


iutomatically 


Exclusive fast-freezing fan 
freezes faster .. . freezes more! 
Sends a blast of “zero-cold” air 
against foods placed in the fast- 


freeze section. Also fast contact 


freezing on all 7 freezing surfaces. 


Glide-out freezer baskets put 
frozen foods out 
cl Even when fully loaded 
lic r mit eff tle , ly on Nylon 


top protect 


vhere the y re easy 


igainst 


More “on top" storage with 3 
package dispensers, 2 big conveni- 
ence baskets and the special blast- 
freeze basket. Foods are easy to 
reach. Automatic interior light 
makes it all easy to see. 


Super-st 
Hexibility 
ages I 
yu table 

that hold 
holds up 


1 Pe 


Handy d 


zen food 


an orderly 


packages « 
top...ta 
better foc 





a0 tags door Four handy can dispensers hold 


Handy dispensers file away fro- 
zen food packages or juice cans in 
an orderly manner. 
packages or 9 juice cans. Load from 
take out from bottom. Give 
better food inventory 


Removable storage dividers give 
extra convenience 
unloading frozen foods. . . 
them properly stacked, allow neater 
removed for 


in loading and 


Full-width ice cream bin stores 
up to 2% gallons at ideal temper 
atures there's more room for 
more flavors. Tilts down and out 
for more convenience in loading 


and unl iding 


CA yypintport 


Safti-lite (green) shows that foods 
are being maintained at proper 
temperature, Fast Freeze Fan con 
trol for “twice as fast” freezing or 
regular “zero-cold” storage. Red 
light shows Fast Freeze Fan is on. 





more convenience features oe ally designed for you 


PLUS THESE 
OUTSTANDING QUALITY 
AND TROUBLE-FREE 
FEATURES 


Adjustable temperature control 


Counterbalanced, self-aligning lid ' 
freezers 

Wide, convenient cabinet-collar ledge provi 
stacking space when loc ding or unloading 


All Imperial models in pink yellow, green 


or gleaming white 

Soft interior colors with gold and chrome trim 
Modern new handle and escutcheor 

Ke y lock to protect your food 

Sonderized cabinet inside and out 


Dry cabinet construction prevents swe 


freezer walls 

Double coat of baked enamel finish 
»-year warranty on freezina syster 
5-year frozen food spoilage warranty 


Hermetic ally sealed advanced design rotary con 


pressor dependable, efficient, economic 


Underwriters’ Laboratory Approval 





Koods keep their natural nutritional | y; 


A CONVENIENT, ECONOMICAL 
MORE HEALTHFUL WAY OF LIFE 


WITH AN RCA WHIRLPOOL FREEZER 
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FOOD TEMPERATURES 
WILL NOT VARY 
MORE ‘THAN 


tite-seal door and cabinet 


layer of gi: 


y efficient in 


ld in and heat out 


ent! 


ire if a 


high density insulation 
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lal value color and flavor...because 


Only RCA WHIRLPOOL Freezers give you four pro 
tective features that capture and guard the taste 
tempting peak of food flavors for months and month 

Your stays constant 
won't over 1 there are no up and down 
that of their 
color, texture, and nutritional value 


food at a temperature that 
Vary 
Variations rob foods 


natural flavor, 


scientifically-spaced freezing coils 
fiber in In chest cientificeally 


inside 


models, paced 
In up 
» fast-freezing sur 


olid 


are 


around all 4 urlace 


I ght paced on 
lace including 4 
helve all food 


i prime freezing 


ide ten aluminum 
on or below 


urface 


AND ... NEW EXCLUSIVE FAST FREEZE FAN... 


helps maintain “zero-cold” .. . freezes twice as much, twice as fast 


It sends a blast of “‘zero-cold”’ air circulating throughout 
the interior maintains flavor-saving temperatures 
everywhere . even in the corners and on the door 
shelves. In the chest freezers, it gives you the added 
advantage of fast-freezing in 2 ways the direct 
blast of “zero-cold”’ air against food in the fast-freeze 
section as it’s done commercially freezes them twice 
as fast, locks in food flavors and nutrition... or you 
have contact fast-freezing on all 7 interior surfaces. In 
upright models you also have faster freezing better 
food preservation because the Fast Freezing Fan con- 
tantly circulates air around and past all your food. 











IMPERIAL MARK XIl MODEL DAI2V 
Net Storage Volume, 12.26 cu. ft.; Capacity, 429 Ibs 


Imperial uprights put months of 


meals at your finger tips 








IMPERIAL MODEL DI20V 


Net Storage Volume, 20.05 cu. ft.; Capacity 702 Ibs 


@ Exclusive Fast Freeze Fan maintains 
flavor s everywhere 
eoen the 


saving temper ture 


door 


@ All shelves are primary 
all foods directly on or below for 


free fing surfaces 


faster freezing 


@® Automat Pempe rature Control pre 
set to hold that 


e Two Full-Width, Glide-Out Baskets 


put foods out where they re easy to see 


‘just right” temperature 


and easy to reach 





in the modern new IMPERIAL MARK XII, 


It’s the exciting new custom-designed styling that gives you 
complete flexibility in kitchen planning. You can use it as a 
free-standing unit, built-around, or completely built-in. And, 
matches perfectly with the Imperial Mark XII 
Refrigerator. . 


this “‘twin’”’ 


functional design 
Imperial Mark XII also gives you big capacity with every 


IMPERIAL MODEL DII6V 
Net Storage Volume, 15.97 cu. ft.; 
Capacity 559 Ibs. 


@ Super-Storage Door 
shelves 
in place 


.. with deep, roomy 
open grid doors hold everything 
and 4 can dispensers. 


@ Ice Cream Storage Bin . . . holds up to 
2\%4 gallons of your favorite ice cream. 


@ Safti-Lite . . . shows at a glance that the 
foods are being maintained at proper 
temperatures. 

@ Automatic Defrost Water Disposal Sys- 
tem . eliminates mopping and muss 
when freezer is defrosted. 


@ Solid Aluminum Shelves . . . for faster 


contact freezing 


@ Deluxe Interior Light . . . floodlights the 
interior for easy selection of foods. 


pink, 


Available in 4 epee colors .. . 
yellow, green and gleaming white. 





Il all new RCA WHIRLPOOL freezers give you faster freezit 


the custom-designed look 


companion fresh and frozen food storage in a 


storage capacity and 


to complement any kitchen. Yes, the 






MODEL DA12V 


convenience feature for the fin- 
. . 429 Ibs. 
of frozen food capacity with a 


est in food keeping . 


storage volume of 12.26 cu. ft. 





Available with exterior colors of 
Pink, Yellow, Green or White, 
and with matching doors or con- 
trasting door panels of Copper- 


color, Satin Silver or Charcoal, 





with Satin Silver frame. 


CUSTOM MODEL DC12V 


Net Storage Volume, |2.35 cu. ft.; 


Capacity, 432 Ibs 


MODEL \ 
Net St 








More-for-the-money 


convenience features 


Automatic Pemperature ‘ t Upright 
Big Convenience Door vith deey t @ Aut it 
helve f t} 
| | Surt for taster tree es S 
Qolid \] Shy } | 
1) (‘al et Const t pre t es t 
lite-Seal Door { Cal t ke cold Tree 





‘freezing... more convenient capacity... mod rn beauty...in a model su 











_————— 

IMPERIAL MOD 

Net Storage Volume, 20 cu. ft.; Capacity 

@ Exclusive Fast Freeze Fan freezes twice 
much, twice as fast in a blast of “zero-cold 


culating ait 


@ Special Blast-Freeze Basket and Compartment 
gives you more fast-freezing capacity 


@ 7 Primary Freezing Surtaces for faster 
cold” freezing better storage 


$3 Handy Package or Can Dispense 


@ Big Convenience Baskets give you more 
to reach “on top” storags 





@ Automatic Temperature Control We-set 
hold that “just right temperature 





MODEL YV-15 


Net Storage Volume, 14.7 cu. ft.; Capacity, 518 Ibs $ 





MODEL YV-19 

Net Storage Volume, 
19 cu. ft.; 
Capacity, 

665 Ibs 





Chests that 


ae) = \__¢ _s ) 





ee, ¢ you econom: 
ama , 
' convenience fet 
Upright freezers with special storage features for the budget-wise for bett 
® Automatic Temperature Control no need t @ Juice Can Dispenser hold up to 20 ca ” —_ 
{ vith te perature settin erves them one at a time 
es per Storage 1) , ith dee room helwe @ 2 Package Di penser: hold up to package 
hol ld-s} t package @ ‘Tite-Seal Door, ¢ et KeC] ld in, heat t 
es tif lly S | ( | 1 fast ® Dry Cabinet Construction prevent eatin 
fre 6 surface r 3 large shelve 1 moisture gather n door or wall = 
. | Out Basket for small package ® Copper and es Finish MODEL YH-16 


Net Storage Volume, 16 cu. ft.; Capacity 








NHIRLPOOL freezers give you faster freezing... more convenient cap 


—_—_ 


in the modern new IMPERIAL MARK XII, 


It’s the exciting new custom-designed 


compl lé 


the custom-designed look 


MODEL DA12V 


tyling that gives you 


flexibility in kitchen planning. You can use it as a 


free-standing unit, built-around, or completely built-in. And, 


this “twin” 


Refrigerator 


functional design 


Mark 


Imperial 


—— | 
IMPERIAL MODEL DII6V 

Net Storage Volume, 15.97 cu. ft.; 
Capacity 559 Ibs 


Super- Storage Door with deep roomy 
helves open grid doors hold everything 
in place ind 4 can dispensers 


lee Cream Storage Bin 
‘1, gallons of your favorite ice cream 


holds up to 


shows at a glance that the 
being maintained at proper 


Safti- Lite 
foods ive 
temperatures 

Automatic Defrost Water Disposal Sys 
tem climinates mopping and muss 


vhen treezer is defrostec 


lid Aluminum Shelves for taster 
tuct treeving 
Deluxe Interior Light floodlights the 


ntervior for easy selection of foods 


Available in 4 popular colors pink 
vreen and gleaming white 


pe 
companion fresh and frozen food 


to complement any 


rfectly with the Imperial Mark XII 
torage ina 
kitchen. Yes, the 
» gives you big capacity with every 
convenience feature for the fin 
129 Ibs. 
of frozen food capacity with a 
volume of 12.26 cu. ft. 
Available with exterior colors of 
Pink, Yellow, Green or White, 
and with matching door 


est in food keeping... 


Loraye 


or con 
trasting door panels of Copper 
color, Satin 


viiver frame, 


he 


with Satin § 


CUSTOM MODEL DCI1?V 


Net Storage Volume, 12.35 cu. ft.; Capacity, 432 Ibs 





More-for-the-money 


storage capacity and 


convenience features 


' ' Pemperats { { | 
( we Door t! 
| it Surface i faster tre 
\ » Shelve 
( | t ¢ rst ti py { 
1 1) i Cal et } | 
il { 


Silver or Charcoal, 
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MODEL YV-15 


Net Storage Volume, 14.7 cu. ft.; Capacity, 518 Ibs 





. 
Upright freezers with special storage features for the 


® Automatic Temperature Control ! need to @ Juice Can Dispenser 
fu vith temperature settin erves them one at a time 
a Super Storage 1) I vith deey rool helves @® 2 Package Di penser 
hold odd-shape cartons and packages « | @ Tite-Seal Door. Cabinet 
@ Scientifieall Spaced Kreezing ¢ il n 4 tast ® Dry Cabinet Constructio 
free urtace including 3 large shelve no moisture gather mi ¢ 
* Roll-Out Basket for small package @ ( opp 1 Spice Finish 









nt Capacity...modern beauty...in a model suited to your needs 














MODEL YV-19 

Net Storage Volume, 
19 cu. ft 

Capacity 

665 Ibs 





res for the budget-wise 


Dispense hold up t () ¢ 
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IMPERIAL MODEL D120H 
Net Storage Volume, 20 cu. ft.; Capacity, 700 Ibs 





, ell 


@ Exclusive Fast Freeze Fan . freezes twice as 
much, twice as fast in a blast of “zero-cold” cit 
culating air 


@ Special Blast-Freeze Basket and Compartment 
gives you more fast-freezing capacity 


@ 7 Primary Freezing Surtaces . for faster “zero 


cold” freezing — better storage 


3} Handy Package or Can Dispensers 


@ Big Convenience Baskets 
to reach “on top” storage 


ive you more Casy 


@ Automatic Temperature Control , pre-set to 
hold that “just right” temperature 








Chests that give 
you economy and 
convenience features 
for better living 


MODEL YH-16 
Net Storage Volume, 16 cu. ft.; Capacity, 560 Ibs 





Imperial chests with new 


convenience and capacity features 








IMPERIAL MODEL DI1I5H 
Net Storage Volume, 14.9 cu. ft.; Capacity, 522 Ibs 


Removable Storage Dividers separate the chest 
into sections for orderly storage ind extra con 
vetTnucnce i loading ind unloading 

Safti-Signal Lite 
are being maintained at the proper temperature 


show sata wlan « that foods 


Fast Freeze Fan Control lets you turn fan 
on for “twice as fast” blast freezing oft for 
regular “zero-cold” operation 

Key-Lock guards your precious foods 
Modern “Square” Appearance... blends perfectly 
in every kitchen 
$ Popular Colors 
gleaming white 


pink vellow een and 


at ap | 4 
= — 


MODEL YH-12 
Net Storage Volume, 12 cu. ft.; Capacity, 420 Ibs 


MODEL YH-20 
Net Storage Volume, 20 cu, ft.; Capacity, 700 Ibs 


Scientifically Spaced Freezing Coils around 
ill 4 itt ice surlaces 
lite-Seal Lid and Cabinet 
heat out 


keep cold iti and 
Laminated Gla , biber Insulation 


highly effi 


cient, will not pack down 


Dry Cabinet Construction sweating is elimi 


nated, moisture never forms on lid or cabinet 
Fast Freezing on each of the 7 interior sur 
faces, plus special fast-freezing compartment 

Convenience Baskets each hold 17 Ibs., make 
foods easy to find 
Automatic Control 


perature settings 


no need to fuss with tem 


Counterbalanced Lid 


opens at a touch of the 
handle and stays open 











tion of them going to college, this year’s enroll- 
ment of 3.2 million students is expected to reach 
1.0 million by 1960, and to be doubled by 1970. 

kor the next ten years out pi ivately supported 
colleges and universities must have an average 
of about $400 million a year above what they 
can be expected to collect from tuition fees, in- 
come from endowment funds, ete. 

This figure of $400 million does not include 
what is needed for new buildings and equip- 
ment. It also does not include help for tax-sup- 
ported schools above what they get from taxes, 
fees, ete. Business has given and will continue 
to give these schools substantial aid. Indeed, al- 
most 25%, of the financial help from business 
for our colleges and universities went to tax- 
upported chools in 1955, 

If aid from business met their needs for in- 
creased operating mcome, the privately Sup- 
ported colleges and universities would be given 
a decisive lift in performing successfully their 
part in our system of higher education. They 
would still have large needs of capital equip- 
ment buildings, dormitories, laboratories 
but help from other sources, such as that pro- 
vided by devoted alumni, where they are well 
organized, could be expected to go far toward 
meeting these needs. Also some companies pre- 


fer to concentrate on meeting needs of this type. 


What 1% of Profits Would Do 


But do business firms have the capacity 
to fill the gap in adequate operating in- 
come for our privately endowed colleges 
and universities without putting an ex- 
cessive financial burden on themselves? 
Those who have studied this capacity care- 
fully say that the answer clearly is yes. If, 
of its profits before taxes — last year an 
estimated $43 billion — business were to 


devote 1% to helping our privately en- 








dowed colleges, it would take care of 
present operating needs of about $350 
million a year. And the balance of $80 
million would be a big step in meeting 
their needs for new buildings and equip- 
ment, too, 

About one half of a 1%, contribution of this 
sort would, in effect, be made by the federal gov- 
ernment. Up to a limit of 5%., contributions of 
this type are exempt from the federal corporate 
income tax. For corporations with incomes 
above $25,000 per year this tax is 52%. 

It is clear that not all business firms are in 
shape to devote 1%) of their profits to aid to 
higher education, Even in this year of record- 
breaking prosperity, many of them will have no 
profits at all. But if business generally would 
take 1%, of pre-tax profits as a target or bench- 
mark for financial help to our privately en- 
dowed colleges and universities these institu- 
tions would again have sturdy financial 
foundations. 

Relatively this is a very small price to pay 
(1) to insure a continuing supply of competently 
trained young men and women and (2) to but- 
tress our freedom by assuring the successful 
survival of the privately supported sector of our 


system of higher education. 





This is one oO] @ series of editorials pre pared hy 
the McGraw-Hill Departme nt of Economics to 
help increase public knou le due and under 
standing o} umportant nationwide det elopments 
of particular concern to the business and pro 
fessional community served by our industrial 
and technical publications 

Permission is {re ely extended lo neu spaper S, 
groups or individuals to quote or reprint all or 


parts of the text 
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No wonder the major part of the 


vacuum industry has 


already chosen DAYFLEX hose 
Here's the proven hose that’s trouble-free . . 
Dayton Rubber 


genuine as original equip- 


ment . made by 


i company with a quality reputation for 


over 50 veal 


Daytl gives extra sales magic to any vacuum there's 
nothing like it. Here's the lighter, more flexible hose that 
ghtens and brightens housecleaning. Dayton engineers 


l L t hieved t handsome colorful plastic hose with a 





PATENTED 


lustrous sheen that’s easily cleaned with a damp rag. Avail- 


able in a wide 


range of decorator colors. 


for abrasion re 


Not only dos 


sistance and amazingly long service 


; Daytlex 


step up sales for those who use 


it in 
the vacuum field, but its unique qualities of strength, com- 
bined with flexibility, commend it for many other purposes 
Dayton Rubber invites your inquiry, and offers the assist 
ance of our engineering department in developing all uses 


of Daytlex Hose Writ 


full information! 


in all types of products today for 
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By the world’s largest makers of 


Its outstanding 











Built 


TO BEND 
“Me finge 
the greate 
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VACUUM CLEANER HOSE 


— thy vocw hose thet inches tho sob | 
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ayton Aubberx ; 
10) ) ) THE DAYTON RUBBER COMPANY - DAYTON, OHIO 
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... have cooperated 0 
i he 
, says MR. JOE ANDREWS, President, Redig 
‘% es ; and Appliance Corporation, Nashville. — 
. & ath 
“When we started in business twelve years ago, 
we chose CommerciaL Crepir PLAN because we 
thought it was the best plan available. We still 
~ think so. 


“Commercial Credit has been an important 
factor in our success. They have cooperated 
100% in handling floor plan as well as dealer 
paper. With their facilities we have sold many 
who otherwise could not have been sold. 


We're very grateful.” 


Commercial Credit dealers 
are successful dealers 





Write or call our nearest office for complete 





information on the benefits of COMMERCIAL 





Crepir PLan. Why not do it today? 








COMMERCIAL CREDIT CORPORATION 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 ... offices in principal 
cities of the United States and Canada. ™ 
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HIS ALREADY DOMINANT POSITION 
in the steadily growing room 
air conditioner industry and... 


NEW OPPORTUNITIES OFFERED HIM 
in the rapidly developing central 
cooling field explain the... 


Appliance 
Dealer’s 
Expanding 
Role in Air 
Conditioning 













text starts on next page b 


it’s Still 
A Hot Weather 
Business 


(Estimated retail sales of room air conditioners in 


monthly percentages) 


Source: Compilation MERCHAN 


DISING 


by ELECTRICAL 
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The Appliance Dealer’s Expanding Role in Air 


‘ill 


2 ali] ipphance madusts ind in parti 
| shear thie ipphan a ler ha be 


to take fresh look at the whole field 
f nditionim 
| th lealer oncerm 
ne the j I I n the room air con 
htioner Phen ome reason t feel that 
this product matures the dea own att 
tude toward it is undergoing radical change 
Phat accounts in part for the econd 
Oak the retailer is currently taking at ai 
onditioning But perhap even more im 
portant, the dealer is beginning to explore 
the po sibilities in central residential cooling 


In this he i 


manufacturer mo 


bemge joined hy i number ot 
t of whom ar 


to enlist th 


becoming 
mcrea ing! mxiouw 


the ce 


upport of 


cl 


Room Air Conditioners ...Where They’re Sold 


10 20 30 


Since we are dealing here with “attitude 
it is difficult to pinpoint any tangible evidenc 
of such a re-evaluation by dealer The ulti 
mate effects of such study may, however, have 

r-reaching effect 


THE ROOM AIR CONDITIONER 


whiat 


industry in the 


Consider, for « 


conditione 


h ippe ii d 


kample 


ist five yea! 
@ Sales have almost quadrupled 
© Residential saturation has multiplied six 


firm 


eA devree of 


nt im 


miaturit l becoming CVl 


in indust vhich has for vears been 


iticiz ad be mse of { 


mnmaturits 


(Unit sales per 1000) 


utility customers) 





New England 13 
Middle Atlantic 35 
East North Central 22 
West North Central 43 
South Atlantic 38 
East South Central 54 
West South Central 
Mountain 14 

Pacific 7 


United States (Total) 33 








Source 


68 


























Compiled by ELECTRICAL MERCHANDISING from reports received from 157 power companies 


key retailer in an industry in which he wa 
40) 50 60 10 80 90 100 once virtually an outsider. And, what most 
| important for the room air conditioner in 
| dustry—the appliance dealer lik the busi 
ne 
The Dealer's Attitude 
} + 
Such affection may not immediate] 
| ipparent. ‘Thi product has its d idvantage 
i highly seasonal sale pattern ne installa 
| tion headache ind a history of chaoti pri 
ing. Most ippliance dealers a more likel 
to dwell on these problem than on the posi 
| tive side of the busin But a stu t 
marketing dey lopment in th ist five year 
| makes it clear that the room an iditioner 
has become a verv nece il v1 nt of many 
| dealer busine 
lor one thing, air conditioner volume ha 
come into its own at a most fortunate time 
In 1956, for example, it helped take up the 
slack created by declines in refrigerator and 
I'V set sales. It is due to increasing volume 
in growth products that the appliance indus 
try has maintained its recent rate of growth 
FEBRUARY, 1957—ELECTRICAL MERCHANDISING 


Kach of these developments is important 
But for the appliance industri 
there | 
well be the 

Simply 


root all 


in particulat 
till another development which may 
significant of all 

n to thi the 
i full-fledged 
to be a 
But 
industry in the im 
little re 


most 


put, it comes cde 
conditioner has b 
thi 

less than world-shaking piece of new 
those 


mediate 


on 


appliance lo some may seem 


who were in the 


post-war years will need 


minder that the room air conditioner did not 
then have a status as a major appliance and 
that the industry itself was not sure that 


ippliance channels were the proper ones to 
be used in marketing thi 
consider that today 


ir conditioner ha 


new product In 
contrast 
l ba 1¢ 


l dll becom 


ippliance, an integral part of most full line 


the ippliance trade ha et the pact 

for a product which since 1946 has grown 

from a $10-million<dollar busin to a nearly 
half-billion-dollar industry 

(3) the appliance dealer has become the 


















































































































































Conditioning 


bulks large a 


om onditioner 

ne of the tastest cloping of thes rrowth 
oduct 

hen te the seasonal nature of the room 
i onditioner busine is not the complete 
ul which some think it to be Ihe fact 
that air conditioning volume pe iks at a time 
when other products (particularly ‘I'V) have 


i tendency to drag 


makes air conditioning 
busine more attractive than one might 
imagine at first glance. Some manufacturer 
feel that the volume provided by air condi 
tioning during the summer months makes it 


the dealer’s business 


makes 


in essential part of 
ictually 


It helps him rack up the dollar volume 


whether he money on it or 


not 


he must have to cover expenses each month,” 


On him 


manufacturer explain It carri¢ 
through the lean month 


re not what the 


, even though profits 


could be 


1, 
iWa 
What's the Future? 


Pethap most important room air condi 


tioner pro ide the dealer with a pecialty 
product in a growth stage by pit the 
tremendous ups and downs in the market 
in the past 10 year iles have increased in 
each i And almost every forecaster pr 
dict ntinuing growth for vears to come 
ken i themselve these forecasts of 
idusti il uigur well enough for the 
lian dea But the ie even mor 
mpre ¢ when one considers that 
1 cach succeceding year a larger and larger 
har f the total industry output seems to 
ld for residential installation, the market 
hich th pliance dealer dominates most 
pletely. 
tl p n dealer hare of the over 
irket h rown dramatically since the 
| iow dominates the retail end of 
the ro ur conditioner busine As the 
dustt market broadens into wider geo 
hic and social groups the appliance deal 
é hare may well continue to increas 
[he second of these developments is diffi 
se hart since even today there are few 
i tatist on just who sells what share 
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But the 


can provide ambitious forecasts 


of the ur conditioner market 


tatistician 


room 


which illustrate the first point—how the resi 





dential market is growing. ‘Take this forecast 
prepared by Middle West Service Co. last 
yeal 
7 % to 
Unit sales Residential 

Year millions Customers 

1956 1.420 67.0 

1957 1.580 72.0 

1958 1.770 75.0 

1959 1.990 77.0 

1960 2,250 78.0 

1961 2.540 79.0 

1962 2.860 80.0 

1963 3.200 81.0 

1964 3.590 82.0 

1965 4.000 83.0 


Hotpoint has also prepared ten-year fore 
casts and breaks each year’s projections down 


into three categori residential net addi 
tions, non-residential net additions and r 
placements. This survey shows that 73 per 


cent of 1956 sales represented residential net 
will 
grow to 76 percent by 1961, then return to 
1966. The non-residential 
net addition percentage for 1956 was 26 

percent and this is expected to fall steadily 
to 12.9 percent in 1966 


naturally will account for a bigger and bigger 


additions and predicts that this figure 


73.] percent by 


Replacements quite 


share of the market, increasing from less than 
one percent today to 14 percent by 1966 
(Dealers responding to Er ecrricar, Mer 
CHANDISING'S annual replacement and trade-in 
late last 


urves year indicated that 96 per 
cent of current sales were made to homes not 
ilready owning such a unit. ‘Twelve percent 
of the dealers said the iccepted trade-ins on 


but track involved 
1.5 percent of sale 
Hotpoint forecast 
the 
million in 
1966 


room air conditioner § wer 


ill onl 
[he 
hipments to pa 
1959, hit three 
3.9 million in Saturation will 
today’s 7.6 percent to 16.4 percent in 
1960 and 30 percent in 1966 
tern is forecast by Middl 
These call for a 
percent in 1960 and 


A somewhat 


call 


million 


for industri 


two mark in 


962 and ipproach 
move 
from 
\ similar pat 
West Service 

ituration of 16.. 
+ percent in 1965 


hg ure 


more conservative estimate 


comes from Carner president Cloud W amp 
ler. He says that retail sales in 1961 will 
reach 2,150,000 and by 1966 will have 


Continued on page 120) 
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The Residential Market for 
Room Units...Where It’s Going 























Sources: 1947-57; Actual-ELECTRICAL MERCHANDISING 
1958-67; Forecasts by Hotpoint and Middle 
West Service Co 
ACTUAL 
Number of 
As of Homes With Percent 
Jan. 1. (000) Saturation 
1947 58 0.2% 
1948 . ae “02 
1949 an “03 
1950 “wt ea 
1951 2 06 
1952 oom 
1953 a ses 
1954 1150 | 26 
1955 1800 “a= 
1956 2585 e+: 
1957 3600 Th 
. ae © Bands 
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Forty-five air conditioners, all hooked up for demonstration, 
are on display all through the year at Freeway 
Appliances, Los Angeles. For partners Ben Zelonka 
and Morrie Markoff the display is part of an all- 


year campaign that is 


CRACKING THE 
TOUGHEST AIR 
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By HOWARD J. EMERSON to see if there was a way we could get into California. Hear about those air conditione 


room air conditioning and make money at Would have been just the thing for thos 
it,” Zelonka comments. “When we went terrible hot nights back in New York (lowa 
back into the business we knew what we had Ohio, etc.) Glad we're away from all that.’ 
“yp EN Zelonka and Morne Markoff went been doing wrong before, we knew what out Until about the fourth day of a 110-deg, spell 
B out of the room air conditioner business competitors were still doing wrong, and we the average dealer was just about as apathety 
in 1952—three vears before becoming had a completely different approach to th« to room air conditioners—then he would be 
the largest volume retailers of room air con business. So far it has paid off nicely and we ‘phoning every distributor in town to get a 
ditioners in the nation’s second largest market till have a long way to go.” few units for the prospects lined up at his 
irea, metropolitan Los Angeles, with a vol Ben and Morrie were only two of hundred: counter, and the distributors, never much 
; ume in excess of $750,000 for the 1955-5¢ of dealers in southern California who had more enthusiastic, were ‘phoning Phoenix and 
eason found that the air conditioning boom in th« Dallas for air shipments. With business keyed 
Their concern, freeway Appliances, went carly 50's, which sent prospects to buy room to hot spells and jittered by dumps from the 
. from a loss to a profit in room air condition units from sidewalk stocks in the East and ast, the market was profitable to very few 
ing becaus while we were losing mone Midwest, didn’t materialize in southern Cali dealers 
on it, we knew that we were in a_ busine fornia, Potential prospects in the Los Angele When Freeway went back into the room air 
vith a billion-dollar potential. So we quit the basin continued to sweat and swelter, to wip conditioner business in that market, propre 
business for whil vs Markoff Wi 1 brow and peer through smog-irritated eve tors Zelonka and Markoff had decided that 
vanted time to learn more about the busin« at a neighbor and comment “ bov, best two factors were evident and must guide theu 
ind to look at every angle of this crazy market day of our lives when we decided to move to future in the business 


CONDITIONER MARKET 


1. Until refrigerated room air conditione: 








were an “accepted” appliance—until satura 





tion had reached a point where they would 





no longer be a novelty, and until nearly ever 





one had been exposed to their value in the 





home—a dealer could not build a volume at 








1 profit through simple methods of in-season 





display and promotion, 





) 


2. Until this new appliance was accepted 








l'reeway would have to build volume through 








in organized all-year program. Basically, thi 





mer handising approac h, now in its third year 





of success, includes 











i. Investment in an all-year inventory, with 














irry-over’ a help instead of the catastrophi 
it is to the in-season dealer. 











b. Off-season promotion and development 





of the commercial and professional market 








for room air conditioners, using a special) 
trained field survey staff 











In-season promotion designed primarily 





to reach pre old prospect: those families in 








fluenced to the point of purcl ise by national 





idvertising 








d. In-season promotion designed to reach 








those homes where room units are an at 











epted, if not yet purchased ipphance thie 











friends, relatives and neighbors of those who 











have purchased air conditioners from Free 












e. Investment in a store display that would 
enable the oncern to satisfy the hopping 




















needs of any of the above prospects—the larg 





t working display of room air conditioners 
in the Far West, if not in the whole country 
How Ben Zelonka and Morrie Markoff 


made this program produce $750,000 in room 


























ur conditioner volume during 1955-56 is 

















tudied in words and pictures on the following 








p ives 
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NEIGHBORHOOD STORE might have been destiny 
of Freeway Appliance if owners hadn’‘t devised 
successful merchandising program attracting 
customers from an area larger than four New 
England states. Store is being doubled in size 





MOTEL | 
KITCHEN APARTMENTS 


MBSE 
Ri Ak 

























QUANTITY SALES off season to motels and build 
ers have become big business since Freeway 
went all-year in air conditioning. Seventeen 
Emerson room units were sold to this motel on 
famous Sunset Strip —also 17 Emerson TV's 


INVENTORY is key to reaching this off season 
market profitably. Below is one-quarter of 
Freeway’s December 1956 stock. Carryover of 
good buys and end-of-season distributor clear 
ances put Freeway in strong competitive pos 
tion when most dealers must bid jobs at begin 


ning of-season prices 


OFF SEASON: | reewavy 


CRACKING THE TOUGHEST AIR CONDITIONING MARKET (continued) 





“aches those 


who cool for profit 


 & their new campaign to build volume in 
room alt onditioning, 7A lonka ind Mark 
off looked first tor a way to pr id the busi 


over the year to a greater degree than it 


then existed for most dealer They knew 
that the more level the yearly sales curve, 
the lower their cost of doing business in re 


lation to volume 

So from a study of their own sizeable, if 
not profitable past sale record, from national 
tuche ind from their own knowledge of 
nearby, long established air conditioning mat 
ets in Nevada and Arizona, the 
the potential in off-season sales to commercial 
nd professional establishment And they 

isoned that if it were likely to take a few 


recognized 


ears for southern Californians to recognize 
1 advance of a hot spell, the comfort- Nite 
of air conditionimn thi ould turn thei 
efforts toward a sclect group vho could be 


made to recognize the cash-value of air con 
ditioning im an eason 

Beginning in January 1955, Freeway began 

direct mail campaign directed to individual 
doctors as well as the many hundreds of med 
ical centers where groups of doctor jon 
together in operating a private clini 

I'hese letters to the medical profession—a 
many as 20,000 have been sent in a season 
using lists including dentists 
ct as well as M.D.’s—stressed the competi 


tive reasons for air conditioning offices, labo 


chiropractor 


ratories and waiting rooms indirectly through 
featuring the comfort value for patients and 
And of course, the lette: 
included mention of the room air condition 
ibility to control the smog problem that 


more of 1 problem to southern Californian 


technical assistant: 


than is heat 

During these same months, Freeway sent 
other mailers—usually a form letter attached 
to several line folders, to special lists of small 
businessmen in office tores, etc. A similar 
iles story sought their busine in advance of 
the coming of hot weather, with stress on 
the competitive necessity of providing comfort 
for customers, the economic value of provid 
ng an efhcient atmo phere for employee a 
well as an ippe il to the prospect own «de 
res for comfort at work 

A third campaign was put into effect bi 
l'reeway—this one aimed at the motels that 
have mushroomed by the thousands in south 
ern California [his potential market 1 
reached not only by direct mail and personal 
contact, but also through reaching the archi 
tects who design the new project 

These three campaigns for off-season busi 
ness were started by Freeway only after Z« 
lonka and Markoff had prepared the concern 
to handle this specialized business. ‘The mail 
ngs to the medical profession, the commer 
cial establishments and the motel group all 
included a return postcard to make it eas\ 


for the prospect to do something right away 
Ihe postcard asked Freeway to arrange an 
ippointment for the Freeway engineers to 
visit the prospect to surve\ the premise and 
discuss the type of room air conditioners that 
ould best provide the prospect with “maxi 
mum comforts consistent with low cost 

Although anv of the seven men on the 
l'reeway sales and management staff can han 
dle these surveys, the concern keeps two men 
on just that work during January-March. In 
the beginning, Zelonka and Markoff tried 
charging a small fee for the survey with th 
charge rebated if the prospect bought. It 
didn’t work, so they quickly changed to offer 
ing a free survey. In spite of what appears to 
be a high cost for this work during the Janu 
iry-March period of the mailings, the sal 
more than justify it Most sales to thes 
markets are in heavs capacity unit that still 
carry a good proht even at competitive prices.) 
Ilowever, the cost of the urveys can't be 
charged correctly to just those three month 
because the results continue to show throug! 
until late summer 

lo be able to handle this 


eason business in room air conditioner 


specialized off 


l'reeway has to be ready with inventor 
When they went back into the air condition 
7elonka and Markoff decided 


that an all-year inventory would be an ad 


ing busine 


vantage—if the stock was purchased at the 
right price. They had witnessed that most 
dealers didn’t buy at the right price because 
they wouldn’t buy at the rmght time. Ben 
ind Morrie apparently will buy air condition 
ers at anytime of the year, if the price is right 
figuring that the cost of carrying the stock 1 
less than the difference in what they're pay 
ing and what they would have to pay when 
other dealers are buying. It is not unusual to 
find the Freeway warehouse with more than 
500 room units in the middle of November 

l‘reeway is making this inventory pay off 
Not only is it the basis for much of the in 
eason promotion, as will be explained later, 
but it enables the concern to handle imm« 
diate delivery on orders from the professional 
id commercial market, without fear of lo 
ing orders to competition should the prospect 
decide to shop around after Freeway has 
made its survey and quoted a price 

Many dealers will ippreciate the advantag 
this full inventory gives Freeway when it cam 
paigns for the motel market. Because order 
in this market run from 5 to 50 room air con 
ditioners on one ticket, it has become pretty 
much the province of the distributors for di 
rect selling. However, Freeway has changed 
the picture somewhat in the Los Angeles area 
By buying up distributors’ “dumps’’ at quan 
tity clearance prices during early fall, Freeway 


can bid many motel jobs at prices below any- 


thing a distributor is willing to meet 








ITH a sizeable business 


W 


iq reeway see ‘ks 





prospects 


presold on cooling for comfort 


ck ve loped li 


the commercial and professional mat 
kets during the off-season, Freeway is m a 
trong position to go after the in-season busi 


that extends from April through August 


th outhern California market. It has 
taff organized and in action, its di play 
t ind working, and it need not worr 


bout building inventory 


pe ik price 


But, when the room air conditioning sea 
tarts—at least when the weather read 
f t the public—lreeway has no intention 
ot | ng its merchandising on a general ef 
fort t onvince non-believers that room cool 
isan ity for the famuil comfort and 
health. Zelonka and Markoff tried that and 
into a stone wall during their first 

t vith room unit 
\ll in-season promotion by Freeway is d 
d to that small percentage of thi publi 
itly being pre-sold on room ai 
ditioning through exposure to national ac 
ti in magazine ind ‘TV or throug! 
nce with room cooling in a neighbor 


Vk lonk i 


mong the nearly fi 


home ind 


Markoff feel 


million people im 


the Los Angeles metropolitan market, several 

lred are being convinced cach week that 

t hould at least look into the idea of 
! i room air conditioner 

Advertising is Different 

ipproach require different method 

of rtising than that normally used by 

in the prawling Los Angeles basin 
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PRICE AND SELECTION ore the 
get results for 
air conditioning season has 

nN metropolitan 
850,000 families 
appeal to few hundred or more 
sold each 


result of 


tionir g as 


advertising 






ELECTRICAL 


Freeway Appliance 
started. Advertis 
newspape 
to get price and selection 
who become 
week on need for room air condi 
manufacturers 


799 now 
449 now 
JAS now 
49 now 
119 now 
353 now 
199 now 





appeals 
after 


that 
the 


r reaching 


national 
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EARLY BUYING in large quantities replenishes Freeway’s stock depleted by off-season sales, 
concern for tie ins with manufacturer and distributor campaigns 
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prepares 
Carrier's room air conditioner man 


ager, Wm. C. Egan, loads company’s first 1957 carload shipment to West Coast—bound for Freeway 


vhere efforts are usually concentrated on a 
primary market in a radius of two or three 
miles from the stor l’o reach thi primary 
market, the average dealer uses one of the 


ind ful neighborhood news 


many large Tee 

paper lo get its message on room ail con 
ditioners to the few hundred ummediate pros 
pect being pre old each week, Freeway use 
the Los Angeles Sunday Times which reache 


O,000 tamiles im counties of southern 
Cahfornia 


( oupl d 


phitie 


ith the metropolitan newspaper 


idvertising 3 i schedule on both radio and 


1'V. Both are used only in-season, designed to 

get immediat ction from a profitable cv 
of the ma iudience they reach 
Price Gets Attention 

This ma ippl wach requir i well-defined 

at thi a ot ippe ihnng to the pre old pro 

pect lb reeway has found that nothing but 


nothing has mor ippeal initially to the pr 
pect than price Other factor 


but to get a 


old pros] enter 
nto the final sale 

old 
ind Melrose, or to get them to 
Ben ind Morrie 
omfort 1 heaper than 
week pecial 
vith 


good hare ot 


the pre ts down to the corner of 


Vermont 


prospr 
| 

end 

admit 


order by mail 


their 


im an 
that logan 
ou think ( 


listing 6 to 10 name brand 


oupled vith 


regular and 


1957 


effective method 
old pro pect 


I ido Ol ‘| \ 


now price is the most 


of interesting the pre whether 


they are reached by new 


papel 
Of course, breewas ibility to attract pro 
pects with very competitive prices is based 


igain on the concern’s willingn to buy dis 


tributors’ clearances and hold them over, also 


to buy current stock in quantities that give 
them a compe titive advantage over the dealer 
vho is trying to ride through the season with 
pure hases of ¢ 10 units at a time 

W hil price 1s the major im-season appeal 
used by Ireeway, once the prospect is in the 
tore he is « «posed to a omprehensive a pro 
gram Of selling as can be witnessed anywhere 
in the county 

Prospects visiting I'reeway don't make s 
lections from ton I hi ie taken to 


the largest room ai con 
ditione! in the West po ib] the largest 


retail store in the 


yvorking di pla of 
display in an nation, In 


cason, up to t onditioners are di 


POM AIT ¢ 
played and working. ‘Thirty-three are set along 
one vall ( ich ill i niche under eight back 
lighted panels which present individual stories 
on the value and use of room ai conditioning 
Almost every major brand ji represented in 

regular and deluxe model 
While they have turned to ecking only 


pre old prospect ind reach them through 


MORE> 








PAGE 














How l'reeway sells 
IN THE STORE 


CRACKING THE TOUGHEST AIR 
CONDITIONING MARKET continued 


price ippeal, Zclonka and Markoff refuse to 
give up selling. Each prospect at l’reeway is 
educated.” He i hown with cut-away 
models just how a refrigeration-type room ait 
conditioner work He is told what it doc 

ind what it can’t do in the home. He is 
hown why it has to be the right size for the 
room, He hown from the display the differ 
ences in models, told what the extra feature: 
of deluxe models will do. Often, says Zelonka 
it may take an hour to go through the routine 

And then the 
leader model, “But it pays off in the end,” he 


istomer may leave with the 
i because the customer knows what he 

familiar with how it 
ork He will be mor itished with it and 
he will recommend Freeway when he talks to 
myone about room cooler We 
few ‘shoppers’ back here who tell us the 


went to a couple of other dealers and found 


ha pul ha ed nd hie 
get quite i 


that the dealers didn’t know anything about 


ur conditionin 


lt reewa lesmen go to great pains to tn 
to sell the right capacity for the job the cu 
tomer mts done Pro pect ire asked to 
draw a sketch of the room. indicating size 
door vindow ill exposure, etc. rom thi 
information th ilesmman recommends the 
ize unit needed noving up i it is a border 
line decision, Markoff claumns that it is bett 
to turn down a sale than let a customer take 
1 unit obviously too small for the job Ih 
dealer loses in the lon un hye i hiven 
when the ustomer insists on a unit that’ 
too small, and told that it is too small when 
he takes it, he is going to be mad at the deal 
when it won't cool th m properly. It will 
mean a lot of expensive ervice calls and 
mavbe an exchange to vet the guv straight 
ened out. hat f the dealer wants to mak 
i satished custom If he tells the fellow 
look ou wanted the 4-hp cooler becau 
it is the che ipest—w howed you that onl 


1 3 would barely do the job and a one-hp 
would be better. You can go sweat it out 
then the dealer will have an enemy that will 
run all over town claiming the dealer is a Vv] 
irtist. It is better to lose the sale and avoid 
ill the trouble Llowever, we've found that 
our idea of taking time to educate the pro 


pect, realli how him how air conditionin 

orks, will convince almost everyone that iti 
the room that determines the size of the 
cooler, not the pur haser. When we get that 
idea acro price enter only in mnpann 
brand to brand or in deciding what delux 


feature th ustomer n afford.’ 
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conditioners, they 


TO i bt wens 





SALES HELP is available on the floor, not only to take the order, but as above to help 
prospect find model to fit unusually narrow window opening or other special condi- 
tion. Salesman offers to survey home if necessary. 


When Zelonka and Markoff started thei 
ill-year merchandising program for room ai 
put a service department 
ind a parts stock high on the required list 
hey had enough experience with the air con 
had sold to know that ability 


itistactory servic 


ditioners they 
to provide immediate and 
is much more import int in building good will 
for the air conditioner dealer than it is fo 
the dealer in washing machines, etc. ‘They 
knew that the would have to be able to 


iandle a large volume of service at one time 


en if some of the ervicemen had to sit 
round durin ool spell They had tound 
that, at least during the early days of room 


ur conditioning in Los Angeles, they couldn't 
ely on most of the factory service agencies t 
ide the service they needed to build then 
putation. ‘The felt that most factory serv 
red to routing schedules and te 

perating cost formulas instead of to the cu 
So Free 

consists of 


home need for immediate service 


built 1 department that m 
four men and two truck 
| n with this service d partment l'reewa 


ound itself stvmed in giving customer ser 


e | use of an inadequate upply of re 
lacement parts in the Los Angeles distnb 
utor hip You int convince a istomel 
that you are a good dealer interested in the 


hould 


recommended to his friends when you have 


ustomel! welfare and the type that 


to keep him sweating through a couple of 
vecks of hot weather while the distributor 
ders a mall part from the factory,” Zelonka 
poimts out So we began to build a rather 


hie iV' part 


inventory of our own—a lot big 


hould have to 
uppls is much better 


er than a servicing dealer 


inrv. Now the part 
but there are still many times during the hot 


l'reeway gets during the first vear result from 
mistakes the customer makes in installing the 
unit. ““he customer makes the mistake, but 
he blames the unit and us for selling it to 
him,” comments Markoff. “So we go out and 
help him, correct his mistakes, and make a 
good friend who'll tell ali his friends how 
cool and comfortable he is because he had 
ense enough to deal with Freeway Appli 
ince.” This problem is one that is increasing 
in importance because during 1956 nearh 
35 percent of the room air conditioners sold 
by Freeway were installed by the customer 
Ben and Morris have continued to try to 
ivoid these installation and service problem 
but they are faced with a rising trend of cash 
ind carry buying of appliances of all kind 
in the Los Angele rea 
offers the customer one year’s free service if 
the unit is brought to the store. Then at the 


time of each sale, the Freeway salesman tric 


The Freeway poli 


to sell both an installation contract and a ser 
I'he concern charges for deliver 
ind installation, $19.50 for a standard doubk 


hung window, $29.50 for a casement window 


ic poli \ 


1.50 for a wall job. The service contract 
$7.00 for 4-hp, $8.50 for 4-hp 
510.00 for 3-hp, $12.00 for 1-hp, $15.00 for 


| 4-hp 


per year 1 


Follow Up Pays Dividends 


I'reeway’s long range plans for merchandi: 
ing room air conditioners is not predicated on 
picking off only their share of the few hun 
dred people converted each week to the need 
for air conditioning. Ben and Morrie are look 
ing already toward the replacement market 
vhich is not too many vears ahead, and their 
izeable investment in service is designed t 


keep them in touch with the thousands whx 


eather when other dealer me to us fe have bought room units from them. Thev ar 

irt ind some of them were sent by the dis looking now at the second and third sale to 

tributor.” the homes where they now have one unit 

\t ist 50 percent of the rvice il] old—believing fully that a rve percentage 
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CASH AND CARRY accounts for 85 percent of the sales made by Freeway in the SKETCHES are requested from many store customers so Freeway salesman can 
store. Above customer couldn’t get RCA-Whirlpool unit in trunk with his fabric determine correct capacity. Prospect is asked to put in windows, doors, 
amples, ended paying Freeway $5 for delivery by common carrier. indicate exposure of all outside walls, etc 





THROUGH SURVEYS 





- 
- 


——— ee 





i. coed. mtn” 


ENGINEERING a room air conditioner to the specific needs of the prospect is the driveway (left) and (right) shows how a certain model can be suitably installed 
first step for Freeway’s salesmen when a couple like the above ask for survey by cutting into only one of casement windows. Clipsheet contains all of the 
in response to store’s advertising appeal or on referral of a previous Freeway data he has taken in measuring room, exposure, etc., to figure total capacity 


Cri 


customer. Salesman shows prospects existing problem of unit extending over needed 


MORE> 
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CRACKING THE TOUGHEST AIR CONDITIONER MARKET (continued) 


of the homes in southern California will not 
vo to central air conditioning because the y 
ie heated with floor or wall gas furnaces 
without duct system 

Already, Freeway is making its past sales 
pay off. At the beginning of the air condi 
honing season, when it starts its new paper, 
idio and ‘TV advertising, the store sends a 
mailing to all who have bought a room air 
onditioner from Freeway. ‘The offer men 


tions that it is the beginning of the season 


vith a pite h for Freewa' 
ind then omer ! VYCal uppl 


e department, 


f filters or a 


shown right location, model and installation data, and priced to fit 


their budget 


76 


SALES in the home are frequent for Freeway on survey calls. Most 
prospects were pre-sold on cooling before calling, only needed to be 


FEATURES are easily compared at Freeway’s display. Here prospects are 
shown differences in two Mitchell models. Capacity has been decided 


special thermometer to the customer for pro- 
ducing a lead that turns into a sale. This de- 
velopment of referrals is a profitable business. 

When the proprietors of Freeway Appli- 
ince started an all-year program to sell room 
ur conditioners, and turned to broad adver 
tising media to get their message to pre-sold 
prospects, they got themselves into a busine 
they weren’t planning on but which they ar 
cnjoying and now exploiting mail order, and 
out of state sales 

Vinding that with its new program provid- 


ing a large stock and wide variety during the 








conditioner works. 


——— 


FEBRUARY, 








winter months, and its special purchases giv 


ing it a strong competitive position, Freewa' 
could compete with local and long estab 
lished dealers in remote areas. So Ben and 
Morrie latched onto a good thing—this year 
they obtained a list of 15,000 prospects in 
outhern Nevada and sent a direct mail piece 
So, the boys that once went out of the 
room air conditioning business because it 
not profitable have returned with a program 
that ha put them far ahead of most of the 
industry in a market area that has a billion 
dollar potential End 


COMPLETE SELLING job is carried through if prospects want to follow 
survey with trip to Freeway’s store display. Salesman begins with 
education job using demonstrator to show exactly how a room air 


HUTT WM 


firmly by the survey, their only choice following this is between various 
brands and in selecting extra features desired 
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YEAR-ROUND FAN PROMOTION 
BOOSTS HOT WEATHER VOLUME 


Fan advertising begins to break in late February at the Gilchrist Co. in Boston, 


Mass., and there’s no let-up until late fall clearance sales have been completed 








IMPORTANT PART OF OFF-SEASON fan program at Gilchrist Co. is selection of lines EARLY SELLING EFFORT last year at Gilchrist Co. was this 
and promotional models to be stocked during year. Buyer Bernard Slavin poses here “May Days” window. Company uses displays at all the 
with representative models of his fan stock. store's branches as part of its fan selling program 


NAN ) hot veather busin framework of the ( n-outlet department With his basi equircment ned and 
4 I hat the retailer traditional reactioy t operate i caled each year, Slavin rclaxe mad hop 


t at ar rate And if 1 reaction the show. He not model tyles and 
h Bernard Sla | vith one it Starts in January colors, deciding what fans te pi } up im late 
tion N hall the Gulchnst fan program be months if they should become local] vail 
S n uyer of small applian is to take shape each year at the Januar ible at good lot-price ind what to idestep 
h val id kitchen furniture for the Gil Ilousewa Show in Chicago. ‘There, Slavin Back he goes to Boston, where he bu 
hrist Companv in Boston. agr that heat hops tireless] earching for a promotionalh Gilchrist’s prestige fan line, General Eleetri 
th talyst which make inv fan selling d window fan on which to pivot the en from a local jyobbe Though Slavin stocl 
formula k. But he knows from experienc ti | m. Ideall he wants a two-mode] the full GIs line, he leans heaviest on tw 
that r in} tended and in that can be sold profitably at about ) vindow models—a 20-inch exhaust fan and 
f t i irefull Inappe ut t th th t ustihied | in i 2Z0-anch electrically reversible unit Ketayl 
ned to get tans off and runnin casily demonstrat reat or tw pri ed at about 4) ind $49.95 resp 
t ter and to keep them on the m | I ir, he found the pertect pair; two tively, these will fit into the store pro i 
nd into early fal Linch window vit one an exhaust-onl is SIO clhup from the tw hanch 
S has its limitation ith nod hich h ild ret tag the fiona nad fans he f id at Chica 
S t ( the best ly trical ible id salabl t : 
; plan from being a eae np fo He bought 400 Selling in February 
He points to what happened in Hh econd annual buying target at the Late m bebruar ill Gilchrist store 
New | nglan last ir t how how weath how 1 in even chi iper pre motional window eadied for the immual March Housewa 
t fan un fan, a traffic-builder whose retail is rock Sale. Slavin sends skeleton fan stocks from 
But vhat happened ist ir doesn t change bottom to begin with, and even at that can the huge Gilchrist warehouse to the main 
Slavin belief in the 1 nportan of an al be conveniently footb d a few dollar tore in Boston and to the suburban branche 
t und selling program on fan vhen a fast ure drav necded At the in the neighboring cities of (unin trockton 
Gilchrist’s program is administered by hom 1956 show, Slavin located a 10-nch man bramingham, Medford and Waltham 
furnishings di nal merchandise manage ually reversible fan that filled this particular Running from the last week im Februar 
Da Ma d Slavin orkin free bill. He ordered 200, to ll! for from $16.99 through March, this sale marks the kickoff 
vith thi tandard = promotional! vn to $13.4 Continued on page | 
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DESPITE POOR WEATHER... 


Fans Stage a Comeback 


Despite the absence of a sustained heat wave in 1956, unit 


sales better 1955 totals by more than a million and come 


near equalling the record set in 1954. Roll-arounds and win- 


dow and kitchen ventilating models show the biggest gains 


| 


nm spite ot potty unfavorable veather 
throughout the 1956 fan season, overall 
fan industry totals reached 6,590,000 
units, exceeding 1955 volume by well over a 
million units and almost equalling the record 
vear of 1954 when 6,880,000 units were sold 
Pre-season buying, we are told, was good 
Early hot weather, however, which occurred 
only in the North and East, was of too short 
duration. ‘True, this early but short 30-day 
June heat wave depleted most distributor 
stock to a point where the re-ordered im 
large quantiti because thi ummer wa 
young llowever, the heat passed a quickl 
as it arrived, and the balance of the summer 
was cool Result: considerable quantity of 
fan stocks wer imied over by distributor 
r peciall in the rth and the last Tin the 
rest of the country summer heat came too lat 
and passed too quickl here was no su 
tained heat wave anywhere in 195¢ 
Geograph illy, the strongest 1956 market 
were the astern seaboard, down through 
llorida upper Midwest and lower West 
Coast Specifically, Chicago, Philadelphia 
Washington, New York and the New Eng 
land States in about that order he North 
east is also said to have had one of its best 


The 


Midwest and Southeast 


including the 


Central Plains didn’t have sufficient night 
ind day temperatures to build interesting 
olume Also disappointing was the Pacifi 
Coast area, which normally gets fan weather 
in September and October This did not 


take plac 


As usual 


iles table i 


mon} 
bracket 


KNOWN Six 


e in 1956 
Sales by Types 


our accompanying two-year fan 
broken down by the most com 
ittic, desk 


kitchen ventilating, window 


categories ind 


sock 


ha 


ind portable roll-around 


( omparing 
that 


how 
port ible 
19 


iilh ¢ 


howed 


the other hand 
held their own with a drop of only 
from 1955 


Cl 


pr reent 


195 
occurred in (1 
ihead of 


ventilating, (53.5 percent 


1956 unit volume with 
greatest increases 
roll-arounds (63.6 percent 

vindow 
1955 kitchen ventilating fan 

of 1955 Hassoc} 
t declines (46 percent 


desk and bracket fan 


ihead 
great 
ilmost 
5 per ent 


ile 


Window Fans 


\ look at the same two-year table depict 


progre S 





of window fans as they capture 


On 


By ANNA A. NOONE 


fan classifications are 
installed 
reversible 


Included in window 
of tvles 
manually and 


1 variety permanently 
electrically 

portable snap-in-snap-out models that feature 
The { 
snap-in portables are frequently referred to as 
“utility’ or “turn-abouts.’ 
They can be converted quickly to many us 


units, 


manual and electrical reversibility. 


“all-purpose”, 
in the home. Usually they have convenient 
handles to implement their utility and porta 
bility, and their box-like design makes them 


equally suitable for all fan 
‘here appears to be a trend toward portabl 


requirement 


away from the installed type window fan 
Ihe 
portable fan has many advantages over a fan 
there 


consumer seems to appreciate that a 


which is fastened in the window and i 
fore 


Last, but not least, are the twin-fan window 


immobile 


models, particularly suitable for casement-typ 
ot 


using them 


windows. <A _ large majority twin-fan 
buyers, however, are reported a 
in regular sash window 


In addition to electrical reversibility, 1956 


window fans feature such advantages a 
3-speeds; retractable handles; pushbutton 
controls; automatic thermostats; safety light 
ind detachable panels All these feature 
we are told, have intrigued buyers and en 
hanced sales tremendoush 

Most manufacturers, distributors, and 
dealers participating in this market study 
concede that the 20-inch window fan  siz« 

most popular—“‘the top seller.” However, 
1 few important brand makers say their 
biggest volume was in the 18-inch size. 


And a breakdown of window fan sales by 





fan year larger percent of the fan total each year. Continued on page 136) 
Table 1 — WINDOW FAN SALES, BY SIZES Table 2 — WINDOW FAN SALES, BY PRICES 
1956 1955 1956 1955 
‘ of % of % of % of % Change 
Units Total Units Total . . Units Total Units Total ‘56 vs. ‘55 
List Price . 
Under $ 20 |} 
17” & Under 12,500 6.2 23,514 7.8 $ 20—$ 40 | 292-920 36.2 245,899 29.0 +104.5 
18” 21’ 112,000 55.7 174,360 58.1 $ 40 $ 60 545,423 39.3 216,481 25.5 #1519 
99” _ 97” 68 000 33.9 96,895 32.3 $ 60—$ 80 296,513 21.4 348,223 41.0 — 14.8 
‘ ‘ $ 80 $100 } 
28” & Ove 8,500 A. 5,279 1.8 
ver a 2 a $100 & Over { 43,543 3.1 38,660 4.5 + 12.6 
201,000 100.0 300,048 100.0 1,388,399 100.0 849,263 100.0 + 63.5 
Members of Air Mov y,and ( iif 1g Association, Residental Fan Div NEMA Members Only Not Industry 
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HOW 1956 FAN SALES... 














































































































DESK AND KITCHEN WINDOW PORTABLE 
ATTIC BRACKET HASSOCK =| VENTILATING | VENTILATING | ROLL-ABOUTS | Att TYPES 
: oa 4te BS Rg oy See 
UNITS 110,000 2,400,000 135,000 1,150,000 2,525,000 270,000 6,590,000 
dora 17 36.4 2.0 17.5 38.3 4.1 100.0 
ae $125.00 $19.95 $49.50 $34.95 $47.50 $67.00 $37.40 
we OLN Ot) os alle ool a NS - 
_ RETAIL | $13,750,000 | $47,850,000 | $6,682,000 | $40,192,000 | $119,937,000 | $18,090,000 | $246,501,000 
_ % OF 5.6 19.4 2.7 16.3 48.7 ps DOO 5 
‘TOTAL ’ we Baca gt nda |r 
COMPARED WITH 1955 LEVELS... 
DESK AND KITCHEN WINDOW PORTABLE 
a Bracket | HASSOCK | VenTiLATING | VENTILATING | ROLL-ABOUTS | Att TYPES 
UNITS 140,000 2,525,000 250,000 860,000 1,645,000 165,000 5,585,000 
lives 2.5 45.2 4.5 15.4 29.5 2.9 1000 
i $125.00 $19.95 $41.86 $35.00 $49.95 $77.50 $36.42 
wpe: $17,500,000 | $50,373,000 | $10,464,000 | $30,100,000 | $82,168,000 | $12,787,000 | $203,392,000 
% OF 8.6 24.8 5.1 14.8 40.4 6.3 100.0. 
TOTAL P 4 . ° . ‘ | “ adie ¢ 
THAT’S A PERCENTAGE CHANGE OF... 
DESK AND KITCHEN WINDOW PORTABLE 
ATTIC BRACKET HASSOCK | VENTILATING | VENTILATING | ROLL-ABOUTS | Att TYPES 
IN UNITS —21.4 —~5.0 —46.0 +337 +535 +63.6 +18.0 
- pou ae -*=21.4 —5.0 —36.1 +33.5 +46.0_ EM ST hak | ae 
& ’ ; f " s-8 a ee ee a al = 
Table 3 — DESK-BRACKET-PEDESTAL FAN SALES, Table 4 — DESK-BRACKET-PEDESTAL FAN SALES, 
BY SIZES (16 Inches and Under) BY PRICES (16 Inches and Under) 
1956 1955 1956 1955 
% of % of e e 
Units Total Units Total Units oa Units the 
12” and Smaller, List Price — -- 
Non-Osc. A.C. 582,170 35.7 304,000 22.3 Under $20 1,019,846 61.3 708,082 50.4 
10” and Smaller, 
Osc. A.C, & D.C. 493,048 30.2 508,568 37.3 $20 — $40 452,968 27.3 499,643 35.5 
12” Osc., A.C. & D.C, 372,017 22.8 365,978 26.9 Over $0 190,059 11.4 198,161 14.1 
16” Osc., A.C. & D.C. 184,404 11.3 183,621 13.5 a ' 
1,631,639 100.0 1,362,167 100.0 1,662,673 100.0 1,405,886 100.0 
NEMA Members Only Not Industry (NEMA Members Only Not Industry) 
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Central 


Air Conditioning’s 


a Breeze... 


. . . for the dealer who pushes these big-ticket cooling- 


heating systems. 


Financing in this multi-million-dollar 


virgin market is handled on a no-risk FHA basis, and a 


minimum of sheet metal work is required 


By TOM F. BLACKBURN 


i \\ i thi ! ip’ ipphance 
A deal Vil waiting the arrival of the 
central au onditioning market Lhe 
Cul down the m handising pike ‘ 
nothy mad tu 1 hi ittent i t 
I i ! { | in ! hich 
thi i mia t iturated i 
oda i in thi | tion of ntral 
i rit i itt iit | 
ture This market nt merely en t t in 
nor it ly 
In 1954 iv to ¢ Cor nl 
170) 000 vtral tem VOI old. That heure 
vas doubled in 19 trebled to an estimated 
60,000 last year. One of the industs front 
running manufactures ct revate ile ot 
1,000 tems th i OO.000 im 19 
fhough tight mortgage mone ha low 
i buildin i ent months, house 
' ic ' PCH] 
from tt t. M r hom th 
fo | tin nulti-bil ! 


( illy | | } nto th istin tem 
It both h { id hin j | 

the mal fur must be placed with 

two-wa entral ut, but the old ducts ma 


entral air conditioning 


mits al ned for att nstallation, an 
these, of ul quire 1m ductwork 
With all this emphasis on ducts, does the 
central air conditioning dealer have to be a 
tin knocker proprietor of heet metal 


i 


mm t part of the home central 1 
tioning quahh for FHA loan Lhe deal 
ets his mon ht off the bat, and n ha 
ciscount h wh paper 
Ihe ticket 1 central air conditioning 
na ! wd, the market excellent 
nd inp lay by day. If ther er wa 
round floor to get im on, th 1 the 
opinion of plenty of manufactures tribu 
ors and deal is it end Most units are built for cellar 


; 


i 


DISPLAY SELLS for 


Arthur 
Appliance Co., shown working 
central system in his store 


Harris, 


from 


owner 


of 
sample 







Raytown (Mo 
cooling-heating 





enabli 





to do with 





yet 








redit 


Hhilii 


he 





/ 
tO 
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assembles pre-fabricated ducts without difficulty 























UP AND IN goes attic-type central air conditioner 
nstaliation 



























BECAUSE a horsepower isn’t always 
a horsepower when the 


temperature rises 
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UU 


_ 





hind 






\) yaeee 
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BUT A Btu is always the cooling 
capacity needed to chill one pound 








To 
of water one degree at sea level . . . ce 


The Air Conditioning & Refrigeration Institute is pushing Btu as a 


Universal Yardstick for Air Conditioners 


By HARRY GRAYSON fu Hence a ston unit, | Karmple chon Once the miayorit ol minufacturer CO 







not alwar deliver ? of a ton of cooling perate everybody 1s honest » to spe ib 

RITISH Thermal Unit Btu to OWCI the dealer can concentrate on selling the 
B hort na cll it an answer to Design chang units ha reated dif foatur of ti unit instead of competing 

} rwoblem m an onditionim \t rerence too In mall unit particular! ith nebulous cooling powel claw 
ist th Air Conditioning & Refrigeration gn §enginee ha made departure in This, then, is a protection that dnbble 
Institut belie t in answer Som ze otf coils, et Son units deliver more down to the wisuimner And the consumer 
nanufacturers are not so sul output from the ine fram ize than the hould clearly understand that units with 
lh pI blem is need for an urate did during the ear ivs of ar conditioning ligher Btu rating offer more coolin 
ta t t lescribe th oolin Proponents of the ARI plan therefore be ipacihy 

fa mm am conditiones ARI leve that a rating in Btu irrived at under \t present ART isn’t asking for much 

the failin f “ton” and “‘h ( universally similar testin onditions, would rarding it program The Institute imnipls 

i the use of Btu ynstitute a more accurate measurement than vants manufacturers to comply with unit 1 
AR] anufactu mt out present standard urement pecified im it tandard 110-56. 
h pov ‘ tin 1 Advantages for th i mid thy publi ind to list the Btu power of their units on 

tt ft tim ha | ed an fall under the t I p tection and thes pecn ition heet Phi ARI manag 

tion It used to b irit ng director George $ Jor Ji ontend 

or a 1 cp I not lirst of a tl | ponent gu hould establish a um form method of ratin 

t a on that Btu ratings yw | protect dealer With iy condition md ynparnn they Oli 

! t ! tested Btu ratin ih i nditiones | Capaciti 

il tom that the ventually, of cor the night 

r th f mpetitor ich beyond specification eel ito th 

t istitut that the ¢ 1 in t? 1 Ta 1 lvertising \t 
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JUiSAN GAAL BARLOM 
CORNERS All-COND. MARKET 
oy 












PvaL. cratl 2 











Carl Barlow hasn't quite cornered the Tulsa air conditioner market, 
but his program of early-bird advertising, 


service and installation extras, 


and expert salesmanship earns him an annual volume of . . . $ 3 () () 7 () () (} 
in Air Conditioners 


VARL Ba of Alhambra Appliance Like many other states, Oklahoma not long lebruary and March find him placing 750 

( 41 Oklahoma, does a $300,000-a wo experienced unstable weather. ‘Two year inches per month in ‘Tulsa new papers. From 
in room a onditione! 1U0-degree temperatures were common \pril through July, the monthly budget call 

highty pr t of h il ire made. before place the next vear, nary a day over 100 de for 1,000 inches. Overall, Barlow spt nds about 
June re vas recorded, and many deal “ five percent of his gross to advertise. In addi 

If don't sell them ea Barlow h left holding a big bag of inventory tion, he uses billboards during May only 
" u're wn t find mpetition f them at a cost of $660, which 1 plit with 
tiffer, part ularly on price, and yout habl Ads Begin In Janvary the distributors of the two lines he carr 
to end up not selling them at all if the it] Barlow starts his program earl It begin General | tric and | 

ti | t " th 4 inch f advertisin in Januan \tt Jul hn id t il! 





19 





FEBRUARY 
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anu 
{ t p th PLice 
p ison program, Barle poli 
t ist Hy id itl 1 lar 
] He ; rie hy bu } 
t t ! inst it i int id 
ha 
If a t ( it int t t, | 
f t ‘ th p Lt | t i¢ i I li I ill of 
th t extras h It H ngure virin 
t >, installation $5, carrying charge $ 
rant S| 
Comes Out Ahead 
Consequently, Barlow usually comes out 


over h >40 “lov proht If he sells ‘free 
iring,” for example he can actually get it 
done for $50 or Ie though he figures $65 
Sometimes it does cost him that much, but 
In rare Case where Viring ina home 1 
< pe iall poo! 

Peopl ire more interested in the service 
ou offer them, Barlow believes. You can’t 
give them these services and still cut prices 
Besides, he adds, when they 
n the ads, price becomes | 
I he int the “‘free’’ item 


In addition to pre-season advertising, Bat 


ee the big “‘free”’ 


important 


prepares postcards for mailing around 
March 1, suggesting a servicing job on old 
ustomers’ air conditioner Special " Spring 


time” prices are quoted—$5 for dismantling 
the unit indoors, cleaning the filter, checking 
the fan and other parts, or $9.95 for taking 
the unit outdoors, washing and cleaning it 


Parts are extra 


Customer Gets Brochure 


\ftt this is done ervicemen suggest the 


tomer m vant a second or replacement 

iit lhey don’t try to sell. The place the 
thought im custome mind give them a 
Hu i the new models and urge them 





ALHAMBRA APPLIANCE 


“4 a SAE) r 
S$ , r , 
e. 


ON THE SIDEWALK, in the window, under the marquee, graphic indications of the coming room air conditioner 
























































to ll Alhambra ipphan 
bu 


[he spring service program has proved et 


fective since it gives servicemen a chance to 

the old custome: i nditioner nd 
eport to Barlow on vhethe or not new Ol 
econd units are in order. If they ar ile 
nen will contact these peo] 


By selling new units to these old custom 
ers and calling persons who have purchased 
other appliance , Barlow has built a followin 
of steady customers. ‘These, together with th 
new prospects secured by newspaper adver 
tising, keep his three salesmen busy enough 


[here’s no need to cold Canvas 
Prefers Store Visits 


Ihe Tulsa dealer is a firm believer in get 
ting prospects into the store, rather than hay 
ing his salesmen work in living rooms 

“It’s better this way,” he says. “We can 
show them our full line as well as the cut-away 
ind demonstration air conditioners If a 
prospect is in doubt about a unit’s capacity 
i salesman will visit his home to see if the 
preferred model will adequately cool the area 

‘We won't sell a unit unless it’s going to 
ye satisfactory,” Barlow adds. “Steady custom 
rs are the basis of our business 


and we sim 
ply have to hold onto the m 


Work On Commissions 


Salesmen work on commission, getting 
percent of the gross profit. Most sales are on 
redit. On short notes, Barlow carrics hi 
own paper, Long-term paper is handled b 
General Electric Credit Corp 

Barlow is proud of his air conditioner sal 

cord. He has established it through a well 
coordinated program of heavy advertising 
free’ extras and heads-up salesmanship 
launched early and = sustained through the 


cason l nd 





season bloom like April flowers at Alhambra Appliance. These, and reminders in local newspapers, bill 


boards and through “‘throw-aways” are all part 


NG 
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Carl Barlow's pre-season sales indoctrination of local 


1957 





eee 
ADQUARTERS 
ERAL (96) ELECTRIC 


ir Conditioner === 


s 


hp by 





- 


AD DRIVE BEGINS in January with 400 news 


paper inches, builds to 1000 inches per month 
from April through July 


SOWING THE SEED of a second air conditioner 
purchase in the mind of a consumer whose 
room cooler he has ‘spring cleaned,’ depart 
ing Alhambra serviceman leaves literature 


IN THE STORE is where Carl Barlow prefers his 


salesmen to close, since floor displays and 








demo models help give prospects the complet: 


air Conditioning picture 
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HOW 10 MAKE 09000 PROFIT 

















BAAAAA*AAAGAALLZS 


WITH CHRISTMAS trees, candy and an interest-paying layaway plan, dealer Duke Doyle of Dallas, Texas sold 158 room air conditioners in December 




















BITTER cold Texas norther and Christ 
. mas time failed to discourage Dalla 
: l'exas, dealer Duke Dovyl Ile went 


ut and sold 158 air conditioners during De 


During the summer Duke Doyle was lucky to make $10 cember at a better profit than he was able t 


ct during the hot summer month 


on an air conditioner. But in December he picked up a 


Being alone in thi vinter promotion 

distributor's inventory for $135 a unit, sold 158 pieces oids having to fight stiff warm weather 
ompetition,”” Doyle sar ] purchased a di 

for a profit of $34.95 each tril = I omple te imvent ry f 1956 bed 

det vindow units for $1 ipiece. I sold 

nost f them fo $169 ) Person who 


"DECILES SL TL lipped a $5 bonus coupon from his news 
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EACH CUSTOMER who made a $5 down payment on an air conditioner during the month of December 


was given a “‘bank book’ in which subsequent payments—all paying him six percent interest—would 


orded 
id got the units for $164.9 Lhis 1 Customer lect the model they want 
tter than tl iverage of $10 per unit ith a minimum of $5 down, Any further 
ht that is custom last summ depo it lp to Ma 1 are redited to a Duke 
the Dallas market Doyle Saving Account vhich the tore 
: : pened for pul hase Phrough thi program 
Doyle Bides His Time the total amount im the account on May | 
| ni pont he recalled that local vill draw interest at the rate of ¢ per an 
tinent store pu hased several hundred num. At the time of installation, total sa 
ime units during late summer but mg including interest) will be deducted 
m f 5149.95. Doyle bided his tim from the cost of the unit. ‘To further th 
t paid off. By buying the distributor Christmas spirit, cooler buyers received fre 
tock, he not on old at a Ingh Christmas. tr vhich the store bought te 
t was able to guarantee thi pri i ive away with each purcha of My 0 
ink in the Dallas market more Doyle bought several hundred tre 
| d | ! r these from a local ci Dt d its need I 
t | iS al t cate ext ren p ram 
i t I ft nerchand 
» af i ‘ ito re Bank Book Given Buyers 
it t ny Other lines, quite a f | ld a littl 1 to the savings p 
ther ap he add | t ton bank book f 
\ t in ip 1 Opel d th p it iftru 
t 1 it tered an un Ihe u of the bank book had another 
for stora Inpos It was a constant reminder to pur 
\i to make p nts on their account 
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ON ROOM COOLERS IN DECEMBER 


HUGE WAREHOUSE 
CLEARANCE SALE 


brand New Pewertal 
Foetory Frese Maeda 


Mist BE SOLD THIS WEEK! 








TREMENDOUS LOW 
WINTER SALE PRICES 


$f DOWN SS = 


And Read This... 


DUKE DOYLE’S NEW LAY-AWAY PLAN ON 
AIR CONDITIONERS PAYS YOU 6°. INTEREST 


Here's How It Werks: 








Hil 








6-70. Cirtetmas Tree 
With Any Purchase 
of" or More 


Harry! 








wi 1 Oem tor ti tom 











THIS IS THE AD that drew the customers for Doyle’s 
158 air conditioners. People who brought in the 
coupon got a $5 discount on the advertised price 


mice it meant extra mos i uiterest, It also 
crved to get these « tomes back to the 
tor frequentl to be exposed to our other 
merchandise. Not the least of it all, [ figure 
that with the stor name boldly imprinted 
on the book and the book laying around th 
house, our store name will be prominent! 
known around the household,” Doyle adds i 
onclusion 
Although the unit old for $169.95, o 
164.95 with the coupon Doyle mary 
vill be cut hight] vhen he deduct thi 
nount of interest due on the accounts. Tlow 
cr, he reasons, with few persons putting 
the full amount of the unit in the fund and 
interest payments drawing only 4 of 1% a 
month from December until May 1, he still 
vill be making a good proht 
Nev paper advertising was used to promot 
the warehouse ile. Doyle put id cost it 
600, most of it co-oped by his distributors 
Ihe store will install the units when cu 
tomer vant them, but the cost of this and 


service are extra ind 








3. Repairing 
Automatic 





Washers 


Basic to the service of automatics is an understanding of the function and 


interrelationship of their various parts. Once you’ve learned them here 





you'll find that actual service is similar to working on conventional machines 


By P. T. BROCKWELL, Jr. 


hheW itomati vuashel ervicing ture ir omewhat from one brand to ide the tub with the result that the clothes 
te hnique ire similar to those used mother. Many of these will wash a load of ir queezed damp-dry iwainst the agitator 


for conventional model lence, if lothes for the time selected on the control Lhe pin-dry principle, which utilizes cen 
you have repaired conventional washers you dial, damp-dry them, and empty if elf auto trifugal force to extract water from the 
hould experien little or no difficulty in matically, after which the user must again clothes, is common to virtually every othe 
tepping up ft iutomaty Notwithstand fill the machine with water and start it for model 
ing, we shall presume that you are at least i short le for rinsin Obviousl an 
familiar with the general principlh ind miautomati requir more ittention Principal Electrical Parts 
ervicing methods discussed in the preced from the operator than a fully automati Timer. ‘he most common type of time 
mn installment on repainn conventional model It is therefor important for , : , ' ’ 
ontrol comprises basically an electric clock 
vashers in order to avoid unnecessary rep to remember when checking a semiaut asia honk of mitch d otor co 
tition here of what has been adequatel matic machine for operating fault that you 1 Opa atae-apesdtasrpse . 
isting of a number of cams which actuate 
ed alread viich mean that mn do not expect it to do more than its mam 
ie Retgege F “hovers Pigeon ae ntended the switches to energize the various control 
circuits at the proper time. See Fig. 1. 
n you may find it a convenien Driving Motor(s). The washer and it 
tudy this article to have nearby a cop Some Contemporary Designs pump (or pumps) are powered by a stand 
f last month ELECTRICAL MERCHAN Washing Principle. A number of manu ird fractional horsepower motor (or motor 
: facturers employ the “tumble” action by Solenoids. Wash pin, and pump 
: U ate a in by d vhich the clothes are tumbled about in a lutches; water intake and drain valves and 
hat if : romat evolving linder that is partially ub the like are actuated by solenoids in all but 
pected t nerged in the wash water. Most of th 1 few make 
thers u ome form of agitator action Control Circuit Designs vary with diff 
What An Automatic Will Do Over the past few years variations of the nt manufacturers, but if we present h 
4 bully Automatic Washer wil! ish familiar fixed-center oscillating agitator in explanation of what goes on during o1 
rinse, and damp-dry a load of clothes in one have been devised; several makes are now ycle of operation in one type of control, 
iutomatically controlled cycle with no fu quipped with an eccentric-type drive, and that will suffice to acquaint you with th 
ther attention from the operator after sh it least one other uses a pulsating action in yeneral principle. Let us use as an exampl 
has put the clothes in. set the control. and vhich the agitat moves rapidly up and 1 tumble action machine with a two-speed 
dded oap or detergent In addition to the lown transmission, the low peed ror ishing and 
dinary washing phase ome automatic Damp-Drying. One manufacturer em deep rinsings, the high for damp-dryins 
wwe equipped with a soak cycle which pr plovs a collap ible tub which folds inward With no neutral shift in this kind of mech 
des the washing period ifter draining, for the pump continues to imism, the vlinder will revolve at | 
\ Semiautomatic Washer’s control f in thereby drawing a partial vacuum in peed at all tim tl not in 
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ning except when the spin clutch is en 
gaged by the energizing of its solenoid. And 
the pump, being directly driven by _ the 
motor, will run whenever the motor is op 
erating also, but it will not draw water from 
the washer until the drain valve is opened 
by the energizing of its solenoid. ‘he intake 
water valve is actuated by two solenoids 
one for hot water and the other for warm 
vhereby the user may choose one or the 
other for the wash cycle only in this model 
by moving the selector switch 


In order to simplify this preliminary 


de ption of one cycle of operation, how 
ever, hall ignore for the time being the 
hot-or-warm water selector, the soak period, 


ind spray rinsing. Use the incomplete wit 
ing diagram in Fig. 2 for this discussion. 
When the control dial on this machine is 
moved from Off to Wash, one cam on the 
timer rotor will close the Switch A (Fig. 


vhich energizes both the timer moto1 
ind the machine motor; and since that 
vitch will remain closed until the rotor 
has made one complete revolution which 


vill bring it back to Off, we can forget it 


Simultaneously, a second cam will close 


the cuit (Switch (¢ to the intake wate 
valve lenoid so that water will enter the 
washer. And although this switch will be 
hel sed by its cam for a larg part of 
the wash cycle, the water will be shut off 
iutomatically at th prope! level in the 
vasher by the float switch which will open 
the opposite pole in the supply circuit lead 
ing to the water valve lenoid. ‘The float 

tcn 1 hown at the lower right of Fig. 2 

When the control has advanced to the 
end of the time elected for the wash 
period, still another cam will close the ci 
uit (Switch B) to the drain valve solenoid 
in order to drain the sudsy water from th 
tub Ihe drain valve will remain open 
until the next fill stage It is here that a 
pray rinse takes place to dissipate the sud 


but, as previously mentioned, we shall di: 
regard this action for the moment.) Then 
to conclude the washing stage, the timer 
will call for a short extraction period by 
closing the Switch D to energize the spin 
lutch solenoid—but note that this circuit 
innot be completed until the float switch 


has been closed by the emptying of th 


tub. ‘This safety feature used in many 
models of this kind prevents po ible motor 
burn-outs by forbidding the machine to 
hift into high peed while water is in the 
tub 


Next, Switches B and D ar open d bi 
their ré pective cam thereb' hifting the 


mechanism back to low peed and closing 
the drain valve; and Switch C is closed by 
it im to admit water for the first de p 
rinse Keep in mind that a d ep rinse stag 
with respect to the action of the control is 
the same as a wash period, but shorter, for 
the clothes are simply tumbled about for a 
few minutes in the rinse water; the wash 
then drains, and an extraction period fol 
low "he number of deep rinses vary with 
different models; there may be up to thre 
Finally, the Switches B and D will be 
by their cams for the concluding 
im pe 1. Just bef iutting off 
Vil mitt t Mi ror a 
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brief period of tumbling which is intended 
to fluff the damp-<dry clothes. So much for 
the rudiments of a control system 

lo illustrate what is used in actual prac 
tice, the incomplete control diagram in 
Fig. 2 must be enlarged as shown in Fig. 3. 
First of all, note that Switch F has been 
idded to the timer, but this is nothing 
more than a short-circuiting switch tapped 
off the float switch loop. Its purpose is to 
make possible the spray rinse which follows 
the wash period. In other words, water can 
be admitted to the washer with Switch F 
closed even though the float switch is open 
Now note that Switch B has been enlarged 
to a double-throw (B-E). It is through the 
Switch E that water is admitted to the 
washer for the wash period only, which en 
ibles the user to choose hot or warm wate 
by moving the selector (Switch G). Rinse 
ind soak water will be admitted only 
through the closing of Switch C by its cam 
o that the position of the selector switch 
G) has no effect on the temperature of 
the water for soaking or rinsing. ‘The soak 
‘tage with respect to the position of the 
control members is merely a short wash 
period 

lor a general discussion of this sort ther 
is no point in elaborating on a number of 
other control circuits, for you must study 
the manual of whatever make you intend 
to service. But this is important to remem 
ber—most agitator automatic will be 
equipped with a double-throw float (or pre 
ure witch which will open the opposit 
pole in the supply circuit to the agitator 
clutch when the float is down (even if agi 
tation is called for by the timer) to forbid 
ivitation in a dry tub, which of course 
would tear the clothes and/or burn out the 
motor 

Intake Water Valves. Some intake wate: 
valve feature automatic t inperature con 
trol, some do not. The latter type adinits 
in equal mixture of hot and cold water 
when warm water is called for, which may 
be further tempered by the user by increas 
ing or decreasing the supply of one or the 
other at the hose cocks. 

In the intake valve with a temperature 
control, both hot and cold water enter the 
valve assembly when mixed water is called 
for, but the mixture passes into a chambet 
where a thermostat actuates a mixing valve 
which varies inversely the quantity of each 
in accordance with the rating of the ther 
mostat 

In most of these intake valves, both ther 
mostatic and manual control, water enters 
the washer at tank temperature when hot 
water is called for 


Principal Mechanical Parts 


Transmission. Some agitator-type auto 
matic washer transmissions are quite similar 
in basic principle to those used in conven 
tional model ven in these, however 
ther¢ iT¢ two marked difference im Con 
struction: (1) the counterparts of the con 
ventional’s manual controls, obviously, are 
ictuated automatically through the time 
ontrol in an automatic and (2) while the 
mnventional igitator- and pin-drive hafts 


Continued on page facing 101) 


9§7 


Switch for both Drain vaive 
solenoid switch 


machine and timer motors 





FIG. 1—Two of the time control cams with 
their respective switches are shown here in 
tandem only to illustrate how the switches 
in one type of control are actuated by their 
cams. Actually, the switches are arranged 
in banks and the cams are assembled side 
by side on a common shaft. Onto one end 
of that shaft is fitted the control dial, the 
other is coupled to the driving mechanism of 
the timer. Broken-line arrows, shown below 
the cams, indicate the direction of rotation 








A 6 Cc 

o——_— 
y Drain Woter 
power valve valve 
supply solenoid solenad 
oo —_—, 

Timer Machine 

motor motor 











FIG. 2—This is an incomplete wiring diagram, 
shown here to indicate the basic functions of 
one style of control system. Switches within 
the timer are identified by the letters; A, B, 
C, and D. 


] Float 
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clutch 


solenoid 
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To power Drain 
supply 
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Spin 


bd 




















\ loot switch 








FIG. 3—This is a complete wiring diagram for 
one type of automatic washer. Timer switches 
are identified by the letters; A, B, C, D, E, F 
Switch G is the hot-or-warm-water selector 
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*Kitchen. Problems 


YOU SELL MORE BECAUSE YOU HAVE MORE TO SELL 


()n every count, Be uty Queen vives ninest the industry has seen a re Beauty Queen sale Ss increase d tre 
you more to sell with. A better line sult of the recent installation of the mendously in 1956 will continue 
of steel cabinets that show their newest, most scienufic paint finish to rise in '57. Beauty Queen distrib 
superior construction and features ing system You get better delivery utors and dealers profited from 
even ata casual inspection. Yet, these service too, on any of the 12 beauti these increased sales, you can do the 
finer cabinets sell at competitive ful and sales compelling colors for same join up with Beauty Queen 


prices And, the 12 colors are the complet kitchen installations to increase your profits 


Valuable “franchises rtvacatle! 


WIRE OR WRITE TODAY TOLEDO DESK & FIXTURE CO. 
MAUMEE, OHIO 


FEBRUARY 19 l TRICA MER 
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THROUGH YOUR WINDOW 


Window displays—if they’re good—can be one of the most productive 


and least expensive selling media. Here are a few suggestions to help 


By JOHN DECKER 
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Points To Consider 


experts in the display field agree that, first 

d fore t, ther hould be ita i 

treatinent an lement hich 

il] iken a need tor th irtich ich 4 

displa ed It is therefore important ¢ ! a 
pe i} be made to one or mo f the | 
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in the great new RCA WHIRLPOOL parade 


“FLECTRICRANGES 
give you more ; 
selling power! 





ae. 
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OPEN UP THIS FOLDER... 
read all about these 


spectacular new RANGES! 





RCA WHIRLPOOL HOME APPLIANCES 







i \{ Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


re Join Up! it’s easier to sell RCA WHIRLPOOL 
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More automatic conveniences... 
More delicious ways to ¢c 


WITH THE . 
NEW 1957 











y Bi * 
ome 


than sell against it! 











only the new &3 Wphingpoot Electric Range gi 
| ) 


* 
the beautiful \ Usp new look 


y nm electric ranges 


the 
ranye 
nodern, illuminated co 
( inter-higt 


irchitectura 


nt there 


enience 


WHIKI 


in Decorator 

Colors 
perfectly bakes and browns the mos 
delicate foods anywhere in the ove 


WHITE PINK YELLOW GREEN lat cakes and “pale crusts are a thing 
the past! In an RCA WHIRLPOOL a turbule 
constant circulating heat reaches every cor 
of the oven. And, the Silicone doo 

bergla nsulation Keeps the 
inating leaks and hot and co 


ou the most even baking po 








ange gives you so many ways to cook...plus 50% more top-cooking capacity. 


DUI 
a grill... a keep-warm area... or a giant 5th unit 
that provides 50% more top-cooking capacity 
Here j a triple cooking convenience for ou! The bi 
provides delicious, greasele grilling of meat fruit 
any type of food, It’s large enough for you to prepare 





for a whole family at one time or even to grill a whol 


ae : : You can use it also as a pre-dinner keep-warm area. There's | 
- 
"Mt - = , to set two utensils of food to maintain them at serving tempe 






until you are ready to eat 





And, if you wish to can or make jellies, the versatile yr 

easily converted to a giant 5th unit capable of holding uten 

Poeqt, capacit A foot-wide cooking unit is exposed when the gr 

is removed giving you 50°, more top-cooking area 
— ™ 7 : : y The built-in griddle is a cooking convenience ou | 


out once you have tried it 


It’s a keep-warm area It’s a giant 5th unit 


browns the provides smokeless broiling that Makes every utensil automatic .. . 
here in the seals in the natural flavor of meats ends burning, scorching or sticking 
the tempting Now OU Ca i oO ) y as automatic 
n. There is no i vat ( Ver precisi heat-sensing 
1} the center ol } p unit anti 
lightest ari 0 an lLempera 
r decrease 


ju select 
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le new “<9 W)hintpoot Electric Range gives you so many ways to c 
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in Decorator 


Colors 
perfectly bakes and browns the most provides smokeless broiling that Makes every 
delicate foods anywhere in the oven seals in the natural flavor of meats ends burning 


WHITE PINK YELLOW GREEN crusts al i iv of ll the goodne f meat the tempting Now, you can ha 
WHIRLPOO! irb ji and flavor r d in. There no as that in your 
iting heat reac r ( ng out’! You enjoy broiled mez Y thermostat in the 
And, the come | f i 1 compare in tastine pate the lighte 
is Insulation keep ‘ will find that br ng more pleasant ture then auton 
iting leal 1 hot A WHIRLPOOL range he broiler the neat as requil 
e most even baking po | pan pecially designed to drain fat and drip evenly maintain 
pings out of the heat zone, to eliminate smoke 
and dangerou pattering, hot grease and 


allow it Dro with the | r closed 





Makes every utensil automatic . 
ends burning, scorching or sticking 
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a grill... a keep-warm area .. . or a giant 5th unit 


that provides 50% more top-cooking capacity 
' The built-in griddle 


Here a triple cooking convenience for you 
provide delicious, greasele grilling of meat Iruit egetable or 
{ food. It arge enough for you to prepare bacon and egg 
time or even to grill a 


area. There roon 


any type o 
whole meal 


at one 
a pre-dinner keep-warn 
t ser ng temperature 


for a whole famil 
You can use it also a 
to set two uten of food to maintain then i 


until su are ready to eat 
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ihe tne ersatile griddle 


And, i ju wish to can or make j 
converted to a giant 5th unit capable 


1 holding utensils up to 
A foot-wide cooking unit | d 


capacit ye when the griddle 
ved giving you 00° 
It-in griddle a ¢ 
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It’s a keep-warm area 
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the beautiful (1 Up new look 
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has built-in Bar-B-Kewer meat oven... 


that seals in natural meat juices...reduces shrinkage and loss of 


nutritional value...gives you charcoal-like barbecuing indoors, all year ‘round. 








@ Borbecue the largest cuts of meat. 


| B-Ke 




























I} the easiest-to-set and moet cor 


- 


CUSTOM 
Model E-283 
40’ ELECTRIC RANGE 


with balanced-heat bake oven 
and automatic clock 


CUSTOM 
Model £-287 
40” ELECTRIC RANGE 


with barbecue meat oven 
and 2 radiant-heat broiless. 


1. Set time to stop. 
2. Set cooking time. 


. . that's all you do for 
completely automatic timing of top units, 
baking, barbecuing or small appliances. 
enient ¢ 


e& you want coo! 
nthe other} 





all 
cee 
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All these extra cooking conveniences 


“te, 








the easiest-to-see ... 





easiest-to-set 
controls ever 


Looping quinting 

OW KCA WHIKLIP range con 
tr ettings can be een at a 
ygiance The are conveniently 


placed on the luminated gia 





pane na horizontal line above 
the control knob To start 
cooKing, ou mpl turn the 
knob and the large red indicator 
point move ti in neat po Al f j j A 
tion desired. When cooking Ve VW Au NITld { 1 


done you can turn it back to 
shuts your oven off whe 


OF ear th 10 setting, 

turn th ndieator to th ght You no longer have to guess when 1 

ind it aut itica woe back et the meat probe for the exact di 

to OF} re insert itin the meat and | 
It i tne I nee in the over ae When the meat 

i that ake ng r 1, tl er ll automaticall 

il than A na light ynal that it read Q)ver 

} } Pin ine ‘ 





There’s a new 1957 &) WWhind 


Big 40 ranges with every worthwhile cooking feature! 


ell 


—_—_, 





—_ SUPREME 


Model E-291 
40” ELECTRIC RANGE 


with built-in griddle and 
infinite-heat speed cooking. 


—4 


o 
PAD ~ 
te 


—=— 
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oe 
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IMPERIAL 
VV V V Medel €-295 
40” ELECTRIC RANGE 


with barbecue meat oven 
—_ , and built-in griddle. 








with 2 





ences are yours in 1957 A) Whinkpoot Electric Range! 
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| 
( 
j 
Intin} 1-H A t Vnoo iin 
i j es j AA i ; / Inte eal opeed Unit 
AU lid viCd . 7 . 
attains maximum heat in 27 seconds... _ * 
our oven off when meat is done cooks bacon in half the time in “space-saver’ 30° ranges prepares ( 
nave to gue when me at is done! Y« I sin ply He re trul pee d cooking! You can dial the eract cooking heat all your baked goods at once 
be for the exact degree of cooking you de you want from OFF to HI and the unit reaches maxi Here's an oven that can hold 10 loaves of bread r bake 
n the meat and plug it into the receptacle mum heat in less than half a minute. There is no waiting no S single-layer cake or roast the largest turkey with equa P 
l¢ When the meat done ¢ fly WOU wasted ste ps in checking to see if cooking temperature ha been enuse And, the exclusive balanced-heat brown them all t 
nw automatically turn off and an indicator reached. And, there is no guesswork in selecting the correct heat even perfection, Of purse i have all the famou 
read Over-cooking or burning are for any type of food. A convenient cool ing guide is right on the RCA WHIRLPOOL range oven nvenience ton 
control setting barbecuer, broiler, tilt-proof rach ind en window } 





ectric Range to exactly suit your needs! 










Space-saving 30 ranges 
with giant 24° oven 
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DELUXE 


Model E-271 
30’ ELECTRIC RANGE 


with giant 24” oven and 
radiant-heat broiler 





et 





yy X ) IMPERIAL 
/ / / Model E-299 aa 
40” ELECTRIC RANGE SUPREME 
Model E-273 
30” ELECTRIC RANGE 


with giant 24” oven 
and automatic clock. 






30” El 





with 2 bake ovens plus barbecue oven with giant 2 










with built-ir rotisserie 








parbecue wit 











All these extra cooking conveniences are yours in 1957 ee 





the easiest-to-see 
easiest-to-set 
controls ever 
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}4 A ja if 

vlaatite : ; i, attains maximum heat in 27 
( shuts your oven off when meat is done cooks bacon in half t 
Y gue when meat done! You simp! Here trul peed cooking! You can di: 
the exact degree of cooking you de ou want from OFF to HI anc 
tin the meat and plug it into the receptacle mum heat in less than half a minute. Th 
When the meat done eracthy ¢ you wasted teps in checking tl ot I COOK 

iutomatica turn off and an indicator reached. And, there is no guesswork in 
hat it read Over-cooking or burning are for any type of food. A convenient cook 


control setting 


There’s a new 1957 9) Whirlpool Electric Range 


ig 40 ranges with every worthwhile cooking feature! 





























— 4 Model E-291 
ind 40” ELECTRIC RANGE 


with built-in griddle and 
infinite-heat speed cooking 


<_ SUPREME 
rc 


os 


{ ) IMPERIAL 
¥ Model E-295 
40" ELECTRIC RANGE 


with borbecue meat oven 
and built-in griddle. 
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» & ) IMPERIAL 
/ / Model E-299 
40” ELECTRIC RANGE 








with 2 bake ovens plus barbecue oven 






with built-in rotisserie 






















7 A) Whinkpoot Electric Range! 


Plus many more 
worthwhile conveniences! 


* Full-width fluorescent light across top illuminates work 
area, 

® Big-capacity storage drawers have silent, nylon rollers 

®7-Heat Monotube units are hinged for easy cleaning 

* Oven interior light has pushbutton switch on mantel 

® Clock-controlled small appliance electrical outlet 

® Flush-to-wall design for neater installation. 


* One-piece top and back has no dirt-catching crevices 








* Raisable Electricooker provides convenient deep-well 


cooking 
17 vsle | . * Titanium porcelain enamel all around will not fade 
} , Jf or discolor, 
nay one ng ag hoct o seconds... aes " 30” ® Tilt-proof oven racks have safety check stop 
c : in “‘space-saver ranges prepares 
«s bacon in half the time o oo * Oven, broiler and barbecue signal lights are located 
ooking! You ean dial the exact cooking heat all your baked goods at once on control panel. 
OFF to HI and the unit reaches maxi Here’s an oven that can hold 10 loaves of bread or bake * All-porcelain oven interiors have rounded corners for 
in half a minute. There is no waiting no S single-layer cake or roast the largest turkey with equal | ; 
easy cleaning. 
ng t ee if cooking temperature ha been east And, the exclusive balanced-heat browns them all to Y g 
no guesswork in selecting the correct heat even perfection. Of course, you have all the famou * Dispos-A-Bowl aluminum, throw-away liners end bow! 
A convenient cooking guide right on the RCA WHIRLPOOL range oven conveniences, too like cleaning problems. 


barbecuer, broiler, tilt-proof racks and oven window * Heat-proof oven windows available for every oven 


ange to exactly suit your needs! 






Snace-saving 30 ranges 


with giant 24 oven 


DELUXE 
Model E-271 
30” ELECTRIC RANGE 


with giant 24” oven and = / y 
— c » ) IMPERIAL 


radiant-heat broiler 














— / Model £-275 
SUPREME 30” ELECTRIC RANGE 
Model E-273 
30” ELECTRIC RANGE 


with giant 24” oven 
ind automatic clock. 













with giant 24° oven and built-in 


barbecue with automatic rotisserie 











SIMPLICITY: » 


Attention Getting Window 


Checklist of Seasonal Window 
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White, Silver 


EVENT DATE COLORS SYMBOLS 
New Year's lon 9 Azure Blue, Nile Father time, hour glass, 
Day Green, White baby, bells, scythe, horns 
Lincoln's , Log cabin, flag, 
Birthday vee. V3 Red, White, Bive shield, portrait 
Valentine's Day Feb. 14 Red, Pink, White Heart, arrow, cupid 
Washington's Feb. 22 Red, White, Blue Cherries, hatchets, 
Birthday flags, portraits 
dices Green, White, Shamrocks, 
St. Patrick's Day Mar. 17 Gold pipes, harps 
Ist Day Spring Mar, 21 Pastel Shades Birds, flowers 
Purple, Violet, Flowers, eggs, 
Easter Varies Yellow, White, chicks, bunnies, 
Pastel shades Easter basket 
April Fool's Day April 1 Yellow, Red, Blue Jesters, bells, Fool’scaps 
May Day May | Pastel shades May baskets, May pole 
Mother's Day and Sun Pink and White Carnations 
in May 
Memorial Day May 30 Red, White, Blue Flags, wreaths, flowers 
Graduation Feb., June School colors Cap & gown, books, owl 
Bridal June Pastel shades Wedding ring, bell 
Flag Day June 14 Red, White, Blue Flags, shields 
Ist Day Summer June 21 Pastel shades Flowers, birds 
Independence July 4 Red, White, Blue Flags, shields, 
Day fire crackers 
Vacation july and Pastel shades Baggage, travel fold- 
August ers, vacation scenes 
labor Day — Red, White, Blue Hammer, saw, trowel 
Early Autumn or Books, slates 
h ’ ‘ 
Schoo! Opening Sept School colors blackboard 
Ist Day Autumn Sept. 21 Red, Brown, Leaves, football, chrysan- 
Yellow Orange themums, cornstalks 
Halloween Oct. 31 Orange, Black Pumpkins, witches, 
cornstalks, owls, cats 
Armistice Day Nov. 11 Red, White, Blue Flags, poppies 
- Last Thurs Orange, Yello 
Thanks ge, beds 
eee November Brown, Red Turkey, horn of plenty 
Christmas Dec. 25 Red, Green, Blue, Santa, holly, mistle-toe, 


candles, bells, wreaths 


(Chor t@ty 





Reyburn Mig. Co 





SEASONAL TREATMENTS: 
dealer 


Iping vacation days, 


ranaing from manikins 
JING 


foil back 


Displays Are Helped by... 





The »e 
and inexpensive props to 


welake for 


suggest 


1rop iv paper n 


pphance it rood ook it ONO both 


1 the mitial purchase price ind in th iV 
iif vhich will accrue im daily use 
\\ hat ir¢ Ollie of the 


pot 


more wunportant 
to remember 


Start with 


inde ( 


in the planning of vour 
Nothing adds 
than a display 
omposed of too many 
ne which is disordered o1 
f totall 
like to show Oul 
much of your stock 

ourself defeating 


instead 


indow balance 


more to consumer ston 


hich 4 clements; 
ontaim i 


Tru 


prosp tive 


vhich 
ouping unrelated apphiance 
ou would 
buver a is possible but 
ou may find 
hould 
frequ iit 
ind the apphance 
displa ibe 

vantage of 


your own pul 


pose Vou do () Ir 1 more 


hange of pace in you windows 


V hii hi 


doing so you 


you have ho n to 
threefold 


ontinuing publi 


rain the 


maintaming 


interest through the medium of constanth 
hanging displa of showing all vour lines; 
nd of enabling you to compek on more even 


term vith your larger competitors in th 


ad 
Look 
the windows of the larger 


round you at the display shown in 


department or 


home furnishing tore in your vicinity 
Usually the ire excellent cxamples of ctail 
outlets which have learned the value of con 
tantly changing displays and are profiting 
from the lmipression vhich the mupulse 


hopper gains from this constant change of 


pace Remember too, that while many of 
thes« for ws the crv ice of high ilaried 
displa xperts, in your own Case the utiliza 
tion of a few basic rulk Inexpensive prop 
ind, abo ill. imagination, can do much to 
your own cftort 

Wk. Savlor iles manager of American 
Motor underscores the need for thi on 
tinting di plar fort Ne ind fresh a 
tivitne must be planned and promoted CVcry 
time there are new products inti mduced, On 
of K nator most potent indow di play 
efforts durng 19 va 1 Spt ial di play 
package for the Foodarama, This package 
consisted, simply, of furnishing our dealers 
imitation food to be used in trimming the 





offer unlimited opportunities for the im 
ummer 


1} mid-winter display 





oe 


IMAGINATION: One important ingredient for successful window display In this window the NEATNESS: Her a correlated 
ving angie ha 


been played up by showing older method f washing clothe Such display ets off a see-through effect, and advertising flyers d 
















































housewares grouping 


ttentior Jett 1 the props ea ily found not restrict the view f the window-shopper 





yodaraiia, and b oOo domg to cnhance it the vear, and thi hould be taken into con 
nsumer appeal, both in stor vindows and deration in planning their use Nutumnal 
on the dealer's foo Ihe basic idea, a sim color uch as brown, orange or yellow wall 
ple one, but in execution it helped to take the cem out of place during the grey days of 
from what could have been a stand lebruary, but im early fall they will enhance a 

lized, sterile display of the tvpe so often display and be visually wcceptable to the 
ncountered in the applian vorld window shopper, Similarly blue, white and 


ilver will immediately associate themselves in 





the onlooker’s mind with coolne while th 
King use of you mndow if as in d and orange family are best used to indi 
tant that t make every ctort to avoid cate heat. Red and green are keyed to the 
ing OF imnu ible appliances into a Christmas holida ison, while combina 
ace Which 1 bviously too small for them tion uch pin ind white can be used 
N thing mru thr vould-b bu Cl U cttecti fa} On wen ntt-civing " is1on 1 
much as confusion itself and the window di \lother Denn 
hich h lot b thoughtfully and loda ipphan irc trending more and 
f laid out pl in | nind an el nore towards the use of color. with such in 
it of aecl 1, Ave { habit of crowd ist nants as General blectric 1 ntly an 
I e] I f getting th Ni that of ¢ total apphan oufpul 
{ t of | t th Host if urp " | ) it is no bens ) 
. 4 hot maller he Ih la obvior 
! t mich tO large for Ihe manufacturer ha vnized the mh 
tl i It 1 | rant t to remember nt desir f the homemal ! Ipplrance 
that backgroun pplian iould not tend which will brighten le bite i bneht and 
t ad a top effect to smaller unit olorful di pla modal | a much 
inl on » to nla : awe 
dined. LIVE PROPS: These can do much to liven you 
: Symbolism in Display window display and effectively combat the unused, ster 
ian lem t idiat trom i central ffect of a display which utilize niy the pf 
it ft 7iT j re in inv d Oo Hla ou onsidercad mipol it 
th i t that thr mistime! itten Ince in Ul ‘ no ppeeati nda hoent tune and thought to they prepal ition 
; n i f | ; | ' inant fea auspta Man r ti It ] iv ( 
a aii ns of the vear ca ith them the opp Lighting is Important, Too 
tunity for the vid of mbols im you \s an IPplance dealer your mventor Th 
How About Color? lispla S. Clau ind helper ir i mclude an excellent, and varied, assortment 
to D ! r ve fan d immediately prior to Christma put of uftihtanan hghting fixtures for the home 
tant iv a bot iow many dea have thought to compl owner. Have you, however. overlooked thi 
tt t ind itchin ti ent their window June ith edding importance of the use of up-to-«date hehting 
t t t fiona pact ng, or bell mbols, in nyunction with a mn your own window bkiven the mallest 
on t t | f practical hou hich oul window pace Can 1 onsiderably enhance 
nt of isp] ; th ippropriate for the brid gift package | proper lighting, and the small f 
t ‘ iw th NEMA 1 i onducted a Iived in replacement of inadequat 
! th ! hie i hich ha I finn orm tixture ill be paid min tim 
I I ) aK t help d dra ii { thie ipphian over in the ‘Namorized ippearan ! 
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Pre-season program 
of direct mail 
attractive prices 


and fast follow-ups 


shows the way to... Ear 
Conditioner Sales 


Plagued by the pressure of squeezing a year’s worth of room air 








conditioner merchandising into a few wild weeks of mid-sum- 
mer, Sam Singer of St. Louis has built a program which helps 
him advance one-third of his volume into February and March 





a4 OW dvanc 00 t third of his room air conditioner volum lo help insure balance within its program, 
ondition eason into — earl back into February and March. Direct mail the store mails its 10,000 pieces in “flights” 


pring price ind an effective follow up technique of 1,000 at regular intervals throughout a 
ew are the appliance dealers who haven't ire the elements comprising his program, and 60-day period. Lulls between mailings are 
wrestled with that problem, and fewer still this is how he applies them used to record replies and launch follow-up: 
are those who've come up with practical solu By sifting past-customer files and recording Ihe latter are handled as quickly as possi 
tions to it. "One who has is Sam Singer the numerous leads turned in by his fou ble, but once the pel onal contact is made, 
owner of Schweig-Engel Company, St. Loui ervicemen, each of whom reports every ait speed gives way to thoroughness, as_ the 
Several years ago, in an effort to balance conditionerl home of comfortable mean firm’s salesmen spell out for each prospect 
his appliance operation, Singer began seeb which he enters, Singer built a mailing list ill the advantages of buying room air condi 
ing an effective way to disperse his room ai of some 10,000 nam«e Past association with tioning early. 

conditioner sal His object was to spread the company in some form made each of Price is pushed again, this time to the 
them out over a six-month period, and thu these prospects at least “warm.” tune of “buy before mid-summer demand 
escape the unhealthy, top-hea practice of Price, the program's second component, i shoves prices upward.” Schweig-Engel repre- 
telescoping promotional, sales and installa njected early and conspicuously. Each mail sentatives plug the fact that an air condi 
tion efforts into eight or 10 competition ing piece is primarily pitched on price, offer tioner bought before the seasonal rush ma 
clogged weel ing room coolers in combination purchase terializes is an air conditioner sure to be 
Finding no hole-in-one ay ich to th installation-service packages at significant r installed quickly and carefully by engineering 

question, Sings t out to select related el ductions on a limited-time-only basis. The firms which have time on their hands. 
ment hape them to fit hi ration and mailing pieces are illustrated with a cut of an On the follow-up, salesmen also tell pro: 
tic them t th installed window unit. Crash appeal is de- pects that utilities are more apt to cooperate 
d from an erprint in color on th 1 in terms of wiring allowances for the installa- 

Three-Sided Program , ) —_ fore +} > 
eloy imnouncing “Schweig-Eng Save tion of 220-volt its before the thermom 
The result ith phase pre im whicl You $130 on Special Pur ha Sal f A eter mak ver nsumer hi vn air cond 
in 1956, helped him n 1) th Condit Continue 1 on page 144 
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NEW THERMOSTAT-CONTROLLED 20” WINDOW FAN 
Whet a vatuel It will really sell! 

Set it and forget it. Thermostat turns electrically. 

reversible fan “on” when room gets warm, turns 

it off as temperature drops. Exclusive Emerson- 

Electric pilot light system indicates speed and 

direction of air flow. Hush-treoted, two-speed 

motor. Two-tone green finish. Also available in 
straight exhaust model 


ain. 





POPULAR LOW-TABLE 
This smartly styled 12 
breeze 


FAN 


fan delivers an all-over 
serves as a handy serving 
table. Three-speed quiet motor drives electron 
anced b 
lors. Plastic table top cover 


also low 


cally ba des. Housing in treasure-tone 


EmeERSON-ELECTRIC 


NG 
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--- that’s the slogan which will 
make Emerson-Electric Fans 
your top-selling line in ’57. 


These fans combine thrifty, instant cooling with modern 
design and dependable, lifetime operation. Get full 
information on the new high-value, low-price window fans 


they ll lead the fan parade 


Order your Emerson-Electric fans early from America’s 


most complete line. Then you'll be set for a profitable 
fan season. Write for FREE Catalog No. 3106 today 
THI 


EMERSON ELECTRIC MFG. CO., ST. LOUIS 21, MO 


ROLL-ABOUT AIR CIRCULATOR 

There will be o huge demand for this heavy-duty 
18°’ fan that con be moved anywhere as easily 
os a baby corriage. America’s most wanted fan. 
Height adjustable from 26" to 48°’, Tilts through 
180° arc. Powerful, hush-treated, two-speed 


( 


Emerson-Blectric motor. At new low price! 





POPULAR 10° NORTHWIND 


OSCILLATOR 
the that blends 
beautiful styling with efficient cool 
ing. Quiet as ao whisper. Also made 
in | 2-inch size 


p 


Here's oscillator 


OF 8ST. LOUIS SINCE 18690 
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229.95 a 
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cen Bia ik: Lal) 


Malcolm Magers of Kansas City uses this little character 
both in his store and on the radio. Hes found that 


A Personality Sells TV 


rys<lil Vest ) mean 

| i iil thi j Kan ‘ ( itt 

That's t \l \l f Vesto-T'\ 

i t } | i dio tim 

t ff: Vesto ha 
1th " hit ir hist 

yi f 1000 buying cu 

f through the Vesto-TN 

| tart, Mager 

t ks now mule terrntor 
ul | ‘\ th Kansas Cat ocation 

| t | trafhe, Mag ha 

of who advertisin 

II ned newspa] for price 

! imple nit reserve his mam ef 

fort ul budget for year-round radio show 
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vith over ZUU Set on lisplar it th price 
level including 1 1 set in extensir 
ervice department and a good set of lead 
roducing sales record 


Radio Pulls the Traffic 


It’s on the radio that Mag has deve 
Vesto cllin per onalit Anvbody 


television—and only television—needs a heat 
i” aid he declare Since before Kansa 
Cot had stations of its own, the capt 
iudience’” of home-bound workers has been 
hearing the foghorn-like Magers voice mn 


ing through their car radios, telling them that 
the be t place to get I'V sets i 


: ‘ 
that doe nothing but pecialize in them 


from an outht 


FEBRUARY 1957 


Mager best results ha fron D 
ing complete shows of his own, rath 
than spot announcements. With 
ninute how. he get 1 solid nu or re l 


oft bette in ie I 


ill been ypu 


| } 
usteners that pay 


programs have 


a jockey that itch the young n 
itcrtainment scl Ip, fi 
Program run ght through th 
Penny-pinching during the summer month 
ust doesn't pa\ ” Mager i\ He beheves 
dio advertising is cumulative im its ettect 
ind hi experiences back him up. Customer 


ire still coming into Vesto and mentioning 
grams sponsored as long ago as tour year 
Vesto radio listeners get a chance to hear 


( ontinued on page | 49 
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gives you the 


the outstanding Water Softe 


in the entire field 


@ Automatic Without Electricity @ Far Ahead of Competition in Value 


@ Generous Profit Margins @© FEATURES that make SALES 


The Dyn-A-Matic is the hottest thing on the market. 
It’s the outstanding opportunity to really put your 
water softener business on the map—with an auto- 
matic at a price everyone can afford! 

Water softeners offer you a tremendous market, a 
big profit potential! Make the Dyn-A-Matic an add- 
on sale to protect the water heater or washer you sell. 
Include a Dyn-A-Matic in every modernization and 
new construction bid—and get that extra profit the 
rapidly growing water softener business can bring you. 


Look at these features! 


@ Automatic without electricity. Dyn-A-Matic's ‘Miracle 
Brain" valve does the entire regeneration job. Works 
entirely on water pressure. 


@ Requires less than a minute of the user's time to regen- 
erate. 


@ Completely simple and free from complicated working 
parts. No trouble, no call-backs. 
Never cuts off the water—even during regeneration. 

@ Takes less than an hour to install—3 simple pipe con- 
nections 6 inches apart. 


@ Uses latest-type high-capacity resin—compact and 
efficient. 


@ Modern streamlined beauty—handsome design will fit 
any kitchen, utility area, or playroom. 


@ Electronictank finishing process produces special “hard 
wear’ gleaming white porcelainized outside surface 
with stainless steel cover and trim. 


@ Tanks plastic lined for long life. Ten-year warranty on 
tanks, one year on entire unit. 


@ Shipped fully assembled—ready to install. 


Here’s a softener you can stock and sell with com- 
plete confidence that you are offering an “‘exclu- 
sive’’—in appearance, compactness, quality,and 
value. 


=modern= 


’ 

















water treatment division 
GEORGE GETZ CORPORATION 
*ocnreone + thitmors 


























\. 


eee tienen! 


MODERN is an aggressive, progressive manufacturer with ample 
facilities for research, development and manufacturing, backed by 
the vast resources of the George Getz Corporation. MODERN has 
a good line good line for you. More new startling developments 
anced soon. If you aren't handling the MODERN line 
your wholesaler to get the dope on MODERN products 
es helps. 

WHI ILESALERS: Some territories still open. If you want to add 
a high grade, competitively priced softener line, get in touch with us 


CT, 
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That's all it takes to operate the 
marvelous new Dyn-A-Matic } 
water softener. 


1 Take off cover—pour in salt, | 
™2 Set the timer. ] 
3 Push down the lever. / 

That's all! Just set it and 


a it. 4 


~ 
~s 





modern Water Tr t Division 
Geo. Getz Corp., 2316 Twenty-third Ave., Rockford, il. —M.27 


Please send me full information on the Dyn-A-Matic and the 
modern line. 


Name 

Company 

Address 

City State 


My Wholesaler is 
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EVERY TIME a dealer salesman sold a freezer in Northern States Power's summerfreezer campaign he rolled his own extra bonus—a dollar per point 


Dice-Roll Spiffs 
Move 1359 Freezers 


Rewards to retail salesmen and cooking schools were the I : t a cost of on healt 


















he Northern Stat | ( ny ad 
backbone of Northern States Power Co.’s freezer drive ertising was devoted to freezers during th 
Ju 15-August 15 penod, but ther vas al 
ITH little money im the till f il lor each sale mad id orted on f nost no co-op mon pent, only three di 
W: in Northem States Power Con provided by the utility, th lesman closin tributors being acti Som id re 
pany in Minn ipolis, Minn., plannes the deal would be allowed to roll th die represented | | 
1 freezer campaign last summer that wa on ind be paid off from $1 t depend One rule laid down b North m ot i 
vrapped around the salesman instead of the iw on what number ime up. Naturall Power Company was that the deal had to be 
public md which topped its 1,000-unit there would be a lot of excitement about th i true freezer sale. Combination refrigerator 
) vith | fi 7 tore, and the salesman would be the cent freezers were barred. Th ison was that a 
Byron Hanson, residential sales man f all eves during the occasion freezer on the line is good for kwhrs or 
tells it, th thought rf promotin Utility mathemeticians figured that tl Va ir. If str is put on freezers, more 
ough a food plan is Out, as th have rage ilesman would take hom oun f them ht | ntro t t t 
putation in the ‘Twin Citi 50, and a warning of thi kept the utility fom 
1 ingen ish spiff plan was hit men from permitting several rolls. ‘The actual lo aid the activity, th , t 
on, whierel tail salesmen could be given iyvout was an average of $3.79 demonstrations given, of mich vere Of 
xtras paid in silver dollars. ‘The dozen repr (his twist gave the retail trade somethin the store trafic variety, put on by one chain 
entative t Northern Stat Power ( ' , to talk about. and provided the fillip needed It was from the experience gained | Mi 
wh il i th dea durin f timulate actior Virginia Donahoe and her 14 hom Crvice 
f th HMMipalen, W h pre Besid this, th itilit lied part that the utility learned much about 
1 wit f « leal th i trat Ih alled 
1 abi f f ‘ . , ( i 152 
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SET YOUR CAP FOR THIS NEW MARKET... 
* 





ELECTRONIC COOKING CENTER 


Cooks in minutes 





instead of hours— 
seconds instead 
of minutes! 





Here's the newest 
and fastest method 




















of cooking since 
the discovery 
of flame! 


Nothing on earth cooks faster than 
electronics—and your salesmen can 
prove it in just 40 awe-inspiring 
seconds, That's all the time it takes 
for the Hotpoint Electronic Com- 
partment to bring from frozen hard 
to piping hotatrafhc-stopping snack 
of little cocktail sausages— yet only the food gets hot! 
And that’s all the time it takes to create the urge-to- 
own that is establishing Hotpoint leadership in 
Electronic cooking sales. 














Set your cap for leadership in this new era of cook- 
ing by demonstrating the unit that cooks in minutes 
instead of hours—seconds instead of minutes. 


ALL-CALROD Companion Oven 


Here's another big feature for your “speed and ver- 
satility” story. While the balance of the meal is cook- 


Call your Hotpoint Distributor today 

for all the exciting details of the new ing in the Electronic Cooking Compartment, meats, 
P P ’ “ w fish or fowl can be quick-broiled in the All-Calrod 

Hotpoint Electronic Cooking Center! Craich Companion Oven. Broils 12 steaks to perfection in 


10 minutes! 


book te Hotpoint for the {inst bist 


RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS SPOSALLS” + WATER HEATERS + FOOD FREEZERS + AIR COMDITIOWERS + CUSTOMLINE + TELEVISION 
HOTPOINT any (A Division of General Electric Company) 5600 Taylor Street, Chicago 44, illinois 
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‘uve BETTER 
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APPEAL 


BOOTH 496-498 


Housewares Show 


= " 
i me 


AIR KING CORPORATION 





30650 N. ROCKWELL STREET 









New! ‘‘Dual-Diffuser'’ Louvers — slimmer, 
modern design—richer, more striking 
styling. The fan line you'll be proud to 
display and sell in a complete selection 
of Window, All Purpose and Fan Mobile 
models 


BERNS AIR KING IMPERIAL DELUXE. Elec 
trically reversible, 3 speed push button 
control automatic thermostat, 20” model 
Has new ‘‘dual-diffuser’ louvers and capac 
itor motor. Golden control panel with ivory 
louvers and beigetone finish, The first win 
dow ventilator that actually adds beauty to 
any room. 5 year guarantee. Mode! AV20PN 
List Price $69.95 


More models incorporating Automatic Ther 
mostat—Push Button Contro!—Electrically 
Reversible operation. Now you can offer 
your customers all the most wanted features 
in a wider variety of America's finest fans 
Display Berns Air King and watch prospects 
sell themselves! 


BERNS AIR KING ALL PURPOSE FANS. Avail 
able in 20” and 22” sizes all with Re 
tractable Control Handle incorporating 
automatic thermostat and 3 speed push 
button controls. ‘‘Dual-diffuser’ louvers and 
5 year guarantee on all models. Two models 
electrically reversible, one manually reversi 
ble. Swivel stand extra on all models. All 
models come complete with side panels 
Series RT". List Prices from $59.95 


Sell the best! Berns Air King fans rated 
first in quality and performance by Amer 
ica's leading independent consumer testing 
laboratory.* There's a size, model and 
price to meet the needs of every prospect 
You can feature a Complete 5 Year Guar- 
antee on 17 different Berns Air King Fans! 


BERNS AIR KING MULTI-PURPOSE ECON 
OMY MODELS. Greatest fan values you can 
offer! Famous Berns Air King quality in a 
20” Reversible Multi-Purpose Portable Fan 
for window, floor, table, or desk use. Has 3 
speed control. Handsome Beigetone Finish 
5 year guarantee. Attaches and removes 
from optional adjustable window panels 
without tools. RA20 (illustrated) List Price 


$39.95 

Model RAI4, 14” model, with casement win 

dow mounting bar. List Price $29.95 
EXHAUST FANS BLOWERS KITCHEN FANS 





ip 


CHICAGO 18, ILLINOIS 
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Automatie Washers 





compact unit. Indeed, some of these 


the transmission’s 
velted to a larger pulley 


ight of the mechanism, 


uuplmg device, for 


mto which it is fastened 


Hence, with a clockwise clutch on 
one mechanism and a_ counter- 
clockwise clutch on the other, the 
pump will run if the motor run 
direction while the 
will oscillate if the 
versed 
AS a 


motor-reversal 


In On agitator 


motor is re 
second example of the 
clutching method, 
the “one way” clutch principle is 
employed by another manufacturer 
in a spin<lry-type agitator auto 
matic. In this make, the 
will agitate when the motor is run 
in one direction; it will spin and 
drain when the 

Phe ( ir¢ by 


machine 


motor is reversed 
no means all the 
transmission drives and designs in 
production; to list mor 
here would only confuse you. But 
what have been covered will enabl 


current 


uu to understand some of the 
basic principles involved so that 
when you do study a service man 
ual for a pecific make you will 
grasp quickly the features peculiar 
to it 


Pump. lor a general discussion 
on washing machine water pumps, 
review that portion of the articl 
on conventional washers—but note 
the following exceptions: The oper 
ating principle and the structure 
are similar for both automatics and 
conventionals, but — the uum 
pump on the collapsible tub model 
otor (instead 
of an impeller, which resembles a 
larg. rubber like 

And the driving methods for au 
tomati pumps differ in 
most cases from those used in con 
models As 


pointed out, 


is equipped with a 


pinion gear 
washer 
ventional previously 
Onn tomate 


vasher pumps are built onto on 
end of the motor with the impeller 
fastened directly to the 
haft, another type ha in inde 
fastened 


where the 


motor 
pendent cmbh 
to the motor 
two shafts are 
ling, some pumps have 
factured with self 
tors, and still 
1 belt 
i type of pump which will operate 


pump a 
housing 
jomed with a coup 
been manu 
ontained mo 
other ire driven b 


One manufacturer employ 


in cither direction, It is equipped 
with a flapper valve, actuated bi 
the impeller, which will cause the 
vater to through a filter 
position and drain the tub 


irculate 
Ih One 
in the other 


Chassis. [specially peculiar to 
washers is the chassi 
of the spin-dry model 


igitator whos 


iutomati 
tructure 
ven 


pin baskets revolve on a_ vertical 


iutomati 


xis must have some provision for 
bsorbing vibration when spinning 
for despite the fair distribution of 
the clothes achieved by the last fe 

twirl f the agitator immediatel 
pcrore pinning Commence ome 
unbalance of the load in pinning 
is unavoidable. Hence, if the washer 
is not designed for bolting to th 
floor, its entire mechanism is su 
pended from or mounted = on 


prin vhich are usuall 


upple 


mented by shock absorbers and/or 


ibration d imper 


Preliminary Examination 


As stressed in the uncaptioned 
introduction under this same head 
in the conventional washer article, 
you should help your customer an 
intelligently your 
ibout what part of the 
failed. Here are some of the rather 
common complaints 


SWCI questions 


machine 


Failure to Start. If no sound 
whatever is heard when vou revolve 
the control dial through its entire 
cycle, you would naturally check 
the power supply first—but do not 
overlook immediately thereafter the 
seemingly obvious detail of check 
ing the machine's fuse, for th 
model under test may have a fuse 
On the other hand, if 
when you revolve the dial you hear 
clicking but no 
you should check 


of its own 
solenoids sound 
from the 
the supply circuit to the motor at 


motor 


the most convenient point 
If a 
one direction for all cycles) hums, 


motor which operates in 


but will not start, you must ascet 
tain whether the 
mechanical subassembly is at fault 


motor or some 


Ilow you accomplish this wall de 
| 

pend upon what make you have 

With some vou will be 


ible to test for jamming by trying 


under test 


hanism by hand 
frecly but 
there may 


to revolve the me 
If the me 
the motor will not start 
be a faulty starting 
ing relay) 


hanism rotate 


witch (or start 
worm bearings, or a 


tator 
In a motor which ts re 


burned out 
versed for 
evcle change keep in mind not 
only the foregomeg po ible 
of failure, but also that all four 


wires to the 


CuuUMse 
motor may not be en 
imultaneously because of a 
witch in the time 
hould 
contacts in the tine 
connect the motor direct 
with a test cord—whichever 1 
convenient. Tf the 
no part of the mechanism wall r 


ergized 
faulty 

control. In such cases you 
check those 
control o1 


reversing 


MOTE 


motor runs but 


volve, you may be reasonably cer 
tain that the coupling device (belt, 


pulleys, universal jomt) is faulty 


Water Will Not Enter. Assum 
ing of course that the water is not 
hut off at the hos 
first thought with a complaint ot 
this kind is to check the 


cock: one 


ol noid 


on thi vater intake valve but 
rarely do the Olenoids fail. Ot 
tener than not im such instance 

thi fill ircuit 1s interrupted 
through a malfunction of the water 


level control; that is, the float, pre 
ire vitch, or the lke ma he 
jammined im the filled’ position 
thereby forbidding the entrance of 
ite en though the tine nitrol 
ills for it And since th vatel 
| control itch usually can be 

( dseasil for ictuation b 


hand, it 1 1 good idea to heck 
that poimt first. If the water level 
control is not fault then check 
the powell upph it the water valve 
but be sure that 
timer set at 
water 15 


Olenoid terminal 
you have the 1 point 


where upposed to enter. 


Unbidden Entrance of Water. If 
the water 
the piping in the house is in poor 


heater or any part ot 


condition, a foreign body 
cle of dirt or 
the valve and 


i parti 
scale) may lodge in 
prevent the full 
closing of one of its 
thereby 
seep into the 


diaphragms 
water to 
lo distin 


mechanical 


lowing some 
W isher 

guish between — this 
fault and unbidden solenoid action 
(which see below) 


nect the cord set 


Wic4re ly lise on 


Will Not Wash. Always assume 
that the motor and 
ire all nght until you have checked 
clutches, belts (o1 
ind particularly the control 


transmission 
friction coup 
lings) 
circuits. Obviously, when agitation 
is called for on the 
hear a grinding or chopping gear 


timer and you 
noise accompanied by faltering agi 
tation, you may conclude that 
troubl But af the 
igitat it all 
hould 


control 


there is gear 
machine will not 
when it is supposed to, you 
check first the 
circuits, such as the float or pres 
sure switch, for even though these 
will shut off the water at the de 
sired level they may not through 
the circuit to the 
igita 


CC ond ir 


ome fault close 
clutch 


Hic’ h aestha) 


iwitator Olenoid (or 


tor drive 


Will Not Spin 
that some tumble 
will not spin until the tub has been 
drained Her vain vou hould 
check the sccondary control if the 
washer has dramed but will not 
called for 
control dial, for the float 
vater level control) ma 
When you have es 


bemg de 


Keep i mind 


iction model 


pin when this action 1 
on the 
or other 
be jammed 

tablished that 
livered to. the 


ind the machine still 


power 1s 
pin-clutch solenoid 
vill not shift 
into spin, you may be reasonabl 
certain that the solenoid is faulty 
And don't overlook the possibility 
that an adjustabl 


need regulating 


yn Clutch may 
| 


In machines which use motor re 


ersal for cycle change remem 


ber that one pulley may be a typ 
of centnfugal clutch which allow 
the motor to pick up the load of 
th punner gradually; hence, if on 


of these model vill not pin, OF 
fails to come up to full spinning 
hould check the cen 
trifugal clutch and am 


peed ou 
other fre 
tion type coupling devices for lip 
pie 

In short, alwa rule 
exterior fault before 


transmission 


Will Not Drain. If you receive 
a complaint of this kind 
larly for a recently-installed ma 
do not overlook the po ibil 
ity that the 
kinked. It dos 


or not, So expect anything 


out ever 


Vou conde ith a 


particu 


chin 
drain hose ma 1 
beheve it 
with to 


compacti itt 


ly ippe 1 


dat raze tor 
out 
lo distinguish between 


laundry | 


Clogging 
and mechanical failure, first mak 
sure that the washer’s 
is open (if it has 


dram valve 
one), then lay 


MORE> 
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eA Whinkpoot 
“AIR CONDITIONERS - 


give you more -=*. 
selling power! 















OPEN UP THIS FOLDER... 
read all about these 


spectacular new 


AIR CONDITIONERS 





RCA WHIRLPOOL HOME APPLIANCES 


, YN N |: i Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


: OY ee 
- Join Up! it’s easier to sell RCA WHIRLPOOL 














'o) m= le) o)it-lalet-1- mele) mm below, 





than sell against it! 
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Washers 


(continued) 


Automatic 


Does Not Wash Clean. If th 


hot | upp! dca t idl 
thie | j it ful ) put 
t iT ! t t NH iftistact it l 
anal j Vit man \ +} | ot 
if i} lil iT i ( i } ting mist ; In 
ry ; } ' " ) ' | a 
howld | that tt fom t ¢ loading, f ith 
) ) thie that | | f iP ‘ ; 
ly +i 
Slow Operation 1} midicat 
4 Insufficient Damp-Drying. In a 
lippun ! ! ' t ) ng ' " | ] 
! it 1/7! t cit thi fault 
ce vat th i ) i ( 1) i icuum leak 
Mh nn bindin th j t be a good ! Tt 
ft | 
shocks. 11 eo ” for tl a 
A nh if t np th ful 
th plied | ; —- th 
i itt | ! hy ‘ 
jt nt 
li 1 | i ! Pram | j | r 
1) ii | 
of tl 1 " thi to a ; 
. 
itd t t hion , 
‘ | ket 
mist hight j 7 
titi } ! | t 
’ ! iH t tii j j | 
Leaks Water or QOil) Bit led . 
' ‘ ' 1 r 
Paull lc! j t | ) to 
) | Check th 
{ r 
we ' ' t potl np and 
i ik ft { 
’ t pp ind th ni 
ts for bindin | t fo 
Vibration and Noise. tlow | ' 
; ti tructions im the dt iin 
‘ | thie yf lent in 
'? ' nee ” 1 tt 1 it¢ idil det ted 
‘ i 
iol i i patel | ! a P id of the 
the i tional ly I pit 
( fai aba th mnd 
r i pil | | 
- _— ' lears Clothes. Uhi mplamt 1 
i ii fea 
” : full dom th entional 
' au hy tick 
iu 1] tuall anna i 
i to i 
Soils Clothes. Inf quent) u 
il t " 1] t j : 
we : " find that i} lcak ! mn othe 
] thy ] ’ ’ ] tl 
oo ; : usm mito th ish water mn 
mach lire th yn a l + +] , 
ii li { ll if ' 
\ ly thi mT nt nal hy J f { P " 
it) it if thy ‘ ' 
! thi hin wot P | 4] ' 
) l i h i | 
bration ma ) i » | - +] 
j ) 14 j } ! 
i | ‘ 
i i { mn | wd af i batement \\ la if 
r ' , 
j ; | | hye ! itt il l | ) pipil 
thi rout if Te t 
t CSD ‘ iit th \ 
{ i portant theretore | , oe 
naam ill i na hy ut 
that , ; i ish i ’ rae hy " f lirt 
! tl land that each ne of it ' » 1 ' tel taut! 
iii l ' biliy’ i 
fect cur at proportion ft the lex hit loth thy 
wash j f th ir ' r 
hy mot int i tub i then 
Unbidden Solenoid Action, Ox Saag Sg Se 
tt " 4 " 
1) , 1) find that on 
i ' tit i ' 
" ' d tial i 1 if \ ul i rt tilt 1 
i pick u Wp i am it of dirt 
' ly { wh ait coin 
:, t t \ tl 
funct i rot i if 1 : p ' 
pipe leading from the main to the 
part ft th t ten Vlost 
' ou 
tt tl na ided 
| , hy ‘ ’ : 
Henoid, Since the machin rin Servicing Motor and Transmission 
I not I il t 
happen that tl iswit Motor What w dl 1 the 
te tt | th hot vire n t t | ipn ii thi 
of the supply circuit which means une head in the onventional 


irticl 


tj wl 


washer 


would al 0 ipply to 


oma motor revolve 


tion 





motor ona 
ersal 
however, you 


that the replace- 


neth YOU TCpiace i 


motor r 


make sur ) 
nent olves in the right direction 
called for 


you h iv¢ 


for whatever function is 
m the ontrol dial. If 


trouble identifying the wire ind 


yur first motor connections result 
in reverse rotation ou can rectif 
that connecting error by transpo 
ing the starting winding lead 

Coupling Device. Spare no effort 
t ichieve as nearly as possib pel 
fect alignment of the belt unl 


| ont 


When 


low operation points to 


i slipping belt and you note that 
the belt is sound and that the auto 
natic tension-adjusting device ha 
ot noved = te th lunit of it 
travel, it as likely that the adjust 
ing mechanism is binding in which 
1S¢ uo must mat the nec iry 
idjustments ¢ ensul free nove 
nent 
Belt vhich i cn hehth 
damaged should be renewed, for 
nic vhich 1 bu d but a littl 
it on ot here the notor 
pull might ha lipped for a 


noment vill not only make a 
thumpin Ol but also m cre 
te nough vibration to damage 
the motor or machine bearimn Or 
both 


\ shaggy belt will 


ontinuc to 


un cl later become entangled 
vith = the pulle ind yam the 
nechanism—which 3 ilmost cer 
tain to burn out the motor 


find 
vhether you 


Transmission. You must 


ut from our iobber 


permitted to service a pecih 
transmission, Some, except for a 
few minor exterior service must 
! handled on an hange basi 
Keep m mind that if you open a 
tled mechanism without author 
ty the manufacturer is privileged 
to void the warrant 
I hi ! not under thi 
inane head m= th mventional 
her artic I] also apply to 
imtomat \ Hel transmissions 


vhich you ar permitted to repair 


Servicing the Pump 


Under this head in the conven 
tional washer artich Ou ma vish 
t | th \ ted rrecti 
neasur for jamming as well a 
the service not n renewal of the 
inp part for the methods ap 
pl equ I I] to uftomati 

isher pump And d not f ret 
that t} ' ty ) 
baffl noan vasher must be in 
tact nd fi fastened 


Servicing Agitator and Center Post 


Stuck Agitator. ‘The servicing sug 
restions und this head in the 
l monal | irticl ippl 

t itomat but d not u 

1 fit-all m cd pulle to 


iwitator from an auto 


move a stuck 
matic unl ou cannot obtain 
the pe ial tool recommended b 
the machine’s manutacturer 
Agitator Adjustment. Generall 
in oscillating agitator should run 
is Close a pr ible to the tub bot 
tom without scraping. But since the 
method of adjustment irl vith 


different make uu should heck 
the manufactur 
attempting an 


kind 


perore 
thi 


} 
Hidlithal 


idiu tment of 


Center Post. You must also check 


the service manual for the make in 
hand before ittempting t replace 
center post bearing yx seals, for 
installation method il rreatl 
vith different make Follow the 
manufactures instructions to th 
letter and do the vork with meti 
ulou irc because cpag f 
vater into the transmission can_ be 
the forerunner of cost! damage 


Servicing Tumble Actio1 Washers 


Cylinder. Occasionally uu mat 
be called upon to ren the cylin 
der bearing ind the eal rf oa 
tumble action machiune In ord 
to turn out a durable ob, be sure 
to take ito consideration th on 
dition of the cylinder shaft. lor if 
the shaft is worn to the extent that 
it fits loosely in the new bearnng 
the new scal will soon suffer dasn 
we from. the esultant »bbling 
ind not only 1s a leah rtaim to fol 
low im an unreasonably short tim 
but also you will be sure to get 
LLOIS¢ omplaint almost immedi 
itely after ompletion * the work 

Som vlinders hay cmovabl 
haft ome do not. The former 
present no problem becaus ou 

in include a new shaft in yu 
estimate im ever ise, then use it 


if vou have to. And though with 


the others it may seem to you un 
easonable to ask a custom t 
buy an entire new lind ist b 
cause it haft 4 vorn, there 1 
nothing else to do. A sloppy fit 1 


i lopp ht and 1 ily 1 sou 


of mischief in any kind of machin 


Servicing the Control System 


Timer. Most of the individual 
part ind ub embli rr Cpal 
in elect tin mitro 
ivallabl In a numb t them 
thie t | th ipem it 
thr tch bank id th itor and 

iW cmibi nay Db yurchased a 
ul Phe 

some tin jure a final l 
ustiment after ( cin to linn 
rite backlash in th ot ind 

im assembl Thi idjustinent 
nite ck 1 tt hitninnate indift I if 
openin ind losin ft ft 

vitch hich would occur if th 
rotor not adjusted to open 
ch e fu i pa ticulal vitch lI 
in n nent. Consult ul 

( ct manual fol the recom 
mended ting method for 
p' in make 


4 









































for Spring sales! 





. Answer to a merchant's prayer 


wat ocwon son De@lers’ choice—3 hot new transistor sets! 


nea possible the on inal place 
t the wiring so that it will 
ricithy | me entangled vith a 


rotatin part ho be pin hed by l 





in i cnded unit 


pi r 
Controls. Do not 




















Secondary 
thi ritical need for a 
te adjustment of the control 
ictuating members nor the positive 
openings ind closing of the cond 
i itro vitch uch as float 
p ure switch. or the like. If the Medel 9577P. Pocket size, 6 transistors, Medel 9574P. 6 transistors, big 5-inch Model 9$62P. 7 transistors, 544" speaker, 
contacts in euch switches atick. se weighs only a pound! Pocket-or-belt clip speaker, marvelous tone. Virtually wear- _finest aut tic vol control, Dou- 
: in back doubles as easel. Unbreakable proof Arvinyl-on-aluminum case in off- bles as portable or table radio with flip- 
ous damage to other parts of th plastic case in Ebony, Pink, Bone White, white or tan, gold trim. Printed wiring, switch dial and folding handle, 600-hour 
machine ma ult. ‘That is, the with gold trim. Earphone accessory avail- _ precision tuning, automatic volume con- _ battery. British Tan or Alligator leather- 
isher might overflow. ¢ 1 tum able extra. Size 64, x 334x144". $59.95" trol. Size 10% x 8% x 31%". $69.95*  ette. Size L1\g x 844 x 4". $79.95° 
ble ti model ma hift into a 
ores ae Clock Models that sell in no time! 
perhaps burn out it notor, So it oc o e s a se in no ime 
is advisable to mak ire that thes« 
vitclhe pond every time with a 
pe ith ction 
Water Inlet Valve. ‘This assem 
bly is rarely ource of troubl 
Occasionally, though, you may be 
led upon to renew the dia 
phi ns. When you are, be sure to 
have on md the other miscel 
lanes elated hardware uch a — 
rasket xtra \ ind so on Medel 5561. Good taste in a class by Medel 9577. Jewel-bright beauty, with Medel 85971. Budget-priced best-seller! 
Drain Valve. When vou service itself! Printed AC circuit; automatic handsome, panoramic clock face. 5tubes Five tubes including rectifier; 660-watt 
on-off and alarm set; slumber switch; including rectifier; 1100-watt outlet; outlet; dependable clock timer, Alnico 
i drain valve see to it that its link 660-watt outlet; slide-rule dial; 5 tubes slumber switch; slide-rule dial. Ivory, ‘‘V’’ PM speaker. A promotional leader 
we moves freely so that its solenoid incl. rectifier. Pink or Nile Green. $37.95* Green, Sandalwood or Flame. $39.95* that speeds sales, wins friends. $29.95° 
can ictuate the ilve with no 


chan of hanging between the 


spas onl Chait poien Table Models that turn over fast! 


Prove the Work ie 

It iot usually necessary to load 
thi vas vith loth for the 
final test, but do have the fill he 

i ' 1 { 1 1s 
connectec vith thie iter turned 
on and take time enough to put | 
the machine through at least on J 
complete automatic cycle. Set th , ' 
( ol fol the hortest . 


wash 

















; 

i 

[al 
= — = 

Medel 2564T. Brilliantly different styling Medel 25637. Clean-cut design with Medel 9511, Superb styling, recognized 





CT ) tim d whether ’ ’ 
ae ' ime. And whether with fashionable two-tone grille cloth. handsome meshwork grille. Printed quality, at a low price. Printed AC/DC 
ou have had reason to disturb the Printed AC/DC superhet circuit; 5tubes AC/DC wiring; 5 tubes including recti- circuit; 56 tubes including rectifier; auto- 
wate! nnections or not, don’t for including rectifier. Lighted vertical slide- fier; loop antenna; vertical slide-rule matic volume control, Ivory, Green, 
get to check ever ompleted job rule dial. Ivory or Charcoal. $29.95* dial. Cocoa Tan or Apple Green. $24.95* Sandalwood, Cherry, $21.95" 
for leah I inall remove your 

hnger marks from the machine T i t 4 k r sets FM AM! 
So op-selling twin-speake ole 

for the next on end 

sciniaiiea 


to 1957. In fifty years Amer- 


ica and our industry have seen many 





changes. Best of all, Electrical Mer- 


chandising has been around to record Medel 3561T. Two 5-inch speakers de- Medel 956T. Modern styling. Two coor- Medel 780TFM. Clear, rich FM tone, 
them for you during that time. You'll liver console-like tone. 6 tubes, including dinated speakers, 5 tubes including recti- plus AM. 8 tubes including rectifier; dial 
read about the high spots of those rectifier. Printed AC/DC circuit; illum- fier; mercury-type treble-bass indicator; light, tone control, phonojack. Alnico 
fitt Sette teal inated slide-rule dial; visual tone control, slide-rule dial; phonojack. Turquoise, “V" PM speaker. ‘Two separate anten- 

y yours @ © VEEN AnmvereEry phonojack. Ivory or Fawn. $39.95* Sandalwood, Ivory, Coral. $34.95* nas. Ivory or Willow Green. $69.95* 


i fi hort 
ee ee eee *All prices are suggested retail for zone 1; portables priced less batteries. 


months, July, 


Electronics and Appliances Division 


Arvin INDUSTRIES, Inc., Columbus, Indiana Nationally 
Advertised 








Also manufacturers of Arvin Electric Portable Heaters, Fans, Lectric Cook, Automobile Heaters, 
All-Metal Ironing Tabies, Outdoor Furniture, ‘““Charky’’ Outdoor Grills 
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““KLIXON Protectors Save Dollars, 


Build Customer Goodwill,” 
Says Appliance Service Manager 


UTICA, N. Y.: Mr. Richard Henschke, Service Manager of 
Schwenders, Inc., knows the value of Klixon protected motors 
in appliances. He states: 

“Despite increased sales, service calls on Klixon motor op 
erated appliances have been so few, that we feel that Klixon 
Protectors should be used more extensively as they practically 
eliminate costly burnouts. 

“Klixon Thermostats as used on heaters and automatic clothes 
dryers have given the same trouble-free service record. This 
benefits both us and our customers by added good will and 
dollars saved.”’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 


Preventing Motor Burnouts 
Ihe KLIXON Protectors, illustrated, are 


built into the motor by the motor manufac 






Maoual 


turer In such equipment as retrigerators, 
Reset ty 6 


oil burners, washing machines, et« they 
keep motors working by preventing burn 
outs. If you would like increased customer 
preference, reduced service calls and mini 
mized repairs and replacements it will pay 
you well to ask for equipment with KLIXON 
Protectors 


Automatic 
Reset 


LIxON 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER DISC.” 





SPENCER THERMOSTAT DIVISION 
2502 FOREST STREET, ATTLEBORO, MASS. 





Better Business Through Your Window 





METALS & CONTROLS CORPORATION 
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lirst, it will bh Ip to direct atten 
toin to your place of busin from 
distance Second] it pla in 
i nportant part in iting desirable 
miditions for the most favorable 
ippral il of the merchandise which 
ou have on di pla Lastl if in 
help in its ettect on the atmosphere 
vliuch is best fo ur type of st 
Your lighting can h Ip set the tone 
f your establishment in be high 
low in key, stimulating or quiet 
VAtith OF cool 
An interestin tud onducted 
cral years ago on “Lighting as a 
Sale Investment pointed up the 
iipre Ve ile Pali which « ruld 
be achieved through lighting 


program 


Sales Gain From Re-Lighting 


Type of Store Average Gain 


Apparel Shops 21 Percent 
Automotive Store 19 Percent 
Drug Stores 24 Percent 
Filling Stations 24 Percent 
Food Stores 20 Percent 
Furniture— Radio 

Household Stores 27 Percent 
Gen’! Merchandise 22 Percent 
Hardware Stores 40 Percent 
Jewelry Stores 37 Percent 


As outlined above, the urve’ 
howed that those type of retail 
outlet falling into the hard good 
category were among those most 
likely to gain from the imstallation 
of proper lighting 

One advantage of good lighting 
in your window will be found in 
the effect that it will have in com 
batting outside 


reflection. During 


davtime hours, when the greatest 
volume of traffic will be passing 
your window, these reflections will 
often tend to obscure a window 
display and the interior of your 
tore, a fact sometimes overlooked 
by the Installation 
of lighting fixtures of modern de 
ign will he Ip to combat effectivel 
the distracting and negative eftect 


iverage dealer 
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if flecte urfaces on your win 
; licty] 
( ! 
Summing Up 
Primarily, the use of your win 
dow display is one of the more im 
portant of those mediums which 
ire open to ul in your search for 
Certainly it has the undeni 
ible et tf being the least ex 
Desive 
1 imme ll be the element most 
ippliance dealers will find them 
elves short of in their approach to 


Nevertheless it 1 
important that you find the time 
nece Th for the 
this important task 


indow displa 


carrying out of 

\dopt a hard 
headed approach to the problem, 
ind assign either a capable member 
of your staff, or yourself to the job 
of window-dressing. Imagination 
will be needed, and elbow-grease in 
some volume, but your window can 
be an interesting one only if both 
part of a 
full-time and often changed display 


are brought into play a 


program 
Obviousls 

formula for window display which 

will prove entirely effective for as 


there can be no set 


varied a group as the appliance 
radio-I'V_ dealer. Manufacturers in 
the display field such as the Rey 
burn Mfg. Co., Royersford, Pa., 
offer helpful booklets on techniques 
ind decorations; General Electric 
publishes a brochure on lighting 
techniques, and Pittsburgh Plate 
has one describing mod 
ernized store fronts. Your local li 
brary will have more substantial 
volumes on display which contain 
many helpful hints, while your dis 


Glass Co., 


tributor representative in be a 


mayor anes of suggestion 
In general, however, it is your 
vn initiative and imagination 
vhich will come into play most 
often and help gain for your dis 


tion it dese ( end 


the att 


ia 
I 


' 
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GENERAL 
ELECTRICS 
R-1 






OLL- EASY 
VACUUM CLEANER- 


It’s the ultimate in labor saving—you never have to lift it! 


‘a Bas 


is 


“ 
_ 








lt lets housewives Vacuum clean every part of every room easily 
without ever lifting the cleaner 


rolls up stairs! It’s the ultimate in labor saving. You can use it to 


Because of its most modern clean high and low in every room of the house. There’s an easy-to- 
shape and design, it won't tip over rolling over door sills—won’t 


use, color-matched attachment for every cleaning task. It makes 
rumple scatter rugs as it roll quietly from room to room. It even 


vacuum cleaning more effortless than ever before! 
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*Manufacturer's recom 
mended retail or Poir 
Trade price, effective 
January 6, 1957. In 
cludes a complete set of 


color-matched attach 





EW VALUE 





ment 





Now featuring the 
new “DOUBLE-ACTION” 
Cleaning Unit! 























Only the new General Electric «Py ouble-Action” Cleaning 
Unit has these two brushes! The rear brush pushes dirt into 


the suction chamber . . the forward brush pulls it in! 











4 





One unit cleans rugs as well as all floor surfaces. You can use it all over the 
house. And with its new, modern, low silhouette, you can clean way under Result... “Double-Action” cleaning. Cleans any rug with 
beds, chairs, sofas, and tables. Glides effortlessly into spaces only two inches fewer strokes, less work ... picks up thread and lint the 
high on easy-rolling, full-width rollers. first time over! 
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on a 
VACUUM CLEANER 


Now § 95° 


profit-priced at 


And it, too, features the new “DOUBLE-ACTION” Cleaning Unit! 





g* 
















* Manufactu commended 


etail or Fair Trade price, effec 
tive Januar y 6, 1957. In we des 
acomplete set of color-matched 


attachments. 





ONE UNIT CLEANS BOTH RUGS AND FLOORS! 


* STORES EASILY 


* ROLLS EASILY 
* CLEANS — 


MERC 
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~ = MADE 
} PROSPECTS! 


We’re telling America’s housewives how to 
vacuum clean the easy way with 


Bong BIGGEST CLEANER AD PROGRAM EVER! 













ITN 








*TV-Cheyenne on ABC! — 
>» MAGAZINES-4-color pages! 
* LOCAL CAMPAIGNS ! 


ane aaeeannmneal 














General Electric’s 3 “R’s” can make this your biggest 
year in vacuum sales and profits. So read 'em and reap! 
Vacuum Cleaner Department, General Electric Company, 
Bridgeport 2, Connecticut. 














Progress /s Our Most /mportant Product 


GENERAL @® ELECTRIC 
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TESTIMONIALS 
SELL 
ELECTRIC 
WATER 
HEATERS 


PROSPECT MEETS USER. Introduced to a satisfied electric water heater owner, right, by a 


Knight Appliance salesman 
water heater first-hand 


Ed Rowland of Knight Appliances, Grand Junction, Colo., was doing 
all right in electric water heater volume when natural gas came to 


town. He’s still doing all right, thanks to a technique of written and 


| Kpcricnce had hown these figure 
live testimonials which has his customers moving water heaters for him be invariably lower than prospects anticipates 
Knight Appliances put them to rk in tl 
form of written testimonial 
lo inject immedia in nth 
I vater heater drive, R ind al cdopt 
th pel onal testimonia red Ive 
[° the st f Knight A ( fa high! ined test tished u Vhese ha proved far ar 
Junction, Colora th hapy nial technique, ‘The uranium boom iv the more effective of the two testimoni 
on te ry apphan iler wh fight th ids of people into the western types, though Rowland nsid the writt 
to merchandise electric water heaters in Most of them, though ibeonents vill alliens! 
fed commit th electnie water heatin Phe firm's thr point it heat 
Csrand Junction 1 nall ' dl ¢ I] t 1 t them, R anc tch I ided i it peration 
ido western slope town, more famous fo I] t t t i om presti ( live testimol 
f tan the multiemillion-dollar uranium ' t n nd 1 ' ll, the y > ect is a ed bv a 
1 | tf than anythin Ilse. There t | " Vi tro} n Ae lept at st . inde ' 
hd Rowland of Knight Apphance Ils an t t it test | nn itions back to thes iles point 
t lect iter heat ca Ri rent tl ile I All of Knight Applian yersonne ' Re 
Outward! that amount it reSsi t it th \ nen who talk it, but 1 nd, a partner ind tv tsick ilesme 
But when a glan it the firm eco ( th pe hou it, On th full have pet lists of electri iter heater use 
cals that Knight \pplhia ce iS turning ove P| ite everythin t t heating vho are friends a ella ustome kKach 
nany elect val heaters today as it as t ter verfectly willing to show his water heat 
hic twe ws a hen th is no natural bigu lon t | df thin st illation to the prospect, and to testify t 
is in Grand Junction, t ncelusion 4 | CSS} is Statist \ rdingly, the retailer itin st. age and il efficienc' 
” ked t tem of documenting th Standard procedure finds the prospect 
Rowlan t than held its own ictual cost tf heating water bv electricit ( nti d n page | 
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cadin 


prospect studies typical electric bill, hears virtues of electric 


The Personal Touch 


SING 











AFTERNOON’S COLD CANVASSING started when salesman Bob Navarro, 
left, struck up conversation with residents of this middle-class neigh- 
Conversation produced no sale, but acting on a 


borhood in El Paso 
tip he was given 


ceil 
et te OR e, 
oe mae 





NAVARRO VISITED SECOND HOME in neighborhood where customer 
showed interest in buying portable TV for daughter's bridal shower 
in turn, she called in neighbor who had son leaving for school and 


who was interested in buying portable set for him, 


Cold Canvassing Pays... 


... Up to $250 a month in extra commissions for this Texas salesman who maintains most 


dealers have a mistaken idea of what cold canvassing really is... and how easy it is 


6“ VY OLD turkey calls jump my monthly 
} ynmission checks trom an average 
of $350 to S600 and better i\ 
Bob Navarro, t yp Salesman Tor W hite in i] 
Paso, ‘Lexa 
It's Na onterntion that most appli 
) i ind salesmen don’t understand 
hat cold canvassing really mean I hey con 
f th the methods employed by maga 
zin ) ption salesmen Th think it 
to up on ide of the trect and 
( t th I KNOCKING On CVE loo! 
best way not to 1 ed in cold 
Nava Hy ystcm is com 
ttlercnt and is p I ps best xplained 
f Navarro around 
How It Works 
t st Pick it a ccince arca m 
ly t At Whit th handled 
l ( ( ( to | iT thie 
tt q t Clittord i med 
N t hborh f modest home 
1 t mM | 1 ! ham vho had 
there for mn tin 
N nrst | n in hoor KOC 
1] tted a h wre vashing hi 
\\ hii vere his wife and a neighbor’ 
! Na itrod 1 hum f and talked 
I t ninut N 1 vas asked to 
tl 1 Na ITO KTCW that if any 
tf iad en the slightest interest 


wn, who wa 


I\ thie MM uld ha ( 
is Navarro left, one of the 
ted he il] on Mrs. Schram, 


looking around 


mich 


The lead Was | 200d One Mirs 
asked for a 
value 


Schram 


rough estimate on the trade-in 


of her old range and Navarro arranged 
an evening appoimtment to talk the matter 
with Mr. Schram As he left Mrs 
Schram suggested that he 
Mi Brown 


Ihere’s a big shower coming off 


OVel 
visit a neighbor 


whose daughter was getting 


marred 
voluntecred 


tomorow evcning she 


Two Leads For One 


Mrs. Brown lived on another street. She 
was a trifle confused by Navarro’s call be 
cause she immediately suggested the name of 


mother neighbor who might be interested in 
buying a portable ‘I'V sct for a son soon to 
leave for college 

Mi Brown herself thought. the 
I'V set too small to be practical 

( it} | how 
Navarro asked 

When she iw the ct she 


portable 
in the car?’ 


you one | ha 


( h ip d her 


mind. She was so impr ed that sh olun 
teered to ll her neighbor and invite her 
over on the pot to see the set 

Thi icighbor liked it and decided sh 
vould buy it for her But she im turn 
ugegecsted that such a set would mal in 


ideal gift for Mrs. Brown to give her daughter. 


But the shower’s tomorrow Mi srown 
objected 

I'l] let you take this one and deliver your 
neighbor et later on thi ifternoon,” 


Navarro suggested 
I'll admit that 
ll of one 


these two sales took up 


Navarro. “But 


ifternoon, i 


that’s the secret of cold canvas ing. ‘The sales 


to make 
hrom that 
ingle contact he gets a lead. And this snow- 
ball 
“Most 


frome the 


man, if he’s friendly, will only have 


one contact in a neighborhood 


ipphance ilesmen believe success 
tact They 
beheve that the law Wo average vill take 
care of them This theory is 
mg. And it 
and good-bye 
hoe leathe 
I'l) admit that running into two mothers 


both looking fo ifts for then 


COMM number of calls 


too discourag 
Vater Thi hello 


vcaring out 


vende up the 


ipproach results in 


ind nothing else 


liakelre i was 


1 COMCIAEHCE But remember 1 winning 
football team pda for the breal \nd a 
alesman does the ne thing 
I hic we out there \ ilesman 
doesn t hia to ft them The secret he 
in bemg frei ual in carrying on a con 
versation which will make the new a quaint 
nce ( 
leads Coming 
Nava ilso emphasizes that he has more 
than just two sale to show for his after 
noon Vorb He has a definite lead on an 
lectr range for one thing 
“Not only that. When I asked Mrs. Brown 
for a drink of water | did it so I could get 


i look at her kitchen. Her 


condition to be 


retrigerator is in 
re placed 00 I've jotted 
not hook 


“Cold canvassing 


that down in m 
prevents my oO crwork 
becoming too 


ing one neighborhood and 


localized in my thinking, and my approach 
from becoming too ‘canned’, And it ha 


oft for Tite 


paid 


| nd 
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: GAS RANGES 


give you more _. 
selling power!~ _ 












OPEN UP THIS FOLDER... 
read all about these 


spectacular new 


GAS RANGES 





ESTATE GAS RANGES 
\ N | i Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 
wt 
¢ 
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so delicious... 
SO easy 
to cook... 





WITH NEW 1957 


GAS RANGE 





than sell against it! 


versatile cooking... 


that seals in natural meat juices . . 
reduces shrinkage . . . provides 


charcoal-like barbecuing indoors. 


Barbecue the largest cuts of meat. \ 


Balanced-heat 
bake oven 


Barbecue with automatic rotisserie 


Perfectly bakes and browns even the most 
delicate foods anywhere in the oven. Tur 
bulent, circulating heat reaches every corner 
Then, Silicone door seal keeps it in to elimi 
nate “hot’’ and ‘“‘cold’’ spots and provide 


always-even heat 





Adjusts at finger-tip touch to the correct 
height for the tastiest broiling possible. It 
pleasant broiling too because fats and 
drippings drain out of heat zone t 


moke and dangerou 


) eliminate 
pattering hot grease 


5-Position, 
radiant-heat 
drawer broiler 


Meat probe 
automatically shuts oven off 


No more over cooking or burning! You 
imply set the meat probe for the exact 
degree of cooking desired and plug it into 
the oven side. When meat i 
automatically turns off 


done the oven 





there's a 1957 


—— <2 


| = 


CUSTOM Mode! G-225, 40” Gas Range 


with built-in griddle, 5th top burner, bake en. 5 positior 
drawer broiler, electric clock with timer, fl rescent light 


) 


oven light, 2 appliance outlets 





a Atoate gas range with t 


IMPERIAL Mode! G-229, 40” 


Matchless Gas Range 


with barbecue oven, rotisserie, automatic clock, built-in griddle, 
5th top burner, bake oven, meat probe, Center Simmer burners, 


waist-high broiler plus low broiler, full-width light 


” a 

ee 
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CUSTOM Mode! G-227, 40” Matchless Gas Range 


with barbecue ven, built-in griddle, Sth top burner 
bake ven, waist-high broiler, electric clock with timer, 


fluorescent light, oven light, 2 « ppliance outlet: 


with the features you want at the price you want to pay 


ow ae == 
4 


DELUXE Mode! G-209, 30” Gas Range 


with giant 24° oven, 5-position drawer broiler, 
T 


tilt-proof grates, Dispos-A-Bowls, counterbal 


anced oven door 


CUSTOM Models G 213, (Mat hless) 
G-211 10 Gas Range 
5‘-position drawer | 
yen light, fluore 
Select an Imperial model 


in these decorator colors: white, pink, yellow, green 





gas range with the features you want at 


IMPERIAL Model G-229, 40” me P ‘ : 
| | — 3 | DELUXE m 
with giant 24” 


Matchiess Gas Range 
tilt-proof grates 
anced oven door 





loc k, built-in griddle, 


avtomati 


eat pre be, Center Simmer burner ;, 


broiler, full-width light 


oe 


Range 
Select an Imperial mode 


4A0O Matchless Gas 
in these decorator color 


CUSTOM Mode i ty 


int at the price you want to pay 


DELUXE Mode! G-209, 30” Gas Range 


with giant 24 oven, 5 position drawer broiler, 
tilt-proof grates, Dispos-A-Bowls, counterbal 


inced oven door 


ce 
, errs | 


) 9 
90 0 9 
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CUSTOM Models G-213, (Matchless), oes) ih 
G-211, 30° Gas Range 


IMPERIAL Mode! G 


with timer, oven light fluorescent with giant 24° oven, 5-position drawer broiler, ele 
‘ ’ - 


215, 30” Matchless Gas Range 
oven, 5-position drawer broiler, 
an Imperial model tien tric clock with timer, full-width light, Center Simmer 


e decorator colors: white, pink, yellow, green burners, oven light, 2 appliance outlets 











LIMITED DISPLAY area available to you? If so, 
this space conserving idea from the Good House 
keeping Shop in Appleton, Wisc., may be right 
down your alley. Dryer and washer are mounted 
on a revolving turntable making it possible for 
them to serve in two ways, as window display, 
and when turned around, as demonstrable mer 


chandise. It's helpful with any major appliance 


Ghii FIRESTONE 
T.V. SET 













j ‘ 
, at 
DAT(||FFS FIRESTONESTO 
DOWN FLORIDA WAY, Ratcliff Firestone Store in 
Ft. Walton found that installation of a TV set in 
the shopping district paid off. Searching the 
heavy traffic downtown area, owner J. E. Ratcliff 
located an unused section of wall fronting on the 
town’s main shopping boulevard. Having leased 
the spot he made the installation pictured, ar 
ranged to have set turned on at dusk nightly; 
later it is cut off automatically by a time switch 


idea diges 








SAMPLING can help to spark your housewares 
sales at negligible cost in time and money. In 
the photograph above beef has been rolled into 
cocktail-size meatballs, combined with spices and 
barbecue sauce and is being ‘‘done-to-a-turn” in 
a frypan-skillet demonstration. It’s a timetested 
method which seldom fails to attract the prospect 
who is “looking-around”; helps clinch the sale. 





A PLACE ON THE MAP. Gran-Schaefer, a radio- 
TV retailer in Van Nuys, Cal., conducts business 
in a new and rapidly growing business and resi- 
dential district. To aid a public which is not 
familiar with local streets a large city map is 
prominently displayed where it can be seen from 
the window. It attracts attention here not only 
as a helpful aid for the passerby, but in estab- 
lishing the store in a possible prospect's mind 


Appliance dealers in various sections of the country have dif- 
ferent methods of approaching the problem of boosting sales. 
How some of them do it is shown in the six pictures below 





CONTAINERS help advertise the wares of Eden- 
burn Radio-Appliance, Peoria, Ill. The waste 
paper containers are owned by a local advertis- 
ing agency, and are strategically located. Being 
four-sided they have a different advertiser on 
each side and are turned a quarter way round 
each month so that all four advertisers get the 
same advantage of position. 





TELEPHONE LINEMEN’S kits are an idea easily 
pirated for your own servicemen. The leather 
carrying cases are usually available at Army- 
Navy surplus stores, and easily adaptable to the 
needs of your own crews. Prime advantage is 
that with all necessary tools your serviceman is 
always prepared for the job at hand and doesn’t 
waste unnecessary time hunting for his equip- 
ment. 
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The Coolingest (and the Sellingest!) ever... 


FRIGIDAIRE 


ROOM CONDITIONERS 





Be 


@ 


ne ee | 


oe a ing ONE ae 


new, low, built-in, blend-in styling 
for more see-out, light-in area. 


The new Frigidaire Room Conditioners are loaded with exciting sales 
app al. Whatever the customers’ needs, you'll be there with Frigidaire 
There are models to cover the needs of homes, offices, stores, apart- 


ments, institutions models to fit casement or double-hung windows 


. models that plug into regular house current (115 volts) . . . models 


that provide both heating and cooling ... all Full-Capacity models 


For the Sellingest Season yet... Strong, sales- 
building features, new, low price tag... backed by powerful 
national and local advertising, the biggest campaign in 
Frigidaire history plus technical and sales training 

programs and local merchandising plans—it’s the most effec 
tive promotion program ever offered. Has everything you need to build 
Write FRIGIDAIRE 
Dayton 1, Ohio today. 


the Sellingest room conditioner season ever 


DIV ISION Ce Te ral Motors 4 orporation 


FRIGIDAIRE: 


ELECTRICAL 


ROOM CONDITIONERS 


wy 
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WITH THE SHEER LOOK ror SZ 





ef as ae 
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FRIGIDAIRE BUILDS THE BEST, 
PROVES IT BY TEST... FOR 
CERTIMIED QUALIYN! 


uality 


Frigidaire certifies that every unit must pass a 
eries of ngid tests and inspections (in many case 
exceeding ARI standards) with each conditioner 
being fully operated upon completion 
Only units measuring up 100% to Frigidaire 

exacting standards of performance and construction 
ire accepted Frigidaire Conditioner we tested 
ind rated in compliance with AKI ( Air Condition 


ing and Refrigeration Institute) Standard 110-56 


All Frigidaire Room Conditioners feature 
ew, Low+Silhouette Sheer Look 
Mavic Guide Air Control 


Whisper-Quiet, Full-Capacity Cooling 
Comfort-Control Thermostat 

Triple Tube Cooling (4 rows on larger model 
Angle-Flow Air Silencer 

Simplified Control Panel 


Liberal Warranty and Protection Plan 








BUILT AND BACKED BY GENERAL MOTORS 
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Hemilten Suburban You'd never guess how little it costs! Unmistakably high-end in styling, and with a wonderful line-up of expensive features. Suburban washer Model 





370 is fully automatic, has two-cycle timer, illuminated control area and Hamilton’s popular Touch-and-Go Controls. Svburben dryer, Model 380F electric 
390G automatic-ignition gas, has Hamilton's exclusive Carrier-Current Air Circulation, Fabri-Dial Temperature Selector, illuminated control area and Touch 


and-Go Controls 





STRONGEST EXCLUSIVE LAUNDRY 
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special at a new low price! 


Hamilton created its new Suburban special by 
asking —“‘How much can we put in?’’—not, 

“How much can we take out?” The result? 

A startling sales package that gives you— high-end, 
feature-packed units . . . new low prices. . . healthy, 
profit-protecting discounts . . . ready for volume 
selling right now! See the new Hamilton Suburban 
and you’ll see why we say — You’d never guess 

how little it costs! 


New Hamilton Suburban 
promotion for you! 


POST 22 





Beautiful big full-color, full page ads in these 


magazines build Hamilton sales for you! 





Rich, full-color product literature — complete 
Hamilton Suburban merchandising kits for you! 





LINE GOING! 
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Handsomely styled, 
loaded with high-end features! 


You'll sell the new Suburban — without 
apologies! Smart new color accents of 
Suburban blue sparkle on a design adopted 
from the top of the Hamilton line. Outstanding 
array of high-priced features means there’s 
more to see, more to sell in the new Suburban! 


Priced to sell $100.00 
Or more under the market! 


That’s right! You can sell a complete 
Hamilton Suburban home laundry for 
$100.00 or more under comparable washers 
and dryers. Richly styled, value-packed with 
performance features—and still you get a 
$70.00 edge on Suburban washers, a $40.00 
edge on matching dryers! 





Plus healthy, 
high-end discounts! 


High-end appearance, new low price—and 
discounts that leave you room to breathe, 
and then some! Hamilton Suburban is not 
a “you lose” special—and this is not just 
talk! Find out from your Hamilton 
Distributor how new Hamilton Suburha 
puts the profit back in volume selling! 


oi 


Ready now... 
in quantity... without tie-ins! 


Hamilton Suburban has everything for the 
dealer but a hook! You take what you want 
you get what you take—with or without 
other items from the complete Hamilton 
laundry line! No “‘tag-along”’ grief, because 
Hamilton means laundry equipment only 
and Hamilton laundry equipment means 
business, for you! 





Hamilton Manufacturing Company 


Two Rivers, Wisconsin 
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Climbed to 


Is it a Profitable Future 


There remain i big que tion 
Will thi increased ) 1M i 
prove the proht picture for retail 
ers? Certain trends are now at work 
which, if the mtinue to develop 
could correct me of th ta to 
which hurt toda wont pict ( 
The most i port mnt if thi ( 
ome levelin it of the traditiona 
hot weather sa pattern, Anothe 
8 a prowin ratiirit on th 
of the indust 

But the ire 1 trends and 
neither of them (alone or togethe 
can obscure the fact that a n 
ditioning hot weat busine 
ind a uch ib ey ite 
fluctuation | " 1 affect 


ind profitabilit 


her hia ilready | j n 


ment in le ' it thre rust 
ile urve e Chart | M 
ma he in th omy | id 
QOuigan president Salvat (3 
dano, for example, predicts that 
within two ws tf na ond 
tioners will b ld almost as easil 
in October a n Jul He ha n 
mind 1 product n cement 
which will extend th ison for an 


conditioning 
Weather Still Rules 


But toda most manutactu 
idimit that next summer tempera 
fire will be the ultimat det 


minant of micdust hat 
i) broad statement and t ft 
one inferpretation hOWCVET 
Howard Haas of Mitchell argue 
that year i and ut th 
tr rets the me amount of heat 
The hot pel mav occur at diff 
ent int ils in cif it ws and 
really hot weath may appear im 
one region thi ir, then shift t 
mother next. bh the madustry a 
1 whol then veather may | 
more of a constant factor than i 
nerally thought to be. But f 
the individuals involved—for d 
tributor md deal th til 


pell intense fluctuation. Ther 
no getting around it: at the retai 
level a late hot pell isn’t as valu 


ible as an early heat wa And 
hot summer in the Southwest can’t 
redeem a cool summer f N 


York retailer 





Air conditioning men 


rard to Btu rating 


r out of marginal producer 


1957: A New Record 


merchandising pat 


complement the dealer’s other bu 
en though aware 


help but be impr 





CENTRAL AIR CONDITIONING 


Actual] t ipphance dealer 
horizon in air conditioning is con 
iderably brighter than anything 
uid so far would indicat That 
because di ussion up to thi pomt 


has been limited to room air con 


ditione: Sut the future of the 


ppli lealer in cent 
{ppHance ( i il} itral 


dential ai onditi 


Tiny hha 


Cven more prom ing 


I his must remain for the present 
i speculati onclusion. Certain] 
there is no unanimous agreement 
within the industry that the appli 
ince dealer should handle such 
busin And it must be admitted 
that most dealers have as vet given 
little thought to the possibility. 

I'he fact remains, however, that 
1 growing number of firms feel 
that such a development is inevi 
table [hese companies are invit 
ing appliance de ilers to investigate 
the possibility There are even 
ome firms which are tailoring 
their marketing plans to includ 
the appliance retailer. Some firm 
ire already using appliance dealer 
with considerable success. 


New Role For Dealer 


This, of course, represents an 
innovation. A recent survey (con 
duced by Du Pont) of owners of 
entral tems indicate that 6% 


percent wet purcha ed from ai 
conditioning engineers or contrac 
tor | percent from heating 
plumbin ontractor ind 1] per 
cent from warm ul heating 
contractor But tho who feel 
that th Ip} 
tined to play a key role in central 


iance dealer is de 


cooling point out that the appli 
ince retailer is himself changing 
He is becoming something more 
than an appliance dealer if you 
think of appliances as only pack 
ged, plug-in units. He is, instead 
handling “home utilities,” man 
of which requir installation. ‘The 
bugaboo of installation as far as 
central cooling is concerned may 
not particularly worry a dealer who 
is already deeply involved in in 
stallation problems on other mer 
chandise, including kitchens 

[here are some manufacturers 
who discount the installation head 
iche by suggesting that dealers use 
installation specialist Robert H 
Lodg iles manager of the pack 
wed air conditioner division of 
Mitchell think if po ible that 
ipphiance dealer ind air condi 
tioning contractors could get to 
gether; dealers to furnish the mer 
chandising and selling know-how 
with contractors handling installa 
tion and service 

George Long iles manager of 
Carrier's unitary equipment divi 
ion says that “there is certainly a 
much opportunity for the appli 
ince dealer in the field of central 


ir conditioning of hom is ther 
is, fOr examp!] n the field of 
built-in appliance Long warm 


however, that de pite the current 
trend te implifying installation 
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i certain amount of measuring 
fitting and installing will always 
De required with anv central ai 
conditione! the design tren 
is actually directed toward enablin 
ippliance dealer to merchandise 
central air conditioning as they « 
other apphance by providing a 
tandard packags ind cost for a 
given size and type of home. For 
those dealers who are interested in 
pecializing by setting up an in 
tallation « peration, cent il air con 
ditioning can offer a vast and proht 
ible market in the years to come 
Standardizing the costs of in 
tallation is seen as one of the de 
velopments which will encouragé 
appliance dealers to enter central 
cooling hat the opinion of 
ledder Giordano who se a 
good many dealers” getting int 
this field. Giordano feels there is 
no doubt that today’s volume in 
central cooling would be_ bigger 
than it is if specialty dealers had 
been in on the business. But he 
idds that today’s installation tech 
nique would have prevented large 
cal ile it any event He en 
visions the day when installation 
has been standardized so that a 
dealer can have a predetermined 
ct of costs which he can use to 
quote installed prices for cus 
tomers 


Needed: Selling Talent 


here is a corre ponding pattern 
of thinking emerging in the mind 


of many manufacture lhese men 
feel that stron itive selling 
through some sort of mass market 
ing pattern | vital for the develop 
ment of the central system busi 
ri 

Phi conviction gain om 
empha ! from anformation un 


covered during last summer’s study 
of the central air conditioning mar 
ket by Du Pont. The results have 
led Du Pont researchers to conclude 
that “lack of aggressive salesman 
hip may account in large 
part for the small number of cen 
tral air conditioning units now in 
talled in home: 

I'he survey indicates that 9 
percent of a thousand owners of 
non air-conditioned home iv the 
have never been contacted by an 
ur-conditioning salesman. Of those 
not contacted 26 percent said the 


have CTIOU | con idered SOT 
ort of cooling relief for thei 
hom ibout half are potential 


il targets for room units and 
lightly over a quarter are “prime 
prospects for central air condition 


ing.” Du Pont says the survey in 
dicate in immediate market for 
it least 270,000 central residential 

tem in metropolitan area: 


ilone. Yet in 1956 only 175,000 
uch systems were sold throughout 
the countr 

Unitwise this performance is fat 
below that for room air condition 
ers but dollar volume of central 
units in 1956 reached $262 mil 


(Continued on page 124 
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CRAMPED FOR SPACE? 


Complete Dormeyer Power Tool 








Dept. Takes Only 28 Inches! 





f" x 


and... Returns a Net Profit 


Bright, colorful unit comes completely assembled 


Are you cramped for space, but still 
want a complete power tool depart- 
ment? Then look to DORMEYER! 
With the 28-inch wide Complete Dor- 
meyer Power Tool Department you 
get fast turnover and $51.30 profit for 
a small investment of only $85.50. 
Here’s the most marvelous inven- 
tion since the shoe horn. This 28-inch 
Complete Dormeyer Power Tool De- 
partment slips in anywhere. And, even 
though it’s small, it packs a mighty 
sales wallop. That’s because Dormeyer 


Matched-Craft Power Tools are wanted 
and preferred by both hobbyists and 
home-owners alike. They’re low in cost 
and built rugged and dependable to 
last for years. 


Completely assembled unit (Model 5-3822) shown contains: 


* /5-2001 Dormeyer 4," Wrench-Lok Drill 

* /5-2201 4” Drill with famous Geared Chuck 

© /5-7000 Big Capacity Portable Power Saw 

* /5-3300 Dormeyer DeLuxe Wall Cabinet type 
Ya" Drill Kit 

* Consumer Literature and Special Sales Manual 





28” wide x 16” deep x 30” high 


of *51.30 





Be a Franchised Dormeyer Dealer 
..- New Plan Just Announced! 


See your Dormeyer distributor 
about the new Dormeyer Fran- 
chised Plan. 
dealerships, 


It offers exclusive 
merchandising aide 
and seasonal promotions. All de- 
signed to help you make more 
money with DORMEYER. 











For a complete catalog of these and other Dormeyer Power Tools, call your distributor or write to Dormeyer 


Do ‘ ; ' , e y e } DORMEYER CORPORATION « POWER TOOL DIVISION *« CHICAGO 10, ILL, 


CTRICAL 


MERCHANDISING—FEBRUARY, 
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Thin..and Lo 


has revolutionized air 





Full-page ads in November! 
Xmas windows - dozens 


Whatever happened to the old-time air conditioner “season” that started 
in Spring? That's what Fedders dealers are wondering. For the past 


two months they have been pushing, promoting — yes, selling the new 


THIN ... AND LOW Fedders | 


They've sold (and over-sold) Fedders’ initial production They tried | 
it on faith back in November and they found it easy. They have sold 
HIN AND LOW styling from ads, from pictures, even before 
the pipe lines filled up. They have. discovered that the Fedders 
THIN AND LOW design is made to measure for 1957 profits in any 
weather. From front to back top to bottom side to side, it’s the 


only air conditioner that’s right in every dimension 


Lots of new 1957 Fedders features make the sales come easy. A new 
Unimount compressor that snuffs out vibr-r-ration ...new Slideaway con 
trol panel that brings a decorator look to air conditioning ...new Sure-Set 
thermostat lots more. The world’s first 115-volt 1-HP air conditione: 

now in THIN AND LOW styling—and the famous 7% ampere k-HP 


Supreme make mid-winter selling that much easier. 


business is pressing... 


no time for wrong guessing 


What are you waiting for? Sure, it’s winter—sure, it’s cold—but it's air-conditione 


selling season if you're a Fedders dealer. How many sales have passed you by 
, 


because you're not displaying the THIN ... AND LOW Fedders? And in 1957 
brother, with lots of dealers displaying and selling, when they've passed you by 


they're gone for good 
) 


Better call your Fedders Distributor — right now! 


Make it another great year 


“FEDD 
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of ‘em! 





It’s THIN . . doesn't stick out 


no ugly overhang, inside or 
outside 





It’s LOW doesn’t stick up 


doesn't block the view or shut out 
the light 


r A ye A 
: 1 | 


It’s NARROW ... only 27” wide 


... fits all standard windows. 
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FEDDERS 


conditioner selling! 




















Scores of dealers set up Fedders windows like this to 


sell Fedders air conditioners for Christmas. Page ad appeared in New York, Philadelphia, Richmond 
and other cities in November and December. 


...the world’s largest selling air conditioner 
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big reasons 
show you how: 


@ PAID full page color ads in your town's 
Sunday newspaper supplements! YOUR 
NAME LISTED FREE! Slashes your adver 
tising expenditures! 


@ PAID giant key-market newspaper ads! 
YOUR NAME LISTED FREE! Keeps ad 
costs down keeps your profits realistic! 


@ SENSATIONAL Dealer Demonstrator 
Plan doubles your selling power! Gives 
you demonstrator mowers at extra low 
cost! You pay no penalty for the best way 
to sell demonstration! 


@ NATIONAL ADVERTISING in the 
major homeowner magazines! You get the 
added benefit of major brand name 
recognition acceptance! 


@ COMPLETE LINE OF POWER 
MOWERS —power-propelled reel and 
rotary models, power and hand lawn 
sweepers, power edger-trimmers, loads of 
profitable accessories! EASY SELL-UP 
WITH HOMKO! 


@ REVOLUTIONARY ENGINEERING 
TRIUMPH —ali rotary mowers feature 
the “SWING-A-WAY" FLEXOR BLADE 


3 as 
ae 
rt that prevents drive shaft damage, makes 
profits : ordinary rotary mowers obsolete! 
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ey THE THUNDERBIRD 
) BA\\ MODEL RA-222 











22 


\ 
} 





with 










































































Power-propelled Heavy- 
Duty Trimmer-Type Ro- 
tary Featuring 2 Speed 
Transmission, 2% Wp., 4- 
Cycle Briggs & Stratton En- 
gine with Recoil Starting 

































Send for 
complete 
program 


and product 


power 
mowers! 


booklet, 








“Homko for 
'S57— Bigger 
Than Ever!" 






Phone the Homho Distributor 
A ed 


Homiko 


MANUFACTURED BY 
Western Tool and Stamping Co. 


2725 Second Avenue + Des Moines 15, lowa 

















Me es 
of Power Lawn Mowers 








































































































million pent on room unit Even 
the unit hgure 3 impressive when 
recently a 
1952 annual sales were only 15,000 
unit Phi: jumped to 75,000 by 
1954 and has increased by 50,000 
in both 19 ind 1956. Carrier 

Wampler think in even bigger 
increase 1s due this year; he fore 

ist iles of 0,000 unit B 
1961 the figure will be 600,000 
he sa ind by 1966 it should reach 


] million 


one con ider that iS 


Behind the Figures 


Once again these figure lon 
do not tell thi complete tory as 


it affects the ipphance dealer. | p 


to now the majority of sales of cen 
tral units ha been made in mn 
home construction field but im 
1956 authoriti iv that about 
half of sales were made to owner 
of existing home [his trend y 


be encouraged by thi practice of 
builders putting up new hom 
which thr 


readily convertible to 


with heating system 
ulivertise a 
ur conditioning. Quite obviously it 
is the existing home market which 
offers the 


ipphiance ce iler 


big rest opportunity tr 


Dealers can also « xpect to capi 
talize on the close association in 
the public mind on their alread 
dominant position im room = alt 
conditioning. ‘The Du Pont survey 
for example howed that 38 pel 
cent of owners of central unit pr 
viously owned a room unit and 
that of this group 56 percent iid 
thei experience with the room 
model had heavily influenced 
their desire for a central unit. ‘Vhi 
uggests that apphance dealers may 
ultimately be able to develop cen 
tral business among those customers 
who have already purchased room 
units. It also seems logical that a 
dealer approaching a customer can 
cll him a room mnit if the cus 
tomer is not yet ready for a central 


tem and have every confiden 


ot being ible to convert the ii 
later 


Exploring the Market 


As thi part of the air condition 
ing industry matures 
mor market 


Con iderably 
information is be 


comimg availabl Ihe Du Pont 
urvey shows that 43 percent of 

tem ire installed in’ home 
valued at upwards of $30,000, 25 


percent in home 
to $30.000. 2] percent in the $15 
$20,000 bracket, 10 percent 


in the $10,000 to $15,000 category 


ind one percent in the $7500 te 
$10,000 group 

As far i 
98 percent of installations were in 


it exceeded $10,000 


mcome concermmed 


homes where 
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ih tallec 
in homes of persons Carning trom 
$7,000 to $10,000 and the remain 
ing 16 percent were owned by pet 
ranged from 


l'wenty-six percent wer 


sons whose ilary 
3000 to $7.000. — 

In the recently completed Bu 
reau of Labor Statistic tudy ot 
housing haracteristi IX pel 
cent of new homes included com 
plete air conditioning. ‘The figure 
vas higher in the South where nine 
percent of new houses were so 
equipped Fifteen percent of 
homes over $20,000 had central air 
onditioning included but in the 
South im the ime category 39 
percent included central system 
Qn a national average, seven per 
in the $12,000 


cent of new hom« 
to $15,000 price rang 


included 
entral cooling while six percent 
of the $15,000 to 


were 


SZU .UU0U 7roup 


equipped 

Ih nowballing possibilities in 
central cooling ar highlighted by 
one finding in the Du Pont surve 

which shows that among all non 
owners Only 1.8 percent have defi 
nite plans to buy a unit in the neat 
future but that among those whose 
ooling 


neighbors now have central 
».8 percent plan to buy 


Potential High 


ligures like these suggest the 
ultimate potential awaiting th 
central air conditioner. It in an 
effort to capitalize on this potential 
that more and more manufacturer: 
ire considering the appliance 
dealer as a new ally in marketing 
this product. In turn, the figures 
hould help convince the appliance 
dealer of the market ahead of him 
if he decides to go after this busi 
ne 

That's why, as 1957 opens, the 
ipphiance dealer take in the en 
tire field of residential air condi 
tioning (and not just in room units) 
looks broader than anyone had ever 
thought it could be. End 
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New 1957 Kelvinator 
Electric Ranges 








’ 
Slip out soiled linings Throw them away Replace with clean foil It takes only a jiffy 
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FASTEST ELECTRIC COOKING 


Due ~ 
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And More ‘‘Demonstrate-to-Sell’’ Features that Prove ~ 
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KELVINATOR MEANS BUSINESS... INK” eee 


GOOD BUSINESS FOR YOU! Bs 











You get more to sell with 


NEW 1957 
KELVINATOR 
ELECTRIC RANGES 


There’s rich new beauty, fresh new styling and 





more wanted features in every new 1957 Kelvin 
ator range. And it all adds up to make each and 
every model the outstanding value in its price 
class. Yes, they’re all new and they’re all won- 
derful, because they’re all the most saleable 
ranges in the industry today 








And Retail Minded Kelvinator brings you a 1957 
range line that is not only tops in features, tops in 
value, tops in sales appeal, it’s ops in quality and 
that means that here is your big opportunity to 
get solidly into a profitable range business in 1957 


8 CUSTOMER-APPROVED COLORS 
AND CLASSIC WHITE 










AUTOMATIC 
“NO BURN” UNIT 


New automatic surface unit maintains any selected heat— 
needs no watching . . . foods will not burn. It’s a feature that 
sells, a feature women want, a feature you can demonstrate. 










Star-Styled — Star-Featured 
40" Model KRG-49 





+ 








Automatic 
ROAST-READY 


The amazing ROAST-READY } 
the completely automatic roast 
ing control, Automatically give 
a perfect roast, every time, just . 
the way you lke it. Turns oven + 
off automatically and the signal 

on the backguard (below 


flashes “ROAST-READY 








Reo ors sss ' a 






‘ 








ADJUSTABLE 
BROIL RACKS 


Simply turn the handle to det 
onstrat ow the Broil Rach 
es up ind down. Make t so 
for the iser to place 


at the exact ciistance 


+ +. 

















..FASTEST ELECTRIC COOKING—KELVINATOR! 


You’ll Get Instant Response to 
FASTEST ELECTRIC COOKING 





World’s Easiest Cleaning is 


EASY TO DEMONSTRAT 








eat— 
> that 
trate. 


THROW-AWAY OVEN LININGS 
End Back-Breaking Oven Cleaning 


Proved by every test the most wanted feature in the range indus 
try and it’s the easiest to demonstrate. Slip out linings and replace 
with shining new linings in a jiffy. Women see at a glance that 
here, at last, is a feature that ends forever the hardest, dirtiest job 


a housewife has to face! It's another Kelvinator exclusive! 


YEAR’S SUPPLY FOIL LININGS FREE 


PUSH BUTTON PAN SELECTORS 


Superspeed—Flexibility—Economy 


Push the “S” button and demonstrate the economy of cooking 
with inner ring only, for small pans. Push the “L" button and 
demonstrate the efficiency of cooking with the complete unit for 
large pans. Turn the control to show how, with Thermostatic 
Action Switche you can dial any heat from “Boil” to “Low 

Only Kelvinator gives you super-speed, the simplicity of push 


buttons with the fle xibility and accuracy of rotary controls 


DIAL ANY HEAT 





POWERFUL SALES CLOSERS 
FOR EVERY 1957 KELVINATOR 





NEW BEAUTY MAKES KELVINATOR 


A STANDOUT ON THE SALES FLOOR! ELECTRIC KELVINATOR 


Smartest and loveliest, new modern design 
with Star-Styled Oven and sweeping Wing 


ROTISSERIE PARTY GRILL 


Self-basting— operates on 110 Volts It fries--toasts—grills. Accurate 
Takes 20 |b. roast or fowl. For ws Thermostatic control plugs m 110 


Type, Two-Tone Handles dramatically 
different backguard with full-width Fluo 


rescent Illumination with any he Ivinator range Volt \( imdoors or outdoors 











KELVINATOR LEADER MODELS OFFER 
TREMENDOUS NEW ELECTRIC RANGE 


POTENTIAL FOR KELVINATOR DEALERS! 








NOW, LUXURY FEATURES- 
SOUND BASIC PRICES! 


EVERY NEW 1957 
30” and 40” KELVINATOR 
LEADER MODEL HAS 


e Superspeed Surface Cooking 

e 7-Heat Surface Unit Switches 

e Automatic Oven Timer 

e Minute Minder 

e Automatic Push Button Preheat 

e Radiant Rod Bake Unit 

e Radiant Rod Broil Unit 

+ e |Iluminated Oven Thermostat 

e Oven Signal Light 

e Two Appliance Outlets 

e Removable Porcelain Drip Pans 

e Removable Chrome Adapter Rings 
e Full Width Storage Drawer 

e Fluorescent Top Light 

e Rotisserie* 

¢ Up-Down Unit with Deep Well Cooker* 
e Party Grill* 











* . - 





—+— 30" Mode! KRG-33 


BUILD MORE DON'T MISS THIS OPPORTUNITY! | a @ © @ 


RANGE VOLUME WITH KELVINATOR , 
NEW KELVINATOR ELECTRONIC RANGES 
BUILT-INS ise tate great idinc wunder ane 
NEW 2-UNIT SURFACE UNITS all-product sales maker in the appli- 
NEW BUILT-IN OVENS ance industry today... 















Sell a Larger Fan 














~ 
18° UTILITY FAN 


YR 2 SPEEDS. EXTRA-SAFE GUARD. 
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20° PORTABLE 


3-SPEED CIRCULATOR FAN 














No. 7€375 
MULTI-PURPOSE 






























No. 2€594 PORTABLE 


Always ready to do an efficient cooling and 
room ventilating job — and priced for easy 
sales. Portable anywhere, Handsome 22 x 22 
x 62" cabinet houses powerful 3-speed fan 








No. 2€597 unit that delivers 2700/1800/1500 CFM. Pow- 

ered by 1/15 HP Dayton Fan Motor, 115V, 60 Cy, Com- 

Priced far less than similar utility fan but pact 20” fan blade operates in venturi, Closespaced 
Dayton gives you glistening chromed guard, safety guard on both sides of fan. Guards easily re- 
motor canopy and base — and other plus moved when necessary. Gray baked enamel finish. Four 


features. High-polish, quiet 18” black plastic 
balanced blade delivers full 2400 CFM. 
Powered by 2-speed, 1/30 HP, 1500 RPM, 
115V, 60 Cy, Dayton fan motor in chromed 
canopy. 1912" dia., 2-piece chromed guard 
has close-strands and is made to pass safe- 
ty ordinances. Fan head swivels to any de- 
sired angle on chromed base and is 


rubber mounts on base. 3-speed switch and handle on 
top of fan. 8 ft. gray 18/2 cord set. 

This basic fan unit is also available in the Multi-Pur- 
pose and Mobile models shown. On these models, fan 
unit pivots on tubular steel base and is adjustable to any 
discharge angle. Mobile model has chromed stand and 
4" rubber wheels for easy mobility. 






























secured with easy-grip plastic knob No. Model Overall Shpg. Wt. 
bolt. Provides direct or indirect air 2C594 Portable 22%22x6'% jj 26 Ibs, 
circulation from floor, desk, or wall 70375 Multi-Purpose 25x23 x12 31 Ibs. 
Has carrying handle for portability. MOBILE 70376 Mobile 45x25x15 41 Ibs. 


9 ft. No. 18 SJ cord with 2-speed feed- 
thru switch. 2012" high by 12” deep. 
Model No. 2C597. 











VINYL COVER FOR ABOVE FANS 


ene /, Models featured above come with transparent 23 x 26” 
deep viny! plastic (bag-type) cover. Cover adds glamor 
and distinction to fan when displayed in your store. 
Cover slips on and off the fan easily, Your customer will 

} use cover to protect fan from dust and moisture when not 
4 inuse and while storing between seasons. 
—_ 


FH PRODUCTS OF 
oS ale), Mikio ilem | cm aer 
















gage tly NATIONALLY BY 


INC. 102 S. OAKLEY BLVD. CHICAGO 12 





59 WAREHOUSE STOCKS — SEE PHONE BOOK MANUFACTURERS of Dayton fans and Blowers—Dayton Electric 


Motors—Teel Pumps and Water Systems-—Speedaire Air Compressors 
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rINKE APPLIANCES 


...around the house, around the world 


Introducing the brand new 


HOOVER Gonstelalion 


the cleaner that walks on air 


The day after the airborne Constellation 
was introduced last May, our engineers 
started searching for new ways to make 
your selling job easier. 

Here is the result of their efforts. The 
brand-new Hoover Constellation, with 
new exclusive styling, new exclusive col- 
ors, new exclusive features—some of 
which are shown here. 

The new Constellation still walks on 


air. Still has the only double-stretch hose, seemed Maciel 4 , eeece tal aS 
x ew! Carries its own tools. ew! Telescoping wand lock, 

the only three-wheel nozzle, the full Rack snaps in place. Notice Easier to slide back and forth, 

horsepower Hoover motor—the features the handy cord holder. Locks automatically, 


that have helped make the Constellation 
the fastest selling quality cleaner on the 
market. 
And, as one bonus, down goes the sug- 
gested retail price to $89.95. The second 
bonus may well be the biggest sales 
booster you've ever had—and that’s na- 
tional TV with Garry Moore! Every 
week Garry will be selling the Constella- 
tion to 4,000,000 viewers on over 110 
CBS-TYV stations. He’ll be telling them : 
to see you. That’s the clincher that’s sure a eee 


to push your Constellation sales and New! Step-on switch. All a New! Name plate. Adds new 
i y : : woman does is press with her style touch, New color scheme 
profits even higher this year. toe to turn it on or off, —heather rose and pearl white. 


Here’s the hottest cleaner deal on the 
street—just *69°5 for the model 84 


Nothing removed from the “‘walking for a whole new flock of customers 
on air’ cleaner except the original This new low price is going to con 
price. Making Model 84 a promo vince a lot of people to “Go Constel 
tional cleaner opens your door wide lation’”’ this year 
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when you 


sell fans 


for residential ventilation— 








AMCA STANDARDS 
WILL HELP YOU MAINTAIN 
CUSTOMER SATISFACTION 


Fan products manufactured, tested, and rated according to 
standards set up by the Air Moving and Conditioning Asso- 


ciation are your best assurance of customer satisfaction. 


For years, fan manufacturers have agreed on the need 
for uniform standards for fan equipment rating and testing. 
Now, many of the country’s leading producers of propeller 
fans for residential ventilation—of attics, basements, kitchens, 
etc.—have voluntarily adopted standards and methods for 
rating fan performance developed by the Air Moving and 


Conditioning Association. 


Fan equipment rated by AMCA Test Codes will perform 
according to manufacturer's published ratings. Your customer 
need have no fear of exaggerated ratings, of fan capacity 
inadequate to do its job. 


Find out from the Association which brands of propeller 
fans are rated according to AMCA Standards. A fact-filled, 


12-page booklet, “Residential Ventilation Guide,” is yours 


for the asking. Write for your copy today. 


AIR MOVING & CONDITIONING 


2159 


PAGE 


ASSOCIATION, INC. 


GUARDIAN BUILDING DETROIT 26, MICHIGAN 
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Year Round Fan Promotion 





rit Omlipan fan progtal 
i half page m an 
tabloid-stvle advertising 
insert which is distributed with a 
different Boston Sunday paper on 
cach of the first three weeks of th 
ictivity. Launching fans in Bo 
ton in February ma‘ 
urface every bit a ensible a 


wombarding Nanook of the North 


cight page 


cem, on the 


} 


ith freezer mailing but at se 
nad gianee, it figure 

Thi iys Slavin is how we 

extend the beginning of the fan 


eason. So 
couldn't mak inticipator 
of nine out of ten fan prospect 


I i 
but that tenth on multiplied | 


Houdini 


HNuvel 


maybe even 


100, is the one we want and th 
on ve get earl 

L hese i} Wom though 
vouldn't pay for those first three 
id he go on But bevond 
vhat we rack up in merchandise 
moved, the March Housewar 


Sales primes th 
fans into peopl heads early, and 
that makes it a lot easier for us t 
uit them imto then 


t 
i 


pump It put 


| horn 1 littl 
| 


No Early Price Cuts 


Slavin never cuts fan prices du 
March sale, knowing that 
not even this would pay off im 
Instead, he ives hi 
deals for thi 


vhen cool we 


Lunn price 
height of the season 
ither may make it 
nec irv to 
for very late 


ec to park 1 


Oup tp lagein ile 
vhen price cuts mat 
final inventor 
a pleting urge 
Around Easter, Gilchrist fan 
e I hifted into second By 
then, the bulk of the vear’s buyin 
completed, and full di 


ha been 


lay featuring cach basic model 
irc sent to every store AG-E di 
play fixture goes to each suburban 


ind two ar 


placed in the Boston 


tor In addition, every outlet 
ts three floor stands—one for dis 
play of the 20-inch low priced re 
ersible window fan, one for it 


companion exhaust model ind 


ne for the 10-inch leader window 
unit. Slavin considers it impracti 
il to set up major fan display 


volume 


floor pace 


prior to kaster nice 
wouldn't justif thie 
used 

I hrough April the stor new 
chedulk 
kan spread 


paper ad becomes heavier 
ippear im every Sun 
dar papers, with first one carn 
ng the ball, then 


imes two or thre 


inother, some 


t papel it once 


Lift in May 
Ihe next lift given fans come 
in the form of Gilchrist Com 
pan May Home Furnishing 


Sale Again, eight page tabloids are 
| pact illoted 
ulnimer 1 hay ng 


with m Ho! 


t ral f the 


] 
mploves 
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up as a hot one. Most fan ads in 
clude a pit h for telephone order 
ind the store has a “Shopping 
Service Board” of 30 girls to take 
resulting call During slack peri 
ods, they become solicitor lling 
blue-chip credit custome ith 
new ot pe ial not ifre 
quenth fan 

Slavin’s fan program 1s desi ned 
with a high degree of flexibility 


illowing additional merchandising 


ind promotional pressure to be 


brought to bear almost immedi 
itely when the temperature soat 

lor example, in what few spar 
moments he has as mid-summet 
ipproach« he works out hot-day 
fan ads in detail, cuts and copy 
He has proofs pulled and oka: 

them. Next he puts wait-orders on 
the ad hen, when the thermom 
eter gives indications of blowing 


it top, he get the merchandise 


managers okay on the proofs and 


hoots them into the papers. ‘Thu 
when the mercury completes it 
climb t the top of the tubs it 
finds Gilchrist fan ads awaiting it 
there 

[he tor idvertising uftput 
ncreases with the heat of summer 
Dail jon = Sunday pape 
media, pulling perspiring prospect 
into every branch. The majorit 


Q)-inch prom 


ind the format 
central illustra 


of the ad pu h the 
tional window fans, 
for most is a large 
tion of the low-priced exhaust fan 
with copy limited to price and a 
hort catalog of featur ly 

copy on two or three other model 
ct in boxe More weight is lent 
to the drive by co-op ads devoted 
ly to the G-E line 


cx lu 1V¢ 
The Price Leader Appears 


As the height of the season near 
Slavin may 


his ace m the 


uddenly begin to pla 
price hole—the 10 
inh h manually revel ible window 
fans he bought in Chicago. He'll 
ship substantial stocks of them to 
ill branches, then advertise them 
at the top price of $16 or $17 with 
which he tagged them 

A pecial”’ such as this gener 
illy redoubles fan trafic, building 
volume to a frantic peak when the 
weather's nght 

l'rom his warehouse office, Sla 
vin ‘“watche it all via telephone 
At the nght moment on the hot 
test, most hectic day of all, he or 
ders boxed fans to be hand-trucked 
floor of 
ind stacked there in plain view of 
the public. Result 
pu hed there | rast 


out onto the each stor 


volume iml 


even high I 


elling = clerk with merchandise 
literally at their fingertips, and by 
hoppers who buy fans because 
they see them, all but tr p over 
them, right there in the aisle 
Through it all ile peo} find 
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OVER 


FINE APPLIANCES... around the house, around the world 





WAS ca = wy 


The world’s finest cleaner...for those who won't settle for anything less 


Here is the cleaner more women 
want than any other. The Hoover 
Citation. Brings out the spirit and 
sparkle of every carpet and rug as 
no other cleaner can. “‘Beats, as it 
sweeps, as it cleans’’ to get the hid- 
den dirt like no other cleaner can. 

Many new selling exclusives, too. 


ELECTRICAL MERCHANDISING—FEBRUARY, 


A vinyl bag that can be wiped 
clean with a damp cloth. The larg- 
est throwaway dust bag. The new 
telescoping wand. The double- 
stretch hose. And, an exciting new 
color scheme. 

What all this adds up to is the 
top quality cleaner~anywhere. 


1957 


Something a woman wants even 
before she steps in your store. Sug- 
gested retail price, $124.95 (tools 
extra). 


/ 
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Valentine 


in the 
basement. 


. by One of Your Customers 


On the Eve of St. 
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Valentine's, all through the house, 


There are people a-stirring, from baby to spouse. 


Mamma's in her towel, just out of her bath, 
And Pappa from his chin has just shaved off the chaff; 
The eldest has bathed and has gone off to bed, 


While the baby’s now having mud washed off his head. 


The maid's singing songs while she’s washing the dishes; 
There's hot water enough to meet all of her wishes. 


The laundry’s all washed and is ready to dry: 


It'll be neat in drawers, in the wink of an eye. 


And down in the basement, and all unattended, 


Is the reason for all this activity splendid: 
TOASTMASTER provided our Valentine beauty, 
And heating up water's its primary duty. 


It's so doggoned efficient, and really much faster, 
We'd never give up our low-cost TOAST MASTER! 


Insulated with Fiberglas: keeps the costs low, 


lonodoglas inside 


Then, w 


c had our choi ec 


prevents rust, you know. 


either gas or electric; 


And both had more features than we dared expectric! 


We're glad that our dealer (who's also our plumber) 
Recommended this TOASTMASTER* model number! 
So we honestly say, without more ado, 


Mr. 


eee ee 


we | s | 


TO ASTMASTER 
Auitomolic. Woter Heaters 
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TOASTMASTER dealer, WE DEARLY LOVE YOU! 


McGRAW ELECTRIC CO. + Clark Division 
5201 West 64th Street + Chicago 38, Illinois 


*" Toastmaster’ is ao registered trade 
mark of McGraw Electric Co., Chicago, 
makers of Toastmaster Water 
Heaters Toastmaster” toasters and 

ther “Toastmaster” and "Tropic-Aire” 
products. Copyright, 1957, by McGraw 


Electric Co 


Looking for a Toastmaster 
Water Heater dealership in 
your trading area? A letter to 
the address below will bring 
you all details and advantages 


in a hurry! 
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with sur 
lan 
poop Cdl i\ 


Lhe li ten 


ingly to discu 


prising 
talk ! 
Slav nl 
and know 
ions of electrical 
thermostatic 
cooling ipa itt t ling 

prestige, and they buy 

ture villingh After all 


Tre itl A 


irefull 
reversibility contro] 
brand 
fea 

i 
guy 


can 


ind 
these 
the 
who « fan 
very easily be 
better fan 
With h tock elling in 
Olume, Slavin is often forced te 
ist about for pick lots with 
These he 
from 
ilway 


ition of price 


vant a 
big 


up 
vhich to repleni h it 
itchy ! catch can 


vhole iler 


local 
looking for a 
ind 
for 
order 
‘reeing to 
fans the 
hand 


favorable coml 
product. It 
the 
with 
ICCC pt 


not uncommon 
buyer to place an 
i trusted jobber, a 


shipment on any 


open 


vhol iler can la‘ hi on 


Holding the Price Line 


hot weather 
price line 
break: involving ran 
picked up a 
theor, 
clling 
price ‘til 


During 
holds the 


few minor! 


the 
except for a 


tore 


dom lots 
Slavin’s 
weather's 
ell. Save 
it 


good buys 
here ij ‘Tf the 
for let it 
you really need 


you, 


Kan sale 


lay po irl 


often get a further 
in July with “Gilchrist 
Days,” a 10-day promotion 
m price. All item 
ing Gilchrist 


lowest 


based 
idvertised dur 
Days are sold at the 
price of the entire year 
lor instance, a coffe that 
lists at $24.95 and was pushed dur 
ing the May Hlome Furnishings 
Sale for 1.95 might go for $19.25 
Gilchrist Da 

his is a flexible 
device ice bevond 
trafhic-buildes only movers 
ire advertised. If fan sale re hot 
it the fans are held out of 
the But if summer has 
been unscasonably they're ad 
ertised and sold price 
for fair traded model It’s during 
Gilchrist Days that Slavin’s 10 
inch window fan hit their 
low of $13 or $14 
thi 


maker 


merchandising 
the 


low 


ul sual 


tin 
promotion 
cool 


oft except 


May 


Following 
ind 


ictivit fan 


prices ris¢ generally hold until 
the end of the season draws near 
In late August, sales naturally tend 
to tal off, but once more Gil 
christ has an antidote—the Fall 
IHlousewares Sale, which begins the 
last week of August and is used to 
extend — the tore’ fan eason 
through September 
nce again prices of the promé 

tional window fans mav be kicked 
iround a bit, this time in an effort 
to deplet inventori before the 
ool breeze of fall wafts fans right 
out of the public mind. Finally, 
what few fans survive this promo 
tion are pushed out during a 
ummer-end warchouse sale at 
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which 4 
cash-and i prevall 


Ihe B rnard Slavin Call 


walk from his office out into t 
vast, cold warehouse and surve 
half-acre of bare floor where h 
fan stock stood six months befor 
he feel erenely happy. 


Last fall, however, it didn’t tu 


out that wa What he ul 
on venturing into the warchou 
was a mountam of carryover stoch 
ind what he felt was the first fai 
tirring of a | id new ulcer 

Ihe last weck in May and tl 

June had added up to th 

best 12-day fan sal period Gs) 
christ had ver known Th 
veather had been unseasonab 
hot, miserably hot, beautifully hot 
Slavin had sold out and reorder 
heavily Ile had pl ntv of cor 
pan 

And then and there, the fan 
business in New England for 195¢ 
rolled over and just about die 
One of the coolest summers on rec 
ord followed 

Slavin sees early season price cut 
ting as supremely foolish, since it 
only results in dealers selling out 


and having to reorder at prevailin 


prices, meaning that all take a bath 
to a greater or lesser extent. A 
for himself. he bought lightly in 


intends 
stock 


Chicago this vear, and 


merchandise hi 


Carryovel 


he would if it were new 


Weather Tells the Story 


veather on f 
Slavin ma 
the pri 


any Ca 


The effect of 
ale is tremendou 


far 


ind prey 


tain 
facto! 
extending pro 


outweighing 
enting 
‘ram from being 
unqualified howling succe 
“If it isn’t hot he 
tough to give fans away to all but 
those relatively who 
promoted inticipating 
though the 


a\ if 
few can | 
into 


sCcCTH to hye 


mcred 

in numbers year by year 

Price he continu 
nificant only as long as your ta 
in line with those of your compet 
tion. Clean, hard-fisted ads wi 
draw pro pect to vou tor 
they'll pay your prices for fa 
providing similar fans are a\ iilal 
it comparable price in other stor 
in the same market area. You don't 
learn the real Im portance of | 
until some gimlet-eyed shopper d 
covers vou're higher than the ot! 
guy Then it » long trafh 
til vou mect or beat hi price 

As the 19 fan season 
proaches, Slavin look ihead to it 
with one eye and back at h 195 
tock with the other If the 
weather's hot and a lot of earl 
season volume develop there'll be 
no problem,” he say “But if th 
summer's as cool as last summ« 
was Russian roulette, an 
body? End 
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Hoover Pixie, complete 
with tools. Suggested retail 
price, $39.95. 
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HOOVER 


A P P L | ANC EK S eee around the house, around thi world 


Hoover Pixie 


goes anywhere dirt goes 


This Hoover is one of the few ‘‘sleepers”’ 
in the home appliance field. Properly 
promoted in your store, the Pixie could 
turn into one of the biggest money mak- 
ers you ever had. 

You don’t carry the Pixie—you wear 
it. There’s no other cleaner like it. She 
has to come to you to get the Pixie. 

The whole family can use the Pixie 


HOOVER DUSTETTE 


The powerful hand cleaner fills out the 
line. Costs less than any other Hoover Cleaner. 
Saves the woman the trouble of hauling out the 
big vacuum for daily dusting and quick little jobs. 


Suggested retail price, $29.95. 


1957 





The only cleaner 
you can wear 


, 
St 
a 
Te 

I 


—all around the house. Here are just 
a few places: clean the inside of the car, 
dust the outdoor furniture, tidy up the 
workroom, clean the attic, even pick 
hairs off the dog. 

Where are you going to get the pros- 
pects? If you’re in your store, look up. 
They're probably coming through the 
door now. 


Hoover 
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WHEREVER you are... WHATEVER you need 


COMPLETE | 
STOCK 


maintained for 
your convenience 
in these cities: — 


ATLANTA 
BOSTON 
CHARLOTTE 
CHICAGO 
CINCINNATI 
DALLAS 
DENVER 
DETROIT 
LOS ANGELES 
MINNEAPOLIS 
PHILADELPHIA 
ROCHESTER 
SAINT LOUIS 
SAN FRANCISCO 
SEATTLE 


CORNISH WIRE COMPANY, INC. 


50 Church Strec: New York 7, N. ¥ 





CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 
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Fans Stage a Comeback 





ize for 1956 made by the residen 
tial fan division of Air Moving and 
Conditioning Association (see ‘l’a 
ble 1) shows that among this 
group of makers, the “18-21 inch’ 
models, although they represent 
more than half the market (55.77 
they have lost ground compared to 
1955 when they took 55.1 percent 
of the market. Larger size models, 
“22-27 inches” and “‘28-inches and 
over” have absorbed the decline. 
Smaller sizes, “17-inches and un 
der” dropped a little over one per 
cent 

Opinions concerning various win 
dow fan types, deluxe features, etc., 
are varied as follows 

“Basically an exhaust fan in- 
stalled in a window has the advan 
tage of being the most economical 
fan to produce, consequently it 
should be the lowest priced and at 
the same time will do just as good 
a cooling job as any of the fancier 
fans. People in the North, how 
ever, where the big fan market has 
developed in recent years, prefer to 
feel cool air blowing in, and as a 
result demand cither a fan they can 
turn around or an clectrically re 
versible fan.” 

“While manually reversibles are 
featured heavily in advertising be 
cause of low price, electrically re 
versibles are the ones most easil 
sold on the sales floor.” 

“In some areas the non-reversi 
bles are reported a dead item, 
whereas reversibles with gimmicks 
such as thermostats are in great 
demand.” 

“Snap-in portables seem to have 
gained favor in the North and East, 
however, in the South the installed 
type scems to be predominant.” 

“Electrically reversibles are popu 
lar not only with the manufacturers, 
but they are in demand with con 
sumers,”” 

“Electrically reversibles are popu 
lar with manufacturers only because 
it is a magic term with the con 
sumer. ‘There is no particular ad 
vantage in the ultimate cooling 
effect, but it is an extremely valu 
able sales tool.”’ 

“Electrically reversible feature, 
like the thermostat, are sales gim 
micks, little practical value.” 

Concerning twin-type window 
fans: “Return warranty cards indi 
cate people in small homes and 
apartments tend to buy twin-type 
window fans.” 

“T'win-window units are bought 
primarily by people with casement 
windows, but there is also a fairly 
large demand for this type in double 
hung windows.” 

“They are sold mainly in large 
metropolitan areas to apartment 
house dwellers.” 

“Less than half of the buvers of 
twin-type fans are used in casement 
windows. ‘They are more attractive 
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in shape, having a vague resem 
blance to the shape of a room cooler 
and are much less bulky in the 
window than a 20-inch model. For 
cooling only one or two rooms they 
are quite adequate and offer the 
advantage of styling, size and, in 
some cases, quietness a 
Concerning the extra-deluxe fea 
tures: “Automatic thermostats are 
a must with consumers. In an at 
tempt to give small dealers compe 
tively priced, high quality merchan- 
dise, one company has tackled de- 
luxe accessories such as safety lights, 
pushbutton controls ete, and 
brought out a high quality promo- 
tionally priced model which has 
proved to be quite successful.” 


Desk and Bracket Fans 


Desk and bracket fans (includ 
ing pedestals 16-in. and smaller, 
oscillators etc), for the past several 
vears have been looked upon as a 
classification that was losing im 
portance in the fan field. The gen 
eral assumption seems to be that 
five-and-dime 
stores move the largest quantities 
of desk and bracket fans. ‘To find 


out how true this assumption is 


drug, variety stores, 


we conducted a limited survey, 
which reveals desk and bracket fans 
are far from step-children. Mainly 
they are sold by department stores, 
electric dealers, hardware and other 
normal channels. ‘True, many low 
priced models go through chain and 
drug stores, and the accompanying 
breakdown of desk-bracket fan 
sales by price (Table 4) and an 
other breakdown by size (Table 3) 
both tables compiled from NEMA 
member reports, reveals that most 
of the desk and bracket sales are 
in the smaller and the lower priced 
units 

Opinion on this fan category in- 
clude such expressions as: 

“Desk and brackets are useful 
in supplementing air conditioning. 
They circulate air and distribute 
cooled air, keeping it active. Pre 
sent-day air conditioners do not 
do this to the desired degree.” 

“The contention that desk and 
brackets are losing importance is 
highly erroneous—they work hand 
in glove with air conditioning.” 

“Desk and bracket fans are hot 
weather items. People still buy 
smaller fans during extremely hot 
weather. They are handled by many 
more retail outlets than window 
fans.” 

“Sales of this type fan remains 
fairly constant with us. Although 
50 percent are in smaller sizes, be 
low $30, practically all outlets 
handle them.” 

“Actually oscillating fans are fall 
ing behind. The figures remain high 
because some high velocity models 
are included in this category.” 

(Continued on page 138) 
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HOOVER 


FINE APPLIANCES.. 


Hoover Handmixer 


Perfectly balanced 
to keep wrists from 


getting tired 





Only the new Hoover Hand 
mixer can do this balancing 
act. Have the prospect try it 
She can notice the difference 
immediately. It’s perfectly 
balanced so it holds itself in 





working position with almost 
no effort 

Weighs less than three 
pounds, parks on its heel when 
not busy, has three speeds 
one for every mixing job, 


pop-out beaters, handy wall 
bracket 
And, as 


pliances 





with all Hoover ap 
, the mixer gives you 
a good profit margin. Sug 
gested retail price, $19.95 
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~ ar ound 


the house, around th 


» world 


Hoover (offeepot 


Gives her good ‘‘old-fashioned 
coffee’’— automatically 


Now Hoover brings old- 
time flavor and aroma back 
to automatic coffee. The 
new Hoover Coffeepot sim- 
mers the coffee, never boils 
it. Makes up to nine cups. 
Just dial the strength. 
Automatic thermostat 


keeps the coffee at just the 
right temperature. With 
the insulated base, coffee 
can be made right at the 
table. Beautiful Hoover 
design. Good profit margin 
for you. Suggested retail 
price, $24.95. 











Motor Rebuilder Praises 


KLIXON Protectors for Protecting 
Motors From Burnouts 


HUNTINGTON, N. Y Mr. Edward S. Dole of Rex Electric Motors 
is in a position to know how Klixon Protectors save motors from 


burnouts, He writes 


"IT have seen so many specific cases where Klixon Protectors saved 
the motor from a burnout that I know they can be depended on to 


give reliable protection,” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, woukian machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pa 

you well to ask for equipment wit 

KLIXON Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE 
BOOKLET, ‘THE STORY OF THE SPENCER DISC” 





Manual 
Reset 





Automatic 


Reset 


LIxXO 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2502 FOREST STREET, ATTLEBORO, MASS. 














Fans Stage a Comeback 





Ha ) ould be dov i be 

i (i il purpose lan ire now 
lable to perform the ime fun 

tion as ha cks in addition to thei 


ther feature 
Shortage of other type fan 
early im Jun mav have been re} 


onsibl fo 1U5¢ desk im 


1) 


racket volume 
Hassock Fans 


Although ge 


| ock tans are on the decline, and 


neral opinion } that 


nadusti records bear out thi nn 

tention, many hassock fan maker 

think the hassock ha i definite 

Ithough a limited place in Amen 

1 horn CS pe tall those vith 
iditioner 

pin ns run as follow Un 


cule tionabl ha Ock have ce lined 


in the past couple of year Price 
\( fee] I t definite factor { pt 
cially when compared with other 
fan type I lassock 


mall office mall rooms in_ the 


( pecially in 


home, et ire very effective as a 
good circulator without draft. di 


tributing aw conditioned air and 


keeping it alive 

Vher i ontinuing market 
for hassock fans for special uses, and 
we imtend to aggressively seek that 
busine 

Altho that market ha lowed 
down from the peak year of 1950. 
there is a steady demand. One big 
reason 1s lack of interest on the 
part of manufacturers, lack of pro 
motion and advertising [he fan 


industry is beset by a mad rush for 
more popular, ea olume found 
in window fan 

Increasing the nphasi on all 
onditionin mia tunulat ha 
ock fan sale ind its a good item 


for office use 
Roll-Arounds 


ln our two-year fan sales table, 
Il-arounds represent the greatest 
65.0 percent) over 1955 
However, portable roll-arounds rep 
ery small portion of the 
entire year’s fan total (4.1 percent 
With the flexibility of utility af 
forded by thi type fan, thev will 


grow in volume for several veat 


unit ga 


resent a 


ivs one fan maker 
Roll-around ire 
rrowth but not as great a pre 
an ted 
hey still represent a modern 
more portable version of the pedes- 
tal fan, which died out 
ears ago. One of their specific ad- 
intages is in an area such as Flor 
ida where there are many casement 
ind the roll-around offers 
more air delivery than a twin-fan, 
making an excellent substitute for a 
20-inch model, which would not 
be practic i}. 


yCV eral 


\\ ind a’, 
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Inventories 
(Jpinion oncerming tributor 


Carrvover stocks 1S de hed, from 


one manufacturer to another, and 


range as follow Premised on sur 
vc\ we have made nati nal d 

tributors carryover stocks are quite 
heav' better than at the end of 
1955”: “definitely abc normal in 
ireas that enjoyed the carlv heat 
vave otherwise norn gene! 
illy above 1955 n ept tor 
national buying gr ke Allied 
Store AMC What di 


ind will be 
cleaned out by the ¢ t two week 
of hot weather 


tributors now have 


Both distribute ind deale: 
tOck it the end t 195¢ eason 
iverag 1) to 50 ent higher 


than in 1955,” 


Prices 
Price in the f idustry a 
W th il] other ipphan have be 


However 
in spite of discounting, undercoun 
ter trading and all the other fre 
wheeling deals, for future com 


come d ii sligible fact 


parative purpos¢ “A present in 
lables 2 and 4 our usual compara 
tive tabulations of desk and bracket 
ind window fan sales by prices, ac 


cording to NEMA member re 
ports 


New Products 


will be 


model dir con 


Color and conveniences 
featured in 19 
ditioner type freshener that chemi 


cal] purify the TT iutomati 
timers; power signal lights; thermo 
tat clectrically reversible win 
dow mode lou for window 


itures that wall be 


found in | 157 model 


fans are some fe 


lorcign mpetition trom Gel 
nany and Japan 1S making its ap 
caran in greater quantity fo! 


1957 than in 1956 
Predictions 


Ihe fan busine lepend ( 
heavily on the weather that it 1 
difficult to make sound predictions 
Steady, cautious buying in the first 
part of the year is generally predi 
ted. One industry leader says “We 
look for 1957 to be our best vear in 
history. Our plans call for an even 
tronger early season effort than in 
1956, plu 
idvertising and promotion cam 


) planned hot weather 


paign in markets across the country 
to take idvantage of 
pure hasing common to hot weather 


impulse” 


“We expect new lower prices on 
l-abouts and window fans will 
be a large factor in increasing unit 
volume o that dollar volume of 
the industry will be maintained.” 


End 
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bottom 


1S 


the 


VIEW 
that 


HOOVER 


Steam-Dry Iron 


with the first 


STAINLESS STEEL 


SOLEPLATE 


Let the prospect look at the soleplate—run 
her fingers over it. Let her get the feel of the 
stainless steel. 


No other steam iron in the world like it. No 
other iron so smooth, so easy-gliding, so free 
from “‘dragginess.’’ The Hoover outglides all 
other irons. Moves easiest over any kind of 
fabric. Makes ironing next thing to a breeze. 


And, of course, Hoover’s exclusive steam 
channels (not just vents) spread the steam 
evenly, with no “‘dry”’ spots. The big, easy-to- 
read dial has 6 settings for dry ironing. And 
many other features make the Hoover the 
houseware industry’s best iron value and one 
of your best profit items. Suggested retail 
price, $18.95. 
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sells 


ill 


° around the 
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Majestic 


has a New Profit-Package 
almost ready to open 


A Sensational 


NEW LINE of 


Incinerators 


Smokeless - Odorless 
Gas-Fired 


at alate Fuelless 











As The Majestic Co., Inc. 
473-A Erie Street Huntington, Indiana 
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UNIVERSAL YARDSTICK (continued) 


cast one nanufacture ha prCcag 
om thi Tal But mcanwhi 
first things first 

All thi ecm linpi mi othe 
surface But other fact than the 
ARI if itl ol ed J ich Hidahitl 
facturer | proving to be an id 
idual variable, although the ARI 


o 


tates that the mayorit irc alrca 
ooperating 

Manufacturers’ attitud in 
classified in three itegoru lirst 
ire the completely cooperative on 
vho voice enthusiasm for the pro 


gram, who have rated their unit 
in Btus and listed the ratin ol 
pecification heet ind who ar 
hopeful that the me 
tandard will be a step forward for 
the industry 

Then there are those who sec 
the program as a step in the right 


genuinely 


direction, but definitely no cur 
ill These manufacturer ive co 


operating, although with reserva 


tions and sometine misgiving 
Some of them have not moved 
fast enough to put Btu ratings on 
this year pecifications sheet 


Last of all, there are the manu 
facturers who do not intend to co 


yperate Among these. one large 
ompany stands head and hould 
ers above the rest. Whi mpany 
iys at will ooperat onl ifter 
t is satished that the rest of th 


ndustry is dome 


Arguments Pro 
ARI cont nd that thi 1th tho 


of rating room unit vill prove 
idequate, if all units are tested a 
cording to the proper re cihica 
tions Supporting manufacturer 
iy that the very act of industr 
ooperation is a step im the right 
direction and that, when the kink 
ire ironed out, a workable program 
hould evolve 

It is argued that thi program | 
necessary to clarify the confusing 
ind misleading claims that have 
been built around the air con 
ditioning imdustr 


Arguments Con 


Reservations about the program 
ire rampant Primary among thes 
is that it is not workable because the 
ARI has neither the nght nor the 
ibility to enforce it, The argument 
is that there are too many variabl 
in testing an air conditioner’s cool 
ing power to low individual 
manufacturers to test their own 
units and have these results a 
cepted is trustworthy 

One manufacturer, for mstance 
intimates that at least two other 
manufacturer ire testing thei 
units just to meet ARI tandard 
relating to Btu In so doing, the 
insinuation goes, they are ignoring 
ther ARI standard 

Some manufacturers see the only 

lution to thi ort of thing to be 
the use of a central independent 
laboratory vhe ill units could be 


tested under exactly the iri mn 
litions by a disinterested part 
ARI counters thi 

ving that a pe ial commiuttee will 
test any disputed units and, if the 
test bea out the prot t, ARI will 
idvise the manufacturer that he 
in no longer say he has tested and 
rated his unit in line with the ARI 
tandard. In the minds of some 
is hope for a seal of appro il that 
ARI could bestow on a eptabl 
unit 


ven if cach manufacturer could 


irgument by 


test his own units accurately, mans 
complain that the facilitue to 
doing so are costl Ihe tests ar 
onducted in what is called a 
calorimeter room Ihe average 


expense for one of these labora 


tor vould ippecal to be in the 
neighborhood of $25,000 and some 
manufacturers contend that the 
have pent or ar pending um 


much higher than that 

At any rate, since testing under 
ARI plan 
matter Onn unhappy manu 
facturers argue that it will be a 
case of the last har lving best 
in the extravagance of Btu claim 


vill be an. individual 


wherea the first liar will have no 
chance 

Another argument is that a Btu 
rating means little if st of Opera 


L 





msidered. On ize 


tion is not 
unit delivering the same number 
of Btus as another size unit may 
consume much more current doing 
As far as testing faciliti ire 
concerned many manufacturers 
ilready have, or soon will have 
calorimeter FOOTHS ¢ ipable ot doing 
the job. There are, in addition, 
private organizations that offer th 
facilities at a charge per unit that 
iS gI iduated downward in relation 
to the number of units tested 


The Picture Now 


So far, ten manufacturers have 
used the ratings on specifications 
heets and other consumer litera 
ture. ‘They are: Chrysler Airtemp, 
Carrier, Ilrigidaire, General Elec 
tri Hotpoint Hlunter, Kelvinator, 
©. A. Sutton (Vornado), Westing 
house, and Yor! 

Six more have given ARI thei 
test data and rating They are 
sirtman, Kmerson, briedrich, Gib 
on Philco ind Seal Roebuck. 

The products of manufacturers 
who said they would test and rate 
the ARI 
Standard constitute almost 90 per 
cent of U.S utput 

As far as cooperation and non 


Continued on page 142) 


their room units under 





TESTING a unit for its Btu rating involves installing it in the calorimeter room (in 


reality two rooms within a room 





and setting up the ideal conditions on the adjacent control console. Here it is 
done at the Electrical Testing Laboratories, Inc., in New York City 
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definition for a familiar phrase 
could breathe new life into your 
PREHEAT SALNS 












— 

ff \ 

| of : 

eo ‘be the potential © i 

ly used by a manufacturer to co ar WC 

term common y — __. the grow'ng n ‘ 

BIG MARKET a facture). New definitio’ . 91- and 24-cubic : 
———_, he happens —— hooting at — with 18-, G i 
any poe hat only Manitowoc Is really sho . tor combinations - - - all BI 
freezers! The market tha 9-Zone freezer-refrigera bhioger families. 4 
ht freezers --- 22-cubic foo! 5, of those bigger and bigg cei 
foot upright tre 7 he means, Pr 


e and within t 


+ ar, 
scatter Berea 

— — 
REP G5 ht 


mor 
ynits. Wanted, more and 


» Win, 


MAJOR university’s market reports show that 
since 1950, more than 14 million additional fam 


ilies have moved into the over $4,000 net income 
And since 1940, 4-children families alone 


bracket 
have increased by 110°3. BIG, prosperous families 
spell BIG demand for really BIG-capacity freezers 

At Manitowoc we're “BIG”-line specialists. No 
hurried small-to-big adaptations, but units designed 


truly BIG-size freezer-and-refrigerator in one unit 
The extra food capacity in less floor space is a tre 
mendously potent selling feature of the 2-Zone and 
Manitowoc’s giant freezers 
And Manitowoc will push this feature hard 

with BIG selling-level advertising and promotion for 
BIG, beautiful new 2-Zones and freezers, and amaz 
ingly adaptable built-ins . . 


. with national advertis 
BIG from the very start. With Manitowoc, you skim 


the cream at the top—selling the one line that really 
taps the 38°, *-of-market BIG freezer potential 
plus the accelerating market for BIG freezer-refriget 
ator combination 


ing in such “natural” magazines as Good Housekeep 
ing, Parents, House and Garden 

It’s your BIG plan for the BIG market—with the 
“BIG” line to pull in the BIG sales. We're moving 
fast, so get all the facts now on how to put your sales 


Manitowoc not only originated that popular 2 on the way up with us. Send the BIG coupon today! 


Zone type unit, but is the only manufacturer of a 


NEMA for firat 7 mo. of 1956 
1955 BIG sales accounted for 24 


IVlanitowoc 


Freezers and 2-Zone Freezer-Retfrigerator Combinations 


[Mlanitowoc 
Equipment Works 


Manitowoc, Wisconsin 


Please rush further information on how we can capture the big market with 


Manitowoc o we can do some big thinking of our own about 1957 freezer sales 


NAME 
FIRM 
ADDRESS 


cir ZONE 


Mail The Big Coupon Today! 


GET THE WHOLE BIG MARKET STORY! 


STATE 


Aan wamennemuaael 
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SBADE-W/HD PRE-WIRED 


VENTILATING HOODS 





aranteed t 


* 
ooe Housekeeping ) 
‘ " 





STATIONARY 
VENTILATING HOOD 


design pre Beautiful Ea 


PATRICIAN 
VENTILATING HOOD 


Budget p sd packaged unit ) »derr 


SALEM 
VENTILATING HOOD 


y American de 






plete with Af ve wired with 3 speed control yn in antique copper (it's 





tat ght and double j yhe yperated by rea pre-wired witt 5 





uv. For use wit speed cont and light op 





Standard ydel hea Vent je filter 5 standard yb or 1501 Ventilator with 


lat ) eft 4 te ' it brushed 






opper slide filter. 5 standard 






nless steel lengtt Hood } exclusive 


also color m hood f ' " d has exclusive Trade Wind baffle plate 


lrade Wind baffle plate 


T'S A SNAPI 


for QUICK, EASY ee ee 
INSTALLATION ! 


You make just one electrical connection and a Trade-Wind Venti 
lating Hood is ready to use! 


Trade-Wind pre-wires each hood at the factory, making all connec 
tions to the light and control switch 


in addition, both the Trade-Wind Salem and Stationary Hoods are 
now equipped with special break-away tops which are cut out and scored 
to take any of the 3 Trade-Wind Ventilators (Models 3501 — 550 C.F.M 
2501 — 425 C.F.M., 1501 — 300 C.F.M.) The Ventilators can be located 
either at the left or right side of the hoods. All the Ventilators have Slide 





ANOTHER TRADE-WIND EXCLUSIVE! 


Filters for easy cleaning Touch-Bar control for both light and 3 speed 
The Patrician is supplied as a complete package with the AF-7 Venti- shine no ped ye “a “= : sass a : 
later. All hoods are easily installed without special tools array of colored buttons 





You Get MORE with JAADF-#M/ND 





* 3 Striking Hood Styles 
* 5 Standard Hood Lengths 


* All Hoods Pre-Wired * Handy Break-Away Tops Fit 3 Trade-Wind Ventilators 


* 3 Popular Hood Finishes * Exclusive Touch-Bar Control 


bis oe . : 
‘ rade bad « We, Cares, (Pte. + ‘T755 PARAMOUNT BOULEVARD, DEPT. RIVERA, CALIFORNIA 
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Universal Yardstick 
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ARI 


supported 


ooperation oncerned 


yptimistic outlook 1s not 
entirely by even its own member 


()ine cooperating manutacturer say 


for instance that the ire going 
long with the program without 
enthusiam Thi nanufacturet 
Ole? ill the l imvu nent that 
the program doesn't go far enough 
im poli mg that Btu 1 not a 


tandard the msumer can 
ire; that there are too 


1HiCas 


Many Vala 


ble climate, humudit tempera 
ture outside and inside, voltage 

in cooling power rating. ‘This same 
company does not plan to have it 
rating iVailabl much befor 


March, a date well after the ARI 
ce idline 


manufacturer ha 


hopeful early-in-the-veat 
In addition. th 


ilready printed 19 ecifications 
sheets without the Btu data 
Meanwh 1 non-cooperatin 
ARI memb nake this reserva 
tion When all th iwnatory 
nem be f ARI ontorm to the 
eement, th ‘ ll serious!| 
nisice i int of it 
Ih i think that Btu 
ireé am 1 tl ht direction 
but that th till attord an um 
brella of protection f per le who 
re dishonest 
Phi t t tl p of of Li 
( ror thi Tram ill be what 
happens th car and next, parti 
ularly in the light of events dunng 
th rin llin 


In the midst of th 


ARI stands firm Jon believe 


controvel 


that a start has t me made on 
vhere in standardizing the rating 
f cooling power on om unit 
Ile is convinced that Bt e th 
he ’ Pp Dik i t tart t th 


tin But 1 ilso wort that j 
manufacturer will not be 


faith unk h yuts hus Btu ratin 
1 ¢ hneation nect 

In ! i t te t tough J 1 
hha t th tufacture 
ria ii It | j tl 
Bt t t t 
nat i i 
th natt t t} | i | 
( nv nn th ett 

: | ufa 

tur t| fast 

? , ? 
dust 

Meanwh t t 

} " i] ; 

h ARI a th tl 
ten hope that th ire blazing 
th I l t 
fan that t 

net t l i 

the trac 

Most, pushing aside their doubt 
ind their dissatisfaction ire mah 


ing some ettort to cooperate wit! 


the ARI, if only on the surtace 


Other ire tanding back to s« 
vhat transpire first. Still other 
do not appear altogether Iend 
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EXPERTS IN FLOOR CARE 
SINCE 1886 




















at / 


Beautiflo 








cleans as it waxes 











Remember, 


only Johnson’s Wax gives 
your customers this easy, 
automatic floor-care method— 


“One! Two! 
And You're Through!” 
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| Spread wax with 
@ machine—let dry 


| 
offer your customers 





for a limited time only 


Here’s a premium that costs you nothing, but it’s a premium that 


will really help you clinch the sales! Yes, Johnson’s Wax gives a full 


year’s supply of Beautiflor Wax (13 pint cans) to each of your cus- 


tomers who buys a Johnson’s Wax Polisher-Scrubber . 


. the only 


floor machine that offers the easy, automatic floor-care method 


“One! Two! And You’re Through!” (see below). This special offer is 


worth $9.75 retail! Tell your customers it’s like getting a free $10 bill 


and watch how you close sales! 


DAILY NEWSPAPERS) across the coun 
try will carry big, colorful ads featuring 
this free offer. Everybody will be looking 
for this special offer when they shop 
make sure you feature it, display it! 


TELEVISION) Over twenty million people 
watch ‘‘Robert Montgomery 
every week—and the Polisher-Scrubber 


Presents” 


will be featured over and over again on 
this top-rated network ‘T'V show! 


MAGAZINES! tell the Polisher-Scrubber 
story, too—in full color in American Home 


the national magazine that reaches the 


audience you want most to reach—the 
people most interested in their homes! 


CONSUMER BOOKLETS on easy, auto 
matic floor care give the complete, detailed 
Johnson's Wax Polisher-Scrubber story 
Use these booklets on your counters, as 
add a sign 
that tells of the free wax offer—and 
brother ! 


MILLIONS OF CANS of Johnson's Wax 
tell the Polisher-Scrubber story! And these 
cans show a picture of the Polisher-Scrubber 


window displays, everywhere 


you're in business 


in use, Yes, every can sold in your area 


helps you sell more machine 


All inquiries will be referred to dealers 





Polish 


"wo! with machine 


And 
ve 


Through ! 


Your floors 
are waxed 
you’re relaxed! 













A masterpiece of simplicity 


ELECTRIC 





ET ELECTRIC THERMOS MODULATING SNAP 








Priced for any budget 
meet all per onal heating preference 
Popularly priced 


varied only é 


Completely profitable 100% equipped 


Immediate installation 
No need to break line 


No special tools needed 


interchangeable 





None but the 


gas control... 
Cc aon 


_/ SO VERSATILE 
... SO EASY 
TO INSTALL! 


NON-ELECTRIC. 


STAT 








And only the Fifty - Five gas control gives your heating appliances the 
EXTRA “SELL” NEEDED IN TODAY'S MARKET 


* Dollar-saving economy Automatic oper 
eliminates costly “highs” and “lows” 


waste heat. In 60-hr. tests, temperature 


»° 


eter outside plunged from mid-forties to zero! 


* Guaranteed performance All Fifty-Five 
controls are protected by an iron-clad 
service warranty 


Ask your supplier to make the fabulous Fifty-Five 
gas control standard equipment on the heaters he 
furnishes you. Or write: 


CONTROLS COMPANY of AMERICA 
A-P CONTROLS DIVISION 


2400 North 32nd St., 


Milwaukee 45, Wisconsin 


FEBRUARY 


MT MODULATING THERMO 





, room-to-room, while thermom 


Contro/s that make modern living possible 


ELEC 








Early Conditioner Sales 
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tioncl ilesman. In addition, Sam 
Sings men point out that the 
ite-of-operation wiring and capa 
ity surve ith which the company 
preface ( I in tallation hha be 
irricd out more thorough in 


March than in July, with tl d 
ut of hot weather finding the 


unit in the window, ready 


Mails Bring Sales 


linall inly buying 1s talked 
to prospects t whom 
iblem, on the theory that it will 
them nty of time te ent 
financial details and have talla 
hon mpleted vhule it t | 
Does Singer's direct ma 
follow up program click? Last i" 
in agg ite mailing of onl 
pp! brought 175 repl 
of which Schw ingel i nen 
j ted it l¢ most of t mm 
! Te d before th " 
it ot " 


Before the end of the year we 
will be well on the way toward a 
new concept of an underprivileged 
American. It’s one who doesn’t have 
a color television set.’”—McGraw 
Hill Dept. of Economics in its 
forecast on the business outlook. 


lhist t hi iw its di t 
nh Vic! tore re ( 
ts reveal 1) 
dition t 1 ilread | is 
Schweig Iingel § ( init 
prospect the full treatment, and 
vith gener | good 4 ult Ih 
unportant factor here is th 1s 
ith which on ir conditio 
often sell another. People vy en 
joy conditioned air in the bedroom 
know what it can do for the living 
room 


Singer fears trade-ins like a fo» 
fears a rabbit. He can’t get enough 
of them. since each is held at hi 
hop only long enough t be 
whipped into top hape, then shot 
out on rental to a ho pital othece 


Or home 

One-ton coolers rent for SI 
i season, and there’s generally a 
waiting list as long as the retailer's 
im lo make his rentals even 


cleaner, Singer has recently begun 
to contract with business firms on 
i flat >100-per-year basis Phi 
ives him the trouble and expens 
of returning the units to the shoy 
in the fall, storing them through 
the winter ind reinstalling them 
in sprin 

Lhu t that for Sam Singer 
of St Loui 1 combination of 
lirect mail, price and thorough fol 
w-UD ha nad pring 1 tin of 
irly room air conditioner sales. end 
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Now... 


from 


American Kitchens 
the 


P-LA:C:E:M:A:kK-E:R 
plan 
a revolutionary new 


concept that Opens up 


new profit horizons for you... 















To make your most impossihle dream come true... 
YT 1 
the Pi ‘A CC’ 
fe 
for CLASSIC WHITE, famous “PIONEER”. .. 


A PLACE FOR EVERYTHING...AND EVERYTHING IN ITS PLACE! 


New easy way modernizes your present kitchen, 





unit by low-cost unit, into your dream kitchen 





FROM THIS: A good kitchen—several years 
ago. Look af that out-moded sink and range 
See all the wasted storage space. It's time for 
the PLACEMAKER plan! 


PLACEMAKER! Remember that magic name. It's your wonderful new way to 


get started on the kitchen of your dreams now! 


Here's the first really practical plan to change your space-cramped, out-of 
date kitchen into one that's big, beautiful, modern as tomorrow— with no major 


construction, no Staggering expense The plan chat understands a woman's 


bigge st prot lem: more place to put things! 





' 
i 
With American Kitchens’ new PLACEMAKER plan you add what you want 


when you want it unit by low-cost unit! In face, you actually create your | TO THIS: Placemaker Sink Center, Plenty of 
room in under cabinet, side cabinet compart 


own dream kit hen by simple easy, ine K pensive steps! ments, wall cabinets for your basic kitchen 
; needs. As little as $1.00 a week > 
Begin with a smart wall or base cabinet, perhaps a sink cabinet. Any one or i - 
combination of distinctive, well organized units, in a wide selection of styles ' 
and sizes, and you're off to a flying start. Add more and more. Watch PLACI 
MAKER s5-t-r-e-t-c-h your kitchen, put all the wall to work! It makes that a 
ured, old-fashioned kitchen (or any part of one) as modern as you! _ 


Buc dramatic styling and wall-to-wall beauty are only part of the story. The 
PLACEMAKER plan gives you what you really need—up to 40% more storage 
space! Think of it! A place for everything and everything in its logical 





























| 

' 

' 

! 

' 

i 

' 

| 

j 

' TO THIS: Plocemoker Dishwasher Center. AK 
i Roto-Tray Dishwasher holds day's dishes for 
i family of 4. Wall cabinets for extra kitchen 
' 

' 

r 

i 

' 

' 

' 

' 

| 

' 


convement place! 


Lhe important thing to remember is you can start nght away. No money 


ware. As little as $2.32 a week 


down. Budget the payments over three full years. Added the sensible PLACI 
MAKER way, these superb, space-making, permanent units will transform the 
place you call kitchen into a dream come true. Mail the coupon. Start scheming 


your dream kitchen today! 






It's so easy to trade kitchens with little eye-appeal 
(and even less storage space) for the custom planned ones 
you see pictured here the PLACEMAKER way! 





TO THIS: Plocemaker Cooking Center. Cabi 
net bases for AK Drop-in Range, Stack-On 
Oven hold pots, pans. Wall cabinets store can 
ned goods. As little as $3.75 a week 


Only American Kitchens give you the appeal of wood and economy of steel in all these fashionable styles. 











FAMOUS AMERICAN KITCHENS’ "PIONEER" Trio 


of antique copper, natural birch, steel creates charming effect 


CLASSIC WHITE KITCHEN — American Kitchens’ modern 


all steel PLACEMAKER units in sparkling clean-easy units 


“WOODHUES” IN CINNAMONWOOD — Partnership 


of “Bermuda Beige” on steel, Cinnamonwood cabinet doors 



















American Kitchens give you 


VEATK ER plan 


and American Kitchens’ exciting new ~ WOODHUES” 





NEW! THE "WOODHUES" PLACEMAKER KITCHEN—American Kitchens MOST-WANTED FEATURES! Matching contour-styled cabinet sinks, wall 
offers a beautiful blend of ‘Bermuda Beige’ lifetime finish on durable and base cabinets. Countertops in nine new Formica colors. AK Roto 
steel, with your choice of Honeywood or Cinnamonwood wall and base Tray Dishwasher-Dryer has exclusive Roto-Tray action. AK Drop-In 
= cabinet doors. Shown above is the handsome Honeywood combination Range, Stack-On Oven give modern gas or electric cooking convenience 


This dramatic four-color spread appears in che 





February 25 issue of LIFE Magazine. Similar 





full-color advertisements in Saturday Evening 


DIVISION (Aveo) CONNERSVILLE, INDIANA 


Post « American Home « New Homes Guide « 
Roll-o-matic Dishwasher-Dryers ° Roto-Tray Dishwasher-Dryers 
Kitchen Cabinets * Food Waste Disposers * Built-in Ranges, Ovens Home Modernizing + Better Homes & Gardens. 


Also distributed in Canada by Moffats, Lid, AVCO Mfg. Corp. 


so much to sell... 





so little space needed to show it! 





[-A- 





BR 


news-making _.. new space-selling plan 


and here’s how it works for you! 


For the first time, you capitalize on the homemaker's 
long-standing need for more storage space. More 
places to put things. Through American Kitchens 
PLACEMAKER plan, you satisfy that need by selling 
anything from a single cabinet unit to a complete 
kitchen! 

PLACEMAKER gives homemakers the opportunity 
to create a modern “dream” kitchen, with perfectly 
matched cabinet sinks, wall and base cabinets, AK 
Roto-Tray Dishwasher-Dryers, AK Drop-In Ranges and 


Stack-On Ovens, and other most-wanted accessories 


vith tremendous ACTION-MAKEL suppor 


Gigantic consumer campaign 
90,000,000 readers! 


Contains reprints of newspaper ads, miniature bill- 


MERCHANDISING KIT... 


magazine merchandising aids 
need to sell more kitchens the PLACEMAKER way! 


Call Your Distributor Today... 


Amehian A Kilehora. 


BILLBOARDS... 


7 
wr. . 5 ‘Sf P on 





Rte wrvecstic “ Le, 


boards, high-powered consumer literature, national 


PLACEMAKER turns wasted space into storage 
space builds the Classic White, famous “' Pioneer,’ 
or stunning new 'Woodhues”’ kitchens by simple, easy, 
inexpensive steps. And each purchase snowballs—unit 
by low-cost unit—into high-volume selling and big 
dollars for you! 

One thing to remember: this is not a loading program 
It's a merchandise moving program that requires a min- 
imum of inventory and sales effort, and assures a maxi 
mum profit return, Get the facts. Cash in on American 
Kitchens’ great new PLACEMAKER plan—now! 









everything you 





DIVISION veo CONNERSVILLE, INDIANA 




























A Personality Sells TV 





the whole family. Magers firmly 
believes the voices of the people 
who actually run a business are im- 


portant in building the kind of pic- 


} 


ture he wants listeners to get. Of 
course, Magers’ own distinctive 


voice gives his folksy pitch real in- 
dividuality. It’s been compared to a 
foghorn, but when he says “Come 
on over. It may be quite a ways, but 
you just have to make one trip. 
The rest of the year we'll come see 
people believe it. 

Magers gets plenty of identifica- 
tion into both his store and his 
programs. The disk jockey often 
calls him by name and then cuts in 
Magers’ tape, giving the impression 
that the Magers’ clan is right there 
in the studio. On the present pro 
gram, which runs from 4:40 to 4:55 
pm, and is called “Flight 440,” the 
announcel has da prop a puppet 
called “Old Gus.” This squeaky 
voiced character not only gets in 
isional commercial, but also 
up in the store on the “Old 
Gus Specials.” 

For the most part Magers’ radio 
copy is built around the 
Vesto reputation for good service 
ind reliability—plus plenty of sell on 
the features of various brands, 
which are rotated weekly. Free in 
tallation and Vesto’s 90-day service 


vou 


im Oc 
shows 


sc lling 


policy also get daily plugs. Gim 
micks and giveaways have been 
tried, but they don’t work for 
Vesto 


Sells at Two Price Levels 


Magers keeps from 100 to 150 
sets on display in his store’s main 
1 up front. They’re all live, 
Overhead, an acousti- 
i] ceiling cuts noise and distraction 
In a separate “Little Theatre,” 
there are 30 to 40 higher-priced 
models, including hi-fi consoles and 
col T et 

Vesto salesmen upgrade most 
every deal—keeping the average right 
iround $270. “We're here to make 
fit,” Magers says, “And table 
don’t carry much. So we 
sell the consoles, generally using the 
‘handsome furniture’ angle.” Sales 
don’t talk much about total 

ince their aim is to sell a 
$450 model to the man who comes 
in looking for a $250 set. This 
often actually happens, with the 

ilesman saying, “Look, this beauti 
ful console will only cost you $5 
i month, and it will make a 


ile itt 


ready to go 


here 


4 pri 


mode 


men 
price, 


more 


MARCH WINDS . . 
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beautiful addition to your living 
room.” 

Believing that ““The man with no 
equity in his set has no respect for 
you or your business,” Magers in 
sists on a down payment and a 
maximum payment term of 18 
months. He gets the full list price 
on all new sets, makes a satisfactory 
profit on used units. Price-cutting 
might once have been his alterna 
tive, Magers thinks, if he hadn't 
had a good service set-up. He is 
staying completely away from this 
kind of business, mostly because, as 
he says, “The price customer is in 
satiable. Offer him $50 off, and he 
knows a place down the street 
where he can get $75.” 

Frequently, the service depart 
ment boosts sales directly. A stand 
ing rule at Vesto is that any repair 
bill running to $70, which usually 
includes a new picture tube, is re 
ferred to the sales department. ‘The 
customer gets a “new set’ pitch, 
and often, makes a purchase 


Stress ‘‘Vesto-lzec’’’ Used Sets 


By hammering away on the radio 
that ‘“Vesto-Ized”’ 
buys, backed by master technicians’ 
work, completely checked out and 
with new parts where needed 
Magers has developed customer 
confidence in his used sets. These 
now provide a substantial part of his 
total sales—$8,500 in January 1956, 
for example 

Used sets are shown in a separate 
“Thrift” room, where they don’t 
get mixed up with the new set: 
They are also hooked up and read) 
to demonstrate. ‘They’re sold with 
12-month financing and a 30-day 
guarantee. Very often, 
made by comparison to new set 
prices. A salesman might point out 
to a prospect that “‘you couldn't get 
a new table model for $82, and here 
you get a good console for that 
much.” It’s at this point that 
the confidence-giving “Vesto-Ized”’ 
label pays its way 

“Used sets move faster under 
$100,” according to Magers. “W< 
frequently sell a used set to a cus 
tomer who comes in looking for a 
new one. If a man is looking for a 
17-in. set for a youngster’s 


sets are good 


sales are 


room, we 


often suggest a used set priced 
around $89. We lose a new set 
sale, sure, but we move a used one 


ind we make a friend 


end 


and Electrical Merchandising’s annual kitchen issue 


will both reach you at just about the same time. And, in an effort to help 


blow spring sales your way the editors have put together a March package 


which will include tips on planning kitchens, dealer successes and objections, 


in short the typical complete subject roundup you have come to expect of 


the applianceman’s magazine 
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Ask your clothes dryer 
distributor or write direct 





for prices on vents, pipe, 
flexible duct and dis- 
plays. Free literature to 
help you sell. 


DRY-R-X COMPANY 6632 west SHORE DRIVE + MINNEAPOLIS 10, MINN. 






















































I profit 
three ways 





| 
| 
| 
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Webb Manufacturing Co. 

29188 HM. 4th St., Phila. 33, Pa 

Please send me prices on Wrapabouts and 
Slingabouts for 

C) ranges © radios () als conditioners 
OT © washers () refrigerators 
FIRM NAME 

STREET. 

city 

ZONE STATE 











When you deliver the new television set, 
real thrill for family. Show 
them you agree by delivering it carefully 
and installing it expertly-—and they'll be 
your customers for life. One sure way to 
make the right make 
your deliveries in Wrapabouts 
the appliance, 
woodwork, and your rep 


it’s a any 


impression is to 
Webb 
They protect everything 

the customer's 
utation as a service-minded merchant. 
Webb Wrapabouts are made of water 
repellent canvas, thickly padded, and 
flannel lined—and they last for years 


WRAPABOUTS 


For Radio, HiFi, TV 
and Air Conditioners 


For major appliances use Slingabouts 
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Refrigerators 
in Beauty 
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for 1957... OUT-FRONT 
Quality... Convenience 


everything your customers want...and more! 


that speaks for itself that demonstrates itself 


Top, middle or low-end, Hotpoint offers the industry's Hortpoint’s OUT-FRONT Features put you out-front when 
best construction and engineering advantages in a// models, you re selling convenience. Hotpoint Refrigerators literally 
il prices—and it speaks for itself! turn themselves inside-out to make every phase of food 

That quality is best reflected by the generous use of alu 3 storage and preservation easier, to put food at fingertip 
minum throughout. And Hotpoint has developed a dra . reach and to help you sell! Here's how 


matic demonstration of aluminum superiority to help you 
prove that Hotpoint features sturdy, beautiful aluminum 
wherever there is wear wherever it will give the re 


frigerator a brighter look! 


MORE ALUMINUM THROUGHOUT 
BIG BIN SWINGS OuT 


. brings the foods they use most 
often right out-front! Removable Veg 


\ etable Crisper holds almost 2/3 of a 
4 ame, x bushel, Bottle Compartment holds 
Aluminum ; Aluminum over 4 gallons — within easy reach 
Freezer a — Door 
: iH mt 
Liner Shelves 
ee SHELVES GLIDE OUT 


| + r another OUT-FRONT feature 
/ —_<. Puts food in the rear corners squarely 
—— out front. Also can be adjusted up or 

ee T . 3 


down to fit individual storage needs 


Aluminum 


Coldcoil LIGHT-TOUCH 
System SAFETY DOOR LATCH 


= 
opens and closes with fingertip 


SS 
Reece “a pressure, yet special gasket provides 
: E firm, positive seal. Safety latch is de 
; signed to open at a touch from the 
Re inside, too 


Alumina Aluminum , Plus many other sales-making con 
Ice Tray Dairy venience features— including choice 





Shelf i ' Stor Front a of right or left-hand doors! 
, j " 
CABINET ROLLS OUT y, +z 
on rubber. cushioned rollers, Clear fi’ ® 

ing and decorating behind, beside or “4 4 
underneath it is a pushover! Conveni & 

Aluminum a ‘ ent foot pedal controls brake, locks 

a Crisper : refrigerator securely in position 


Shelves Trim 


YOUR HOTPOINT DISTRIBUTOR IS READY 
WITH ALL THE FACTS. SEE HIM TODAY— 
AND PUT YOUR REFRIGERATOR SALES 
"WAY OUT-FRONT WITH HOTPOINT! 
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Dice-Roll Spiff 


——mmme CONTINUED FROM PAGE 98 





cooking hoo because thi 
yt of ictivity ittract best in 
Minnesota Afternoon how did 
not get the attendance that eve 
ning groups did, and audience 
were largely composed of freezer 
owners secking imformation and 
bringing a prospect along 

lrozen foods were displayed and 
wrapping methods taught. ‘The 
girls found that going over the 
freezers with the store owner and 
his salesmen at the be inning of 


pa mount importance 
Booklets Help 


Passing crowds were handed Edi 
on Klectn Institute booklets on 
freezing hood handout wert 
voided because of the number of 
hildren present 

Wher i it down how 1 
given, the girls felt that a group of 
i) to | chaus 1s best, and the 
demonstration should last about 30 
minute A small crowd will be 
mnie enthusiasti isk question 
iid touch the articles it is inter 
ested w At the end of the meet 
ing, refreshments consisting of a 
old drink and frozen fruits such 
is melon balls and hunks of pine 
ippl vere given the listener 

lew sales were traceable directly 
to the demonstrations, but they did 
tir up enthusiasm among custom 


‘ ind mcesmen Ind 


Testimonials Sell 


—ee CONTINUED FROM PAGE 112—— 


vited to hop into th ilesman 
car, driven to two or more home 
where electri water heating ha 
been used for years, and introduced 


to the housewife At that point, th 
iser starts elling 

Durnng the interview, th ile 
man remams m the background 
until the time comes for him t 
tep imto thre picture If, for exam 
pl the prospect begins to dwel 
m the lower operating cost of ga 
water heating, the salesman come 
in with details of the local utilit 
‘parately metered, off-peak water 
heater rate. ‘This he may quickl 
follow up with a pitch on the safet 
if electric water heaters. When in 
tallation cost is brought up, li 
pomts out that electric units need 


no ning 
Push Table Top Models 


In dealin vith un oup 
who are building new home 
moving into projects, we have a real 
asset m the table top model 
Rowland ivs. ““We pla up thr 
fact that these unit m be in 
stalled in kitchens, where thev add 


Continued on opposite page 
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Viking’s Plan 7 
M #955 
{0 Help You staal : - Electrically reversible 22” blades with 


pushbutton controls. Exhaust rated at 
3500* CFM. Largest, most powerful Fan 


Create Store Traffic made for windows. 


Beat Price Competition Model #1020 
Move Inventory ... Thermostatically controlled for automa- 


| tic cooling. An electrically reversible Fan 











with 20” blades exhaust rated at 2500* CFM. 
bce Adaptable for window, floor, roll-up or 


portable use. 


Check the “Viking Profit Package” before you buy! 


king 





* All Viking Fans are 
rated according to 
standards set by the 
Propellor Fan Manu 
facturers’ Associa- 
tion as indicated by 
this seal 


AIR PROOUCTS 


Division of The National -U. S. Radiator Corporation 
5601 WALWORTH AVENUE © CLEVELAND 2, OHIO 
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Testimonials Sell 


CONTINUED FROM PAGE 152———— 





eye-appeal, and provide extra work 

surfaces. ‘These are features that 

round models and most gas water 

heaters lack.” 
Though Knight Appliances cat 
ries water heaters in a full range 
of capacities, it’s the 52-gallon 
model, selling at approximately 
$150, that's responsible for 85 pet 
cent of the volume. Salesmen ar 
quick to point out that Grand June 
tion is a dusty town, making a 
gallon tank of clean, hot water prac 
tically a permanent necessity for 
townspeople. 

The dealership develops pro 
pects from two major sources, and 
develop them it must. ‘There's no 
longer any waiting for ready-made 
customers to stroll in, Each sales 


’ 





man spends part of his day scout 
ing areas where new homes are go 
ing up. He tracks down the future 
owners, and begins pitching ele 
tric water heating with a will 


Free Lancing Profitable 


This “free lancing”’ has accounted 
for a large percentage of sales, pri 
marily because it gives the salesman 
a chance to talk electric water 


Bseeeeeeeee:d 





eet 


heating before the contractor has 
gone ahead with a gas installation, 

I'he store’s second big pro pect 
source is Grand Junction’s newer 
suburbs, where there are thousands 
of “‘under-capacity”’ gas water heat 
ers in operation, ‘This replacement 
market, sold on the same_ live 
testimonial basis, is becoming more 
and more of a factor in Knight Ap 
pliances’ water heater sales opera 
tion. Finally, there’s a constant 
flow of “drop-ins” through — the 
howroom 

‘Since natural gas came to the 
western slope area, it’s been tough 
selling electricity against it,”’ Row 





land admits. ““We've had to revert 

to old fashioned salesman hip and 

cold canvassing, but we're grad 

ually winning the battle. And with 

‘ ifety, durability and prestige on 

Model 7 920 our sic ve ve got ple a to fight 
.a portable—reversible model with front vith! End 


and back grill and 20” blades, exhaust rated 
at 2500* CFM. Adaptable for window, floor, 
roll-up or portable use. 


Model #720 

. with 20” blades exhaust rated at 2400* 
CFM. Finger safe grills on both sides. 
Adaptable for window, floor, roll-up or 


ortable use 
portable use. #1010 Traffic Fan S be | 











i 4, 
one ° ’ ; 
Stock and Sell Viking... The Short Line That's Long on Volume \i( " 
7% - 
a ws jae ; : 
*# AI Viking Fans are 1 Pos 4, 
- Alke PP, D 7. rated according to , 
Standards set by the 
Propelior Fan Manu ONE THING ABOUT ME, I'M 
Division of The National -U. $. Radiator Corporation facturers’ Associa ALWAYS CAREFUL NOT TO DIRTY 
eo 5601 WALWORTH AVENUE * CLEVELAND 2, OHIO ) | ton as indicated by UP ANY APPLIANCE | INSTALL 
. — this seal 
; eon 
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General Electric 
SD HOU at $3495 ! 


All-transistor... All-new! 





General Electric “710” 








es ttn i 


1957 General Electric Portables all have cabinets unbreakable 
in normal use — Choice of Colors at no extra cost 


Long distance lightweight. 
6 transistors plus big 4-inch 
speaker for perfect reception 
even in fringe areas. Choice of 
colors. $49.95*. Earphone and 
carry case accessorie 


Model P725 


Big set sound in a compact 
cabinet. 4 tubes. Weighs just 
1% Ibs. Unbreakable cabinet 
Popular new colors General 
Electric price leader. Carry 
case accessory $19 93". 
Model P700 








Genuine top-grain cowhide. 
Powerhouse performance. 6 
transistors. Plays up to 600 
hours on flashlight batteries. 
Choice of colors. $59.95*. Ear- 
phone accessory extra. 

Model P720. 


3-Way Portable. Plays on AC, 


DC or batteries. 4 tubes plus 
rectifier. Exclusive power cord 
hideaway. Ferra-power an- 
tenna. Choice of colors. Carry 
case accessory. $29.95*. 
Model P671. 





ee@eeewncee 
@eweeertete 
eeetce+s 


sand labor. Batteries & accessories extra. Pricea slightly higher Weat & South 
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rechargeable batteries! 
General Electric “715” 








@ Two pace-setters from General Electric 

aimed right at the hottest market in the indus- 
try—show why General Electric Radio leads all 
the rest! 1. The all-new, all-transistor Model 
P710 at $34.95*! 2. The rechargeable P715 
with 10,000 hours of battery life (with batteries 
and recharger $64.95* — radio alone $49.95" ). 


New General Electric All-Transistor Pocket Radio 
Plays up to 13 years without changing batteries 


Boost Spring and Summer gift trade with the 
hottest portable line in ’57—General Electric! 
Powerful color ads in national magazines 
Sunday Supplements— Network TV shows 
Displays—will pay off in your store! Call your 
distributor. General Electric Company, Radio 
Receiver Dept., Bridgeport 2, Conn. 


Progress /s Our Most /mportant Product 


GENERAL @@) ELECTRIC 
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you cut LESP) replacement 
Service call-hacks 























replacement a — 


a 
wal 






THESE FACTORY SPECIFICATION PARTS 
FOR RCA WHIRLPOOL APPLIANCES 
ARE MADE RIGHT TO FIT RIGHT, 
WORK RIGHT... WITH ONE CALL! 


Service call-backs caused by inferior parts cost you money, 
waste your time, and jeopardize your service reputation. 


replacement 


sut, when you install Factory Specification Parts in gears 
RCA WHIRLPOOL appliances you can be sure they will 
do the job. They are designed and engineered es- 
pecially for RCA WHIRLPOOL appliances. They are made 


to meet the toughest specifications in the industry. 





You can protect your valuable service reputation, 
keep your customers happy and satisfied — every 


time you install Factory Specification Parts in 

RCA WHIRLPOOL appliances. See your authorized replacement washer 

RCA WHIRLPOOL distributor or A.P.J.A. parts job- 
ber now — and cut costly service call-back losses 
with F.S.P.! 


spin tubes - 


* 


FSP 





Factory Specification Parts for 


RA) Whirlpool arpuances —__ 


¢ 
meet the toughest specifications ( Gs 


in the industry \/ S 
— \ ‘\ 







replacement 


washer mixing valves 





~ 


Service Division, WHIRLPOOL-SEEGER CORPORATION ‘St. Joseph, Michigan 


Use of tredemarts GA end OCA authorised by trodemert owner Bodie ( 
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HOTPOINT Combination 
Washer-Dryer 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago 44, Ill 


Device: Automati 
combination No. LY-] 
Selling Features: Ha 
controls foi 
dial ind lighted | 

left fo vashing ind dial and 
pu hbuttons on right for drying 

, 


vash section has a cycle timer, a 


pressure fill 


V ish I dry 


eparat 


washing and drving 
pushbuttons on 


vhich illows pre CiCe 


tion of wash time hot or warm 
wash or warm or cold rinse wat 
pecial heating element allows use1 
to raise wash water temperature if 
desired: right hand dial and push 
button bank control drying time 
ind delicate or normal) 4 
button bank gi high, medium 
ind low heat and “tumble onl 
for fluffing pillows rugs et 
Special pushbutton bank — fe 
mpl te n nal washing and dr 
ha en incorpo! ited into ma 
in 1 take 1 np op 
if 1 
| ; 


g) 
| a 


MODERN MAID Built-In Ranges 





1 In, 
ce 
' =) 


Tennessee Stove Works 
Chattanooga, Tenn 


Device: Restyled built-in 


cooking t p unit 
Selling Features: Nev ens ha 
trapezoid shaped 


APPLIANCE 
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trols are set in similarly shaped 

essed panel; automatic cooking and 
n additional unit is located 
under oven so that baking and broil 
ing can be done at the 
optional 
lectric motor driven roti 
it that slides into oven and can 
be removed and stored 


broil 


ame time 
equipment includ in 
( ene with 
when not 
1th tise 

Super Thin 4-unit cooking top is 
deep; fit 1 standard 
Q-inch cabinet without disturbing 


inche into 


lrawer space units are 
teel or 


ton orcelain with wrought iron 


beneath 


iwallable in stainle oppel 








PHILCO Refrigerator-Freezers 


Philco Corp., 
C and Tioga Sts., 
Philadelphia, Pa 


Models: Philco 19 


freezer line 


refrigerato 
includes 8 model 
Selling Features: ( 
trom 8.6 to 15.5 cu. ft ipa iti 


feature include a deg. zon 


ipaciti ran 


! ] 
meat locker recommended tem pe 


iture for ideal meat keeping by Nat 


| Stock and Meat Board; oth 


teatures include waiust-high crisp 
dail Dal door po ition convert 
rhe helf; large capacit frCC7 
mnipartment th do ich t 
ms and imton ic-out ba 

I ul package n iter 
| iting; Supe Marketer custom d 
in models have TA texture 
Nn l ae f ( ( 
yartment th Sup Market 
hia root ped treezcr do 

scat " xt 0 

reature t mit cage flat wurta 


for built-in application; left or nght 


land opening door ind ext 
finishe iVailable in yellow or 
on ordet 

All freeze wmnipartinent ha 
iutomatic detrost ifety latch pt 
nit penn efri ite trom i 
ce 
Prices: rom 195 t 629.9 
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HOOVER Polisher 


The Hoover Co. 
North Canton, Ohio 


Model: Hoover floor polisher model 


No. 5450 
Selling Features: Polishes hard 
vood, tile, cement or slate patio 


floors; also cleans rugs; specially de 
ined motor housing allow pohi I 
other 
furniture; new anti-splash skirt {an 
in high plash when 
scrubber; weighs 12 |b 
rated at 400 watt 
revolve at 755 rpm; doubl 
pole switch in base is automaticall 
ontrolled by handle 
clf-locking brush 
bristle for 
plying wax and _ polishing 
plastic brush-bacl 
ilso included 
Price 


ing under cabinet inc 
nz 
used as a 
1. ad 


brush 


motor 


elf-aligning 
with combina 
tion of crubbing, ap 
spect ial 


felt buffing pad 


$49.9 





KELVINATOR 1957 Ranges 


Kelvinator Div., 
American Motors Corp., 
Detroit 32, Mich 


Models: Kelvinator 19 ran inne 

mclud models: four 40-in.; two 

O-in., and a 24-in. model 

Selling Veatures: Al] mod have 

new divided top; deluxe KRG-49 

double oven model feature di 
ible foil oven linin 1 both 





ANNA A, NOGHE 


ovens: Roast Ready automatic meat 
thermometer that indicates mtenot 


temperature of meat when roast | 


done Roast Ready turns off oven 
and signals with buzzer and light 
on backguard—consists of a ther 
mometer-probe with a dial selector 
on top, electne cord and plug 
crank-adjusting broiler rack; auto 


matic oven preheat and automat 
O00 watt 
no burn 


oven timer: high 


peed 


surface unit and a iuto 


matic surface unit 

KRG-45 deluxe 
both 
timer 


ingle oven range 


models have automoutic oven 


non-fog oven window; both 


are available in 8 custom colors 
KROG-47 has foil lnin Upper 
speed ooking unit with new 2,600 
watt urface unit; infinite heat 
controls for all surface units; signal 


light nh | ite whe 1 surface or oven 
unit ire on 


pan with 


deep broiler-roaster 


1} 
i 


juminum broiwder gn 
fluorescent top hight 
KRG-43 has automatic push but 


ton preheat with radiant rod bab 


ind broil 7-heat surface unit 
switches turn in either direction, 
providing specifi cooking; back 


guard fluorescent illuminated 
Deluxe KRG-38 


ha thermostatic-action witches 


s0-1n model 
ind pu hbutton control selection 
of inner portion of unit for mall 
pans or entire unit for larger pan 


full-width 


oven automatically pre 
heat foil oven linings; non-fog 
vindow ivailable in & colo Ol 
vhite 
KRG On. model ha Th 
vide automatic oven; automat 
timer; radiant rod bake and broil 
unit ipphiance outlet re 


timed for use with cotfecmaker or 
other mall ipphance heat 
vitch control surface unit 
KRG-24, 2l-in. range ha tra 
large oven |16x1l6x194 in. broiler 
roaster pan with porcelain’ broiler 
rill; 2 shelves adjust to 9 position 
ingle oven thermostat; surta init 
witch ontrol units with boat 
new O50-watt surface unit 
Styling includ i nev I 
fashion backguard of intique | ad 


quared oven doors; V shaped han 
gold and bl 
uilable at extra cost 
clectric rotisserie; ther 
ther 
deep well cooker and d 
crank adjusting broiler rack 

$519.95 for d 


dies in iritiq ue I 


ACCESSOTICS a 
include an 
mostatically-controlled grill 
mostat 


uble 
95 for 
idditiona for 


rom 
10-in. model to $1 
lan. model; $15 


Prices: 


oven 


olor 
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WATER 
SOFTENERS 


Fully Automatic and 
Semi-Automatic 


WATER 
HOTTERS 


Automatic Water Heaters— 
Electric and Gas 


.White-Glass or Zinc-in-ized Lining 


7, Wii yy f Anulsty 


Dr oil | 


/ 


Every home that needs water, needs HOT water. 
needs hot SOFT 
Every time you sell a water heater you should, 



























Every home that needs hot water, 
water 
and usually can, sell a softener—giving yourself 
TWO sales instead of one. 

If you have been overlooking this DOUBLE oppor- 
tunity or have just put off getting started on softener 
sales, let WHITE pass on to you some news about 
what other alert dealers are doing right now. Phone, 
wire or write your WHITE distributor—or the factory 


TODAY 


NEW PRODUCTS 





ADMIRAL Freezers 


Admiral Corp., 
1191 Merchandise Mart, 
Chicago 54, Ill 
Models: Admiral 1957 freezer lin 
includes 4 upright and 3 chest 
Selling Features: Highlighting the 
10 and 14 cu. ft. upright model 
i “Pantry-door’ containing 
Capac itt pop-out 


p dispenser 


ks for frozen packages and juice 
helf space for large size pach 
idditional bottom 


rack for oup can 


md an 
last-freezing 
helve 1 wide Cas) to-grip door 
fashion front 
door are other features. 9 cu. ft 
iodel has 293 Ib 
tums 4 


ed deep 


| decorative 
capacit con 
fast-freeze shelve r( 
ipacity door shel 
olor interior and clear-to-floor 
design Upright Lit 
14U90 have 4 tast freezing shelve 
full width glide-out storage basket 
new wide- eas' to-grip handle with 
built in handle lock Matching r 
ivailable. Line also 
imcludes an IS cu. ft upright 
Chest model 
ifety door 


inside—remaims in any de 


70 ind 


feature i me 
imnot be closed from 


sired op 1 


on until pu hed closed 


Prices: 9 cu. ft. model, $179.9 





KELVINATOR 1957 Refrigerators 


Kelvinator Div., 

American Motors Corp., 

Detroit 32, Mich 

Models: Kelvinator’s 1957 retng 
erator line onsists of 9 model 
the 16-cu. ft. Foodarama; four 31- 
n. wide refrigerator-freezer two 
Sin. refrigerators and two 24-in 
retrigeratol 

Selling Features: | oodarama, st 


ider line combines a cu. ft. u 


FEBRUARY 





ht freezer with an 11 cu. ft. fresh 
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food refr than 48 in 
floor space. In addition a special 
utility bin in freezer door stores 
containers, wrappings for freezer, or 
serves as dry storage compartment 

Features include a tilt-out door a 
crisper with 
removable for loading and unload 
15 qts door st age 
includes twin handi-chest ror 
butter, cheese etc; 
bottles; and a special breakfast bat 
at top for egg 
container I'resh food section has 


iwerator in | 


transparent window, 
ing, and hold 
deep helf for 
, bacon and two juice 


helve: plus super-shelf at bottom 
middle helf slice ut for eas 
loading lide-out dra hand 
tray for short term item 

New U type humid plate round 
3 sides of refrigerator section pro 
vides moist-cold and automatic de 


frost Freezer door mtaim 
helves for 4 gal ice cream pach 

} can dispenser racks; 7 shelves in 
cabinet include a pastry shelf and 
6 ice cube trays, of which make 


“‘ice-slices’” each 

)l-in. refrigerator-freezer model 
include K69G-13 a 2-door 
vith separate 


mode! 
insulated, refrigs 

ited freezer: 3 ice trays and juice 
tray in removable rack; fresh food 
ection holds 10.7 cu. ft 1uto 
defrost 
handi-chests; handitray; twin veg 
ctable crispers; removable 


extra deep helf for half-g 


eo Ahad 


matically feature twin 


] 
Cgy TaCkKS 


bottle 











lb. frozen food 


K68G-12 has 102 
chest at bottom and an 11.5 cu. ft 
defrost refrigerator s¢ 

section is separately in 
ulated and refrigerated 


iutomati 
tion. Kach 


K67G-13, a 13.2 cu. ft. model ha 
many Foodarama features; a 68 | 
eparately insulated ind refrigerated 
freeze! 

K65G-14, 13.6 cu. ft. refrigerat« 
freezer holds 68 \lbs. frozen food 
ind 11.7 cu. ft. fresh foods. Cabinet 


contains 4 shelf areas, twin por 


lain crisper with 18.5 qt 
gg trays in door: twin 
handi-chests and extra deep shelf 


28-in. models include K45¢ 
ind K43G-11. K45G-11 is ad 


Capa it 


removable ' 


luxe push button lefrosting 1 
frigerator with 10.5 cu. ft. capacity 
full-width frozen food chest holds 
2 lbs. 17 Ib. meat tray; twin 
polystyrene crisp have 16.2 qt 
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capacit +-shelf door includes a 
deep shelf and a handi-chest 
K43G-11, 10.8 cu. ft. model has 


t helves; handi-chest, and a 
nsert 
t lels mclude K26G-8 
K K26G-8, pushbutton 
t t defrost model has full 


n food chest that holds 


t tray 17 lbs; full-width 

+t shelves; 12.3 qt 

loor shelves include an 

t helf and a handi-chest 

K22G 1as 4 door shelves; 8.2 

ft icity includes 52 lbs. in 

fre t and meat tray; full 
if per holds 12 qts 

Prices: } oodarama, $699.95; other 

models from $499.95 to $209.95 in 

plus white. Color $15 

ext larama in lor $20 





ADMIRAL Refrigerators 


Admiral Corp., 
1191 Merchandise Mart, 
Chicago 54, Ill 


Model Admiral 19 refrigerator 
lin Dual ‘I mp m del 
itomatic and conventional 
t in Siz from ¥Y to 

ft} 

Selling Icatures: An improved lift 
ld frigerator door release for 
hil tety is feature of Admiral 
lY ie ill models have straight 

line tyling; Dual ‘Temps have 

fash ront color panels that slide 
and out of chrome frame; freez 
that freeze ice cubes twice 
fast conventional units; neve! 
juire defrosting; Classic copper 
trim a 2-color interior—pink and 
vhit 
Pop-out dispenser rack in “Pan 
try-Do¢ makes frozen food sele« 
tion ilso contains a 12 qt 
i-the- crisper; Dual ‘Temps 
inclu ingle, 2-door and upside 
down odel [ p ide-down unit 
featu 2 outer doors, eliminating 
eparate inner door tor freezer se 
tion, contain “Arctic Circle” freez- 
ing I resh-food Pantry 

Door 1 2-door Dual ‘Temps con 

tain | qt Crispel tilt-out egg 

k butter and « keeper; als 
for quart bottles and 4 
K containers, rack for frozen 
ec ind Oup il} 

rt. free? hest in | 
t 1OW Dual ‘Temp 
t ha parat helf 
, C71 ? j ire 

t | t b t t 
iCKa | n 
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partment on other Dual ‘Temps are 
completely sealed off and separately 
insulated from rest of refrigerator; 
polystyrene interiors I'resh-food 
ompartment has Magic Ray lamp 
that prevents food from trading 
flavors and 3 glide out shelves 
Prices: Dual Temps, $429.95 for 
11.5 cu. ft. model; $529.9 for 
12.5 cu. ft.; and $554.95 for 12.5 
u. ft. model. Other models from 

99.95 fora 10-cu. ft., to $389.94 
for a 13.7 cu. ft. model 








SUB-ZERO Built-In Refrigerators 


Sub-Zero Freezer Co., Inc., 
Box 2017, 

Madison, Wis 

Models: New line of 
trigeration models, 
Selling Features: Line includes No 
124BIRI “over and under type” 
frigerator with 10.5 cu. ft. refriges 


built-in re 


itor and u. ft. freezer; No 
BIRI er and under type” 8.6 
wu. ft. reir itor and 9 cu. ft 
ty r; both model ire ingle 


inet ompletely self-contained 


Model 30BIRF “side-by-side” re 


frigerator has | u. ft ipacity 
freezer 14 cu. ft; No. 15 BIR, re 
frigerator onl | u. ft ind 
No. 15 BIF freezer only, 14 cu. ft 
capacit' There are no pecial cab 


nets to house any of above model 
ind practically no installation ex 
ibinet 1 I 


pense; each complet 


package—just place in “‘roughed-in’ 
wall opening ind plug inl 

Both refrigerator and freezer sec 
tions in combination models 124 
§ and 30 BIRF, are equipped with 


eparate 


condensing unit having 
fan type condensers 

No. 8 BIR “cabinet or stack-on 
type” refrigerator only has 8.5 cu 
ft. capacity 

No. 8 BIF “cabinet or stack-on 
type” freezer only has 7.2 cu. ft 
capacity 

These models can be used as 
‘stack-ons” or built into existing 
tack-on or side-by-side 
arrangement or can be used sepa 


cabinets in 


rately as desired 
Features include Glamordor with 
colored interior 
remote installa 
tions and left-or right swing door 
34 in, Laminar l’iberglas insulation 


torage helve 
with gold shelve: 


idjustable temperature control; re 
frigerator 
helves; interior light; pull out veg 


Koilamati elt-cde 


ections have pull out 


table rispe! 
frosting 
Corp Corp announces an instant 
beverage server No. DBS-6L in 
erpentine design with 24 k. gold 


decorating Can also be used f 


1957 





WATER 
HOTTERS 


Automatic Water Heaters— 
Electric and Gas 


SOFTENERS 


Fully Automatic and 
Semi-Automatic 


...White-Glass or Zinc-in-ized Lining 


| if 
DUDE 


P j / f if 
M4 ink) | Clit) OWA 


Beauty—the modern style-trend in equipping 
kitchens, utility rooms and other working areas with 
matching appliances—are additional sales advan 
tages offered you by the WHITE TWINS. Above and 
beyond the practical benefits brought to any home 
by either a water heater or a softener, countless 
prospects find the dual attraction of matching units 
almost irresistible. 

lf you'd like to know how other dealers are cash 
ing in on this new force in doubling sales, phone, 
wire or write your WHITE distributor—or the factory 
—TODAY! 
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HOTPOINT Freezers 





Hotpoint Co., 
5600 W Taylor SI 
Chicago 44, ill 


Models: Hotpoint ) fre 
line i) ! wp! if | 
ind MI md est | 


hKIYO and 


HOTPOINT Ranges 


Hotpoint Co 
5600 W. Taylor % 








Selling Veatures: Up f { 
matched to th npan 
erat i 1. tt Te 
ft bhM i 1] 
b hM I) 

| | feat uf 
iat te ! lit 
touch fel j 
woul t ! i 

ick tal 
he 

Chi | lk noid 
} | lk hold 
Al) iT fast f mrtiment 
refrigerated ttom 
hidlin basket hica p 
rato iutomatic t ip t 1) 
trol i} id i tT] 
feature 

All 19 f 

t | j j 

hl nel 


Chicago 44, Ill 

Models: II [po if 

mclud " nodel Kl 
RTL, RR] na ¢ din. mod 
RID) Ki th doub ven 
ind Re RB-74, RB KE 
RB ill with " 

Selling -leatures: |) nodel 
RU-1 feature ven 
10 Ib. turkey or 6 S-in. laver cake 
broiler which broils | teaks in 
10 min., no preheating; oven with 
slide-out vertical broiler, hold 
sandwiches; 3 surtace units, one a 
'O00-w. unit; 4th “automat ul 





NEW PRODUCTS 








iit i ! iii t ! t 4 tt Il) 
t tcompcratur nit | ! ula 
( icat i f . og 1 Ze 
net ections ! i ( ient i ( 
i q k } fom i al t 1 tat tand 
e used deep cll ' juuipment 10-dratt hi 
french = trye rn on pers fit ment dout hung 
evict miverts thrift ooker int ind «fea i-Dutt 
IZe pe lat to make , cup t t mifort 
f cotte 1 50 min. opt ia pute 
patic time I in t 
MOK 
KI m ibutton 
nod ha piu i t f rt 
) | i pt if mn i 
f 
Do n KER ) I 
utton itro thrift 
( I | urta unit i 
1, automat time | pt ft ~~ 
budget mode n whit i i 4 
ib ecn Ta 
\ ) tom 
ike, barbequ EMERSON ELECTRIC 
french | I itomat Air Conditioners 
part VA! i i piu ' 
meat thermomete vith mu ° Emerson Electric Mfg. Co., 
ait ale “ye » om 8100 Florissant Ave., 
? St. Louis, 21, Mo 
usable =} oa : Models: Ikmerson Electric 1957 a 
teal ill fast ita rit nha Tore : 
a WO teal nall appl maitione!s L1TNE ia peen ¢ 
a outlet Available : fo panded to 16 mode in liny 
ae cao ie ly _ : | m Ver-Slhin Custom, and 
Iditional t t RE I Deluxe seri 
ewe Selling Features lin lim 
nodel ire s ill vice ce ned 
I windows | han con imona 
) or 34 in. width liny ‘Tim 
( tom model 14 li.p || volt 
inp unit mad a similar unit 
th higher than , imp ipacit 
O00 and 6,100 Btu « ipa it 
respect cl both a 401m deep 
144 in. high 
Ihree Delux lin lim i 
lea Zz hp. Il olt sa 
WESTINGHOUSE Air t and a similar unit with high 
Conditioners pacity, also a I h.p., 115 volt, | 
np unit Ratin ire OO, ¢ 
Westinghouse Electric Corp., ict OO Btus 1 pects 
Springfield, Mass Vhre Veri-Slim 
Models: Westin nad , 1] olf in il hy 
hon iD ida lA h lt 
} cri ( Ik hon t hy | 11.80 
wad Sti ‘SI Btu rat ] ‘ 
1) ' ma ! ! 1 | 
Selling Features: Stream ul ther Custom 
nelud ip iit t th . a hh. 1 | t 
| t | ill It mode | 
| n St niin | fan h.p itm el 
i | istalled in g wind i hitional Delu nod i rca 
thi fit flush on d na ( 1 which in | md | 
thi ugh a | toa It unit 
ift 1] j j j ( t iT it 
i thermostat 1} t Mi aq h.p 1 | 
Features of Super lin lu t n lhey mount 
flush mounting 1 thermostat i i Sit . it KLOW ! 
tandard juipment idjustabl Vill vindow te losed Ihe 
no-cratt illes to climinate draft , i.p. unit ha 600 Bt in ! 
full-width coolimn ind a bkibergla join, wide in. dee Pp, and 
filter Supers are available in 4 64 in. high. The 1 h.p. model ha 
j and I-h.p. models in 115, 23 000 Btu capacit ind measure 
volts and in 74 and 1 Wp 154 in, wide in deep ind 
Deluxe models have all Sup in. high 
features plus a peed fan mot Prices: brom to S44 
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COOLERATOR Air Conditioners 


Lonergan Mfg. Div., 
McGraw Electric Co., 
Albion, Mich 


Models: Coolerator 1957 air con 
ditioner line include 5 Custom 
onventionals t Profil eri 

ind 5 “Super” series model 


Selling Features: Newly engineered 
na tvled ( 
inge from a 7 h.p., 74 amp., plug 


ustom conventional 


n to full h.p., 230-volt model 
cluding a | h.p 115 t model 
(ther features include automati 

thermostat control; for fresh an 

ntake or exhaust; 4 iy directional 
discharge orille peed extra 
health filters; flush or adjustable 
mounted 

Profil eri measures onl 
16g in. deep for installation any 

vhere without projection inside o1 

out; suitable also for through-the 

vall installation because drawet 


cha icing with 
out removing cabinet; available in 


typ permit ery 


+ capaciti i h.p 4 am] 115 
volt plug-in; I-h.p Q-volt; and 
1 14-hip O-volt mode uto 
matic thermostat mnt ub] 
filter au purincatior t-wav dire 
tional, no-draft gril eed op 
eration; hidden control panel 
Super Cru sist ot 
models in }? h p. and | | ipa 
tir including a ? hy $ an] 
115 volt plugin mod nda | 
h.p., 115 volt unit; 3 of units 
have automatic thermostat control 
All model have | il Reach 
ling, push-button peed con 
ol: d ver-type cha 





Irade-Wind Motorfans Inc., KR 
ra, Calif., announce i ¥ vent 
lating hood that udget 


house in efhicient ventilating 

tem. Named the Pat 1, tl 

omplet tem inclu + unit 

1 hood that blends with any decor 
n 30, 36, 39, 42 and 45 length 
nm Coppertone of color 1 =300 


fm axial flow ventilator; a 9 in 
| that take TCA nm alr 
being exhausted; und | light 
tht and itilator 


vith in 
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New Westinghouse 


* WITH COMPLETE 6-PC. 
ATTACHMENT SET 


* PLUS FEATURES FOUND 
ONLY ON PREMIUM PRICED 
CLEANERS 


* BUILT AND FULLY GUARANTEED 
BY WESTINGHOUSE 


™~, 











Here’s the greatest cleaner value ever! T'op-selling features found 


The perfect step-up 
to the top-selling formerly only on much higher-priced cleaners! Complete with 


‘ h every attachment needed for floor-to-ceiling cleaning! The extra 
Westing OUSE assurance of a full one-year Westinghouse Guarantee! All this at 


“Concucel the lowest retail price in history... with full profit for you! Limited 


_— quantities only—first come, first served. So HURRY! Contact 
Cleaner 








your Westinghouse Distributor NOW! 
e 
you CAN BE SURE...1F ITS 


Westinghouse vo 
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COLD WAT || 


APPLIANCES 


Sometimes 


wy WEEES KEND 


MAY T |. 

















Recommended by Good Housekeeping 


MAYTAG MAKES IT POSSIBLE 


at the push of a button! 





WAR 





“Even kinder to wool, cashmere, ‘Orlon’ and the like 
than tenderest hand squeezing...” says magazine 





Good Housekeeping’s sensational test has and the precedent-shattering cold water 
triggered a new trend in home laundry wash! 

Suddenly, women are looking for the It is this combination that made pos 
automatic that will deliver a cold water sible the astonishing results reported by 
wash automatically ! Good Housekeeping. And only Maytag 

rhe results of Good Housekec ping’s test has it! 
were made known to millions of women What a sales story for Maytag Dealers! 
in the article reprinted at left rhe plain fact is, now no automatic can 

These women are turning to Maytag be considered modern unless it offers a 
Why? Because Maytag, after months of cold water wash along with hot or warm 
collaboration with fabric manufacturers No doubt about it, cold water wash gives 
has it the combination of two speeds Maytag Dealers the hottest sales story in 
(allowing a slow speed for delicate items) 97! The Maytag Company, Newton, lowa 


A -abric 


AUTOMATIC WASHER 
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CHICO Evaporative Coolers 


Chico Air Cooler Co., 

525 Market &., 

San Francisco 5, Calif 

Models: Chico air cooler 19 1 
features Hli-Vee jet Hexcel alumi 
num screens that produce i wind 
tunnel effect that concentrates au 
flow 


Selling Veatures: Line consists of 


feature built-in’ dehumidiher, di 


ty pe thermostat control which 
jutomatically maintain desired 
i temperature + Imperial unit 


have pu hbutton we ither contro] 
panel with 6 settings that provide 
cool air, cool-and-fresh air mux 
culate fresh and exhaust stale, the 
ilso automatically operate fresh 
‘ir and exhaust dampers 

Supreme models feature in lace 
ot pu hbutton i cial-t pe we ith 
clector providing a choice of set 
tings: 4 directional air louvers ma 


be turned in any direction; hide 





COOLERATOR Dehumidifiers 











AIR KING Fans 


Berns Air King Corp., 

3050 N. Rockwell St., 

Chicago 18, Ill 

Models: Berns Air King 1957 all 
purpose fans RTC20, RTP20 and 
RTP22. 

Selling Features: All models have 


3-speed push button control and 


tmodel Belveder ind Catalina iway control panel door opens at Lonergan Mfg. Div., iutomatic thermostat; ‘“‘Dual-Dif 
features the Hlexcel Hi-Vee screen touch of finger All models have McGraw Electric Co., fuser’ grill to direct air current to 
wed motor telvedere come in double outlet permitting plugging 


md finish cabinet. Catalina in 


may finish: both cabinets and 


in on either side 
Imperial models feature perma 


Models: Coolerator 1957 


floor, ceiling, or sides; retractable 
handle; all models come complete 
with side panels for window mount 


tands have 195 quare lool nent iluminum-mesh, washable tom model with humidistat ing and are available with swivel 
( rol ao j r ( TO 
wonado has a sereen that pr filter Selling Features: Humidistat turn stand optional 
high volume with moderate Removable ibinet front and RTC20 is manually reversible 


thrust and gentle, wide disper 


1 of cooled au 


pull out “drawer” type chassis for 
ease of im tallation and crvice 


dial located on top, can 
iny desired degree of 


ind delivers 4,000 cfm on high 
RTP20 same as RTC20 with elec 


Al] model of lightweight ‘lum Prices Supreme SZ 95 and both Super and Custom tric il revel ibility; RTP22 iS a a2 
num construction weighing accord 69.9 Imperial from $259.9 i hp capacity com inch electrically reversible model 
ing to capacity from 9 to 14 Ib to 9429.95 double-banked aluminum that delivers 4,490 cfm on high 


| pl urine reservoll with 


pra ed interior liner: filter pad of 


iccordion-fold design for maximum 


hing and low statu pressure pro = 
tects agaist dust pollen dirt and ~ ted 5: 
ed to drain with standard 3 in 
mog pump 41 culate 4-9] ~ . 
vater an hour, ha tail tecl ~ 


inp ler, lifetime lubricated bear 
ngs and plastic housing 


Prices: l'rom AOS to ,) 





~ 
~*~ 
SP 
~~ 
SSS 
~~ 
. 
+ 
~ 





TRAVELAIRE Portable Coolers 


Metalaire Products Co., 
Phoenix, Arizona 


Models: 3 low-cost portable evapo 


condenser coil 





Prices: From $59.95 to $79.95. 





MARKEL 1957 Fans 


Markel Electric Products, Inc., 


































rative coolers—N 660. 760 and Buffalo, N. Y. 

1260 Models: 1957 line includes Direct 
Selling Features: No. 660 featur Aire No. M2017 R, Thin 8 No 

it blowe t \ l «as \ + ( S Oo Z N Z 

i centrifugal bl r that draws air RCA-WHIRLPOOL Dehumidifier IS131 in 1 ingle I , M12141 
through moistened aspen-fiber fil twin 12 1215T and 20 in. fan and 
ter pad to cool air and filter out Whirlpool-Seeger Corp., caddie combination M2041F, and 
lust and dirt and pollen; weighs 22 St. Joseph, Mich -speed electrically reversible deluxe 


ADMIRAL Air Conditioners lbs; easy to carry; has tan and brown Device: RCA-\W hirlpool 1957 mo M2018R 


ibinet with lage capacity water 1 bile dehumidifier, Imperial Selling Features: Line includes d 
Admiral Corp., ervoir and water-level indicator Selling Features: asily moved from luxe and economy models; 3-speed 
Hea a Mart, No. 760 1 ae size and weight room to room on large swivel cast electrically reversible 20-in. deluxe 
: is No, 660 with idju table vertical ers; 94 qt., easy i movable, porce model M2018R feature totally 

Models: Admiral 19 ur condi louvers to direct air flow and a lain enamel water container; mat enclosed motor; double ring air dif 
tioner line include Supreme and peed motor proof 2-tone green baked-on enamel fuser which directs air or diffuses 
+ Imperial model No, 1260, deluxe portable is d with gold perforated metal grill; draft-free air; built-in hanging bar 

Nx lling Features: New slim tyling igned to cool large area qui kl occupies less than 2 sq ft. floor that expand to fit windows and 
that permits flush with wall instal idjustable horizontal and_ vertical pace; provides humidity contro] for adjustable from 24 to 284 inches 
lation, 4 directional air louver louvers to direct air flow left or closed areas up to 40x30x10 ft.; re no panels or bar iutomatic ther 
hideawa ontrol panel and a 2-ton right up or down; « speed motor, moves up to + gal. moisture from mostat temperature mntrol; auto 
ndow umt capal f cooling an vindow kit for easy placement in ir in 24 hrs.; for automatic drain matically turns on in hot weather 
entire iverage mch — type double-hung window; a hi-boy roll ige unit may be placed over floor ind off in cool weather; economy 
house r up t }. Tt. are isy Stand and a low-boy stand also lrain tandard garden hose con line featur electri is well a 
reature ivailable; 2-tone tan and brown fin nection permits water to be di manual reversible models; other fea 
New model i] ncluce Tr ish; easy-fill, large Capacity reservol rected to drain; noiseless, vibration tures im economy line includes 
ind 14 ton size ind tw } imp plu water level indicator free pring mounted com pressor; Z speed nap out safety guards; 
t 7 ton unit Prices: No. 660, $39.95: No. 76( plugs into any 115-v outlet 6-in. deep thin line cases; shaded 
Cabinets are only 163 in. deey 549.95; No. 1260, $79.95; hi-bo \ deluxe model of same dimen 6-pole quiet motor; 3-petal blade 
finished in iy-beige All model tand, $10.95, low-b tand, $4 ns also available ’-tone tan and baked enamel finish 
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COOLERATOR Fans 


Lonergan Mfg. Div., 

McGraw Electric Co., 

Albion, Mich 

Models: Coolerator 1957 window 
fan | ncludes 24 and 20 in 
17 


Selling Features: Both sizes feature 
iutomatic thermostat that can be 
et for desired temperature, fan 
huts off as room is cooled, turns 
on when temperature rises; 2-speed, 
pushbutton operation; electrically 
reversible for exhaust or ventilate; 
chrome grilles; fiesta tan and 
iutumn brown enamel finish; can 
be flush mounted. Also available 
in 20 nodel without thermostat 





FASCO 1957 Fans 


Fasco Industries, Inc., 
Rochester, N. Y. 
Models: Fasco 1957 fan line in- 
clude Slim Line and a Super 
Deluxe model 
Selling Features: Slim Line models 
onsist of a 20-in. portable, electri 
call eversible 2025; a manually 
reversible 2020; and a _ mobile 
WheelaBreeze 20 No. 2039. Both 
window models can be used for 
exhaust or intake of air; a turn of 
knob converts No. 2025 from intake 
to exhaust while No. 2020 has to be 
manually reversed; both have 3 
eparate speeds—high, medium or 
ow; they can be used anywhere; 
lightweight design; easy to carry; 
new snap-in guard mounting per- 
mits use of larger grille; mar-proof 
feet essories include adjustable 
panel for sash window 
mounting and adjustable swivel 
tand for floor u 
WheelaBreeze has same fan head 
as N 2020; wheel base feature 
rubber grip handles; fan head 
wivels through 360 deg. to direct 
i iny angle floor stand als 
id from 30 to 47 in. from 
fan ft floor 


Super Deluxe 20 automatic fan 
No. 2087 features TV eye-level 
type dial switch knob controls that 
set air direction, air speed and 
thermostats; simple thermostatic 
vetting permits adjusting of Com 
fort Control to individual needs 
turns itself on when it’s hot and 
off when cool; electrically revers 
ible; 3 speeds; “Wind ‘Tunnel’ 
venturi cowl construction gives 
deep-pitched mounted blades more 
depth; 6-pole Fasco motor; light- 
weight portable; carrying handle 
snaps back flat against top of fan 
when not in use; safety guards of 
close-set grilles on both side of fan; 
accessories include adjustable slide 
window panel for sash window 
mounting and an adjustable swivel 
stand for floor use. 

Prices: No. 2025, $49.95: No. 202 


$39.95; No. 2039, $59.95; Super 
Deluxe, $64.95 





WESTINGHOUSE Fans 


Westinghouse Electric Corp., 

Springfield, Mass. 

Models: Westinghouse 1957 fan 
line includes 6 all-new models in 
cluding 3 convertible window 
models in a 24-model line 

Selling Features: Convertible win 
dow models in “suitcase” design 
are suitable for use in windows and 
can also be used as floor circula 
tors; 2 models have electrically 1 
versible motors for intake and ex 
haust; the ‘Custom’ model has 
a thermostat that starts and stops 
fan automatically according to tem 
perature rise and fall. 

Mobilaire unit in 17-in. size 
makes it possible for all air to move 
icross blades and out window in 
tead of reflecting some back into 
room off walls and window frames; 
features air-injector rings to improve 
fan efficiency; exhausts 4000 cfm 

Riviera models also use air in 
ector mings, come It 3 SIZC* with 
ipacities from 1000 to 4500 cfm 
Rivieras cool 5-ways; as a table fan, 
hassock, wall and as an intake o1 
exhaust window fan; all can be 
tilted 360 degs. Riviera “20” i: 
now made of steel, has 2 snap-in 
nap-out grilles 
Prices: Convertible window mode] 
$39.95, $49.95 and $69.95; deluxe 
Mobilaire, $79.95; Riviera ‘45’ 
t p Ri icra model, $64.9 











CHELSEA 1957 Fans 


Chelsea Fan & Blower Co., Inc., 

639 South Ave., 

Plainfield, N. J. 

Models: Chelsea 1957 line includes 
newly styled window and portables 
Selling Features: All models are 
4-speed, electrically reversible. Win 
dow line includes 3 models in 16 
and 20 in. sizes; the 20-in. sizes in 
clude a super delux model which 
has an automatic built-in thermo 
stat that turns fan on when tem 
perature rises and off when it falls; 
finger-tip push button controls reg 
ulate speed and rotation; a deluxe 
model with capacitor motor is also 
available. 

Portable line includes 2 20-in 
models in suitcase design: super de 
luxe has pilot light which show 
when power is on, altho propelle: 
may be stopped by thermostat 
finger-tip pushbutton controls and 
1 built-in thermostat. Deluxe mode] 
is similar at lower price 

Roll-about stands, floor stand: 
ind window panels are available a 
low-cost iccessorie for portabl 


models 





FASCO Bathroom Ventilator 


Fasco Industries, Inc., 

Rochester, N. Y. 

Model: Fiasco No. 650 bathroom 
ventilator 

Selling Features: Only 5-in. high, 
fits inside 6-in. joists without pro 
tuding; suitable for remodeling as 
well as new dwellings; large diam 
quirrel cage blower wheel with 


pecial 


housing and entrance venturi 
gives more air with good pressure 
characteristics; oversize motor, rub 
ber mounted, gives 100 cfm air 
delivery; draft-fre« airs intake 
through 360 degs; easy to clean 
vithout disassembling. Also suitable 
for laundry rooms, storage closets 
kitchenettes ete 





- 

j 
- 
Nh 0 ee. . eS 
nk ane ‘ ad 


DIEHL Fans 


Diehl Mfg. Co., 
Somerville, N. J 


Models: 3 new window ventilators 
in Dieh] 1957 line includes a 20-in 
economy and deluxe model plus a 
24-in. high capacity model 
Selling Features: All are electrically 
reversible; have 2-speed, direct drive 
capacitor motors that eliminate 
radio and TV interference; 20-n 
models are designed to fit any win 
dow that measures from 294 to 374 
in. wide; 20-in, deluxe model has a’ 
pilot light that warns when current 
is on; also features thermostat con 
trol 

24-in. model has all 20-in. fea 
tures except for pilot light and 
thermostat has 3900 cfm capacity; 
finished in gray 


Prices: $54.95, $67.95 ind $96 


FRIGIDAIRE Water Heaters 


Frigidaire Div., 
General Motors Corp., 
Dayton 1, Ohio 


Models: I rigidaire water heater line 
for 1957 includes 16 basic models 
in round and table top units with 
capacities from 30 to 82 gals 

Selling Features: Available in two 
cries—Imperial and Deluxe line; 3 
table models and 5 round models 
comprise both Impenal and Deluxe 
CTICS Iinpe rial models feature cor 
rosion-resistant glass-lined storage 
tank with full-length magnesium 
rod to divert corrosive clements; 
Deluxe units feature galvanized stor 
ive tank of heavy gauge hot dipped 
galvanized steel; ill models 
equipped with thick fibrou glass 
insulation and twin-heating ele 
ments sealed in seamle copper 
tubing; units are immersed in water 
for fast operation ind efficent, low 
ost electric consumption; 6 models 
have fast-he iting twin 4,500 watt 
units; drain faucet for easy flu hing 


operate on O-volt a. 
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TOASTWELL Toaster 


The Toastwell Co., 
620 Tower Grove Ave, 
St. Lovis, Me 


Model: ‘Toastwe itomatic Z2-Slice 
toast N | 
Selling leatures: 5 it thermostat 
ntrol provide f ) uniform 
hades of brownmne vithout pre 
icathing high toast hift hinged 
mb tray tor ca leaning; black 
tom | hrom finish perma 
enti ittached rd and plug 





GENERAL Slicer 


The General Slicing Machine Co., 
Walden, N. Y 


Model 
Selling Features: Plugs into any out 


| 
(ceneral home | 


let ly meat hye i bre id ( 
table fruit 0 th food 


Price a) 





OXYCOIL Deodorizer 


Oxy-Catalyst, Inc 
Wayne, Pa 

Licensed by Kamkop, Inc 
200 Fifth Ave 

New York City 


Device O)y { 

rt ol t 

id i ! | | mn } 
ng 
Selling Features: | ts of el 
trically heated w catalyst fitte 
nto the cent fa l2an. diam 
TTT Ltt tT ae italyst burns with 
ut flame tl tionable | 
pi ducts of b unted m a 
tank teel frame that is tem 
perature na hoch resistant 


italyst 1 i chemical 
contamimng plat 1 1 that burn 


combustibl in a Stream of air at 
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NEW PRODUCTS 


Placed 
on top of frying pan or other cook 
| food fumes flow 


ing utensil the 
up through grid of catalyst wire in 


relatively i tempcrature 


center ot lid md if ce troyved 
elf-cle if} 
clement snaps out befor 
watt 110 volts ax 


lid is 12 m. in diam 
Ing wire 


vashing; 17 


or dv 


614.95 


Price 





WESTINGHOUSE Mixer-Blender 


Westinghouse Electric Corp., 

Mansfield, O 

Device VM tinghouse Mix-R 
Nhat hood rybixe id = =6drink 
ender and kit 
Selling 
portable and stand mixer, also a 
i drink blender; kit consists of a 
Westinghouse portable mixer with 


Features: }unction as a 


metal 
with turntable 
i countel haped 24 qt 


t iccessoru i chrome 
tand, a solid base 
HWiixXiny 
bowl and a 12 oz. graduated mea 
uring tumbler 

Blender attachments fit 
either of beater 
ing milk shakes et 
for blending and folding, medium 
for batter, and high for fluffy f t 
mes and mixin 


Price ) 


into 
on ke ts for mix 


peed low 


ciritih 





BERKO Glass Heaters 


Berko Mfg. Co., 

212-40 Jamaica Ave., 

Queens Village 28, N. Y 
Device: A 1250 watt gla 
heat Ni SIV 10 ha been added 


/ 
) ! 


Selling Features: Designed for use 
porch itt ot 


i basement 


fh ractoru provide reater heat 
utput, ifet ease oft peration 
ind economy of installation; com 
pact, extend nity in in be 
nstalled anywh« without disturb 
ing room de built-in deflector 


to 
avail- 
ible with or without built-in snap 
iction thermostat; finished in heat 
resistant grey 


it top keeps metal frame 0 


! 
touch; Pyrex heating element 


with chrome 
panel measures ap 


metallic 
plated guard 
proximately 45 im 
high 


long x 19 in 





AMERICAN-STANDARD Disposer 


American-Standard Plumbing and 
Heating Div., 

40 W. 40th St., 

New York 18, N. Y. 


American-Standard 


vaste di pose! 


Device: 


food 
Selling Features: l'catures vibration- 

continuous-feed operation and 
ompact design; adaptable to mod 


ernization jobs; measures only 103 
in. high, 74 in. diam.; weighs | 

than 25 lbs.; can be fitted to any 
type ink with standard 34 in 


trainer fitting and 14-in. drain, in 
cnameled 
steel. Self 
it mouth of 
turned on, act 


luding cast iron sink 


teel sink ind 


taint 
caning fingers depre 
disposer when it 1 
ing with water to form a pla h and 
urtain In 
rotation of 
minimizing vibration; 


ound proof “swirl pool 
ternal baffle low down 
food wastes 
( iled 4 h Pp 


tarting condenser 


motor; high qu ality 





WESTINGHOUSE Mixer- 
Sharpener-Juicer 


Westinghouse Electric Corp., 

Mansfield, O 

Device: Westinghouse combination 
knife-sharpener-ju 

Selling Features: Mixer h 20 
peed ettings on Mix-Dial at han 
dle bas THLIXe in b removed 


from stand and used as a portable; 


TTLIXG 


eater ire released at touch of 
ut < for mixing bowls 
FEBRUARY, 
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| 


of Pyrex—a 33 qt ind a |} qt 
ize, both rotate automatically dur 
Meat and vegetable 
grinder are optional as an accessory. 

Both knife sharpener and juicer 
attachments fit into a power socket 
atop mixer and operate independ 
ently of beaters; sharpener whirls 
a spring-tensioned free - floating 
grinding wheel at high speed; the 
wheel creates a slight wave on knife 


og . o 
ing Mixing 


blade, giving it a_ better-cutting, 
longer-lasting edge 

Juicer ha 3 parts — reamer, 
trainer and graduated 24 oz 


pitcher type bow] 


Price: 59.95 including juicer and 


knife 


h irpe ner 





WESTINGHOUSE Sunlamp 


Westinghouse Electric Corp., 
Lamp Div., 
Bloomfield, N. J 
Device: New type sunlamp, RS. 
Selling Features: Starts to tan in 
less than minute after being 
witched on; combines infrared rays 
for warmth, white light for pleasing 
ultraviolet for 
health; filament has been positioned 
closer to opti al center of lamp, in- 
infrared and warm 
light projected in beam spot 


ippe iTance and 


reasing white 


CARRIER Heat Pump 
Carrier Corp., 
Syracuse 1, N. Y 
Device: Carrier packaged heat pump 
Weathermaker for year-round r 


dential and ommercial 


iir con- 
ditioning 
Selling Features: “A heat pump i 
mm air conditioner which uses re 
frigeration to provide winter heat 


| 
ll as summer cooling. A 
on th 


Ing a wi 


refrigerating tem operate 
taking heat from on 
medium and releasing it at high 
rature to another. He 

turned around’ to extra 
heat from outside, discharge it int 


1 building in winter or draw heat 


principle of 


if pump 


, 
in 1 


from building and discharge it out 
ide in summer 
Carrier's new packaged 
unit employs outdoor air as source 
of heat and is divided into two 
units; the indoor unit is littl 


condition 


larger 
than a room air 
| inside a home, can 
be installed in an atti 
top of closet: use 


Bal mice 


ciency 


quires no space 
basement or 
a new “Climate- 

principle for greater eff 
over whol 


range of normal 


hie iting ind cooling ope! ifion 


MERCHANDISI 


NC 
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designed for you with — 
FULL PROFIT Ri Ba 


NO MAJOR COMPETITION 





MASS MARKET APPEAL 


NO INSTALLATION, SERVICE 
OR WARRANTY HEADACHES 


Yr rk yr 


VORNADO'S SELECTED 


DEALER FRANCHISE Get in on the Ground Floor! 


The Most Beautiful...the Be FIRST 


Most Saleable Automobile to handle the ONLY 
Air Conditioner ever Designed! AUTOMOBILE 


check these features 


AIR CONDITIONER 
INSTANT COOLING ACTION 


FULL CAR CIRCULATION designed for packaged 
COMPLETELY AUTOMATIC CONTROL 


ee + 
NO DUST...NO DIRT...NO WIND WHISTLE carry-out sale! 
TRANSFERABLE 
DEPENDABLE NATIONWIDE SERVICE 


+ ewww 


Dealers everywhere are signing up fast... 
sales potentials are unlimited... 


sign up NOW! 
Call Your VORNADO Distributor Today! 


See his full line of Vornado cooling appliances and learn 
about the tremendous promotions for Vornado dealers. 







ALL YOU HAVE TO DO '!IS SELL! 


This is just the first of 


six pages of sensational new VORNADO comfort cooling appliances... 


just 16° low... 
only 16° thin! 





doesn’t stick out! 


doesn’t stick up! 


doesn’t stick in! 





A complete selection of TWIN-THIN and Deluxe 


ese 
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Yeae%ete 1h H.-P. 
7’ AMP. (% H. P.) 
12 AMP. (1 H.P.) - 115 Vv 


Triple-Power cooling 
Automatic thermostat 
Single unit control 

Exhaust air 

Decor-blend styling 
Platform mounting for quick 
installation and service 





And Exclusive Vornado Air Circulators 
for 20% greater cooling effect! 























TWIN-THIN, =F 


nani, 
4 





MORE FEATURES! 


1] 
® 18 automatic comfort settings | 
e Choice of 115V, 230V, 208V operation We 
® New all directional air diffuser | 
iI 


e 7 wo air filters | 


MORE WAYS TO USE IT! 


= Vif ¢ Fits flush in 
a ) the upper sash 
=» a Il 


: . o 
AND REVOLUTIONARY NEW DUO-FLOW S | = 
COOLING PROCESS THAT SETS NEW | thru-the-wall 


PERFORMANCE RECORDS! 


e Fresh and exhaust au —_ 





NEVER BEFORE SO MUCH POWER 
IN SUCH A COMPACT UNIT! 


NEW! 
MAGIC FRESHENER 


“Swing-about” 
mount for 


hotels, 
A VORNADO apartments 


EXCLUSIVE! and offices 


lle 








eC Models in regular and currents! 


GO WHERE YOU WANT TO GO European 
Grand Tou: 
SEE ROME 
MADRID 
GAY PAREE! 


. ¢ 
on P/ommadeor ew 


Circle 


Do what you want to do! 


See what you want to see! 


SEE MIAMI 


TRIPLE-TRIP soi! om 
VACATION JAMBOREE! 


American 


Holiday 


SEE THE STATES! 


SEE YOUR VORNADO DISTRIBUTOR! 















The only fan in the world that Filters... 
Purifies and Circulates the air! 









THE AMAZING NEW 


+ ' 


Golden Sierra 


COMFORT f 
CONDITIONER 






































exclusive 


7 SILENT SENTINELS 








er 



































1 La | 
ae eo apps Saves Loves to Cool...and Looks It! 
Chemical air purifier Model 20AS 
Automatk a tat control 
Electrically reversibl A SALESMAN’S DREAM 
ee. lime it's more than a Fan! 
Levedvnamivaliv-desiened aril it's a new concept in cooling...with 
ee MORE FEATURES TO SELL 
THAN YOU EVER THOUGHT POSSIBLE! 





More ways to use it...Anywherel!l 


omado 


COMPLETE FAN LINE 











A FULL 5S-YEAR WARRANTY 


’ Wit : H] iti ; 
Hf i} ‘ i : i} | \ ; i 

IN THE WINDOW ON THE FLOOR with ROLL IT FROM ROOM TO ROOM 
with PANELS* “TRI-PLEX" FLOOR STAND" on WHEEL -ABOUT STAND’ 


Seven Sierra Models -16 and 20 inch sizes 































™ Here it 


the AIR CIRCULATOR that moves more air 





Always the unquestioned 


performance leader in the industry! 


NOW... 
EVEN BETTER THAN EVER! 








A quick, simple demonstration always proves its Revolutionary New Ideas always come from Vornado! 
superiority to every customer! Built-in quality 
makes it easier to sell! 


‘Controlled Energy ’ 
Actually moves more air... \ @ CT 3 ot ) 


3 TIMES FARTHER / PLUS NEw! Porta-Tilt Handle 
3 TIMES FASTER / * NEW | Saftety- Guard Grille 


* NEW | Non-Tip Base 
* NEW! Duo-Tone Colors 


VORNADO AIR CIRCULATORS a performance /eader at every price...a price leader for every purse! 








Turn this Page...and SEE WHAT YOU CAN WIN IN 
VORNADO’S FABULOUS “DOUGH FOR DEALERS DEAL”... 









ATTENTION Anyone can get in on the 









FAN biggest, most fabulous 


DEALERS! fan deal ever 


~“Yornador Colossal 


eee 


“DOUGH FOR DEALERS” DEAL! 


Closes March 31...Act Now! as 
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The Earlier You Start — 
The greater YOUR Chances! 
Every Vornado Fan Dealer 
— New or Old—Is Eligible! 
GET ALL THE DOPE 
hb melolol eis m ero) (-) i alanl-lal Mm —lelalet-y FROM “OL’ MAN 
DOPESTER” HIMSELF— 


Your Vornado Distributor! 


s5000°° Cash First Award! 


38 FREE 1957 FORDS! 





PLUS MANY OTHER AWARDS 


Products of 
THE O.A. SUTTON 
CORPORATION, INC. 


Wichita, Kansas 
“World's Leading Full Line Manufacturer 
DEALERS IN THE KNOW O of Comfort Cooling Appliances” 


omacko Distributed in Canada by Alliance 
a WITH Motors, Schell Avenue, Toronto 10 






DEAL VOURSELF IN TODAY! SEE YOUR VORNADO DISTRIBUTOR! 
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EVERSHARP Mower 


Midwest Mower Corp., 

4927 Delmar Bivd., 

St. Lovis 8, Mo. 

Models: An 18-in Eversharp rotary 
mower, Model 4100A, and a 21-in 
rotary, Model 495 

Selling Features: 18-in. Eversharp 
rotary has 2-hp, 2-cycle Clinton en 
gine, rope starter and single di 
charge; 21l-in. model has 24 hp 
Clinton or Lauson engine, recoil 
starter and double discharge; both 
feature all-steel housings, safety-type 
clutches, reversible steel cutting 
blades with four sharpened edg: 
cutting height is adjustabl 

Prices: Model 4100A, $55; Model 
495, $75 





ELECTRO-BRUSH 


Prefabrications Inc., 


NEW PRODUCTS 


every mowing job and includes a 
self-propelled, 22-in. rotary mower 
with 2-speed transmission and a 
high gear for level mowing and a 
low gear for uphill mowing; a 9-in. 
gas powered Edger-trimmer; and a 
5-in. electric trimmer that converts 
to an edger; a self-propelled lawn 
weeper with power-driven brush 
The 3-piece blade allows the 
mower to strike hard objects on a 
lawn without damaging drive shaft 


or stalling motor 





JACOBSEN Mower 


Jacobsen Mfg. Co. 
Racine, Wis. 


Device: Improved 21-in. SPC rotary 


mower No, 33C 

Selling Features: 2-tone color sty! 
ing, streamlined designs; 3 h.p. 
Jacobsen Hi-Torque engine with re 
coil starter; multi-speed transmis 
sion, leaf mulcher attachment and 
recessed wheels for close trim 











A new tap-acting switch that can 
be used with conventional wall 
plates has been added to Minne 
apolis-Honeywell Regulator Co 
line known as “Tap-Lite”. These 
switches are designed for larget 
residential installations; can be 
operated by a fingertip tap and 
features Micro Switch action, 
sealed contacts and spring loaded 
terminal connections Single pole, 
$1.65; 3-way types, $2.15 

\ 4-button clean plexiglas deco 





rator wall plate, recently introduced 
by M-H for use with conventional 
(round button) ‘Tap Lite switche 

Matching colored inserts or wall 
paper inserts, shown, harmonize 
the switch with interior decorating 








t 


ment designed to fit all popular 
makes of standard mixers. It con 
sists of a round polystyrene case in 
white and coppertone mounted 
on a nickel cadmium plated stecl 
shaft, which is inserted in the drive 
shaft opening of a standard mixer 
When knife is drawn through slot 
both sides of blade are sharpened 
it same time. Price $3.9 





I'wo new Beautycraft kitchen lines 
made their debut recently: the 
Pacesetter line which features slid 
ing doors, pedestal legs; 2-tone ef 
fects and contemporary cabinet 
styling. ‘The Embassy line, a lux 
ury version of the all-steel Beauty 
craft Curv-Line kitchen has #@ in 
thick decorator panels on doors 
ind drawers in contrasting color 
Miller Metal Products Inec., Balti 
more, Md 


New kitchen range hoods intro 


45-30 37th St., cheme Plate is flush-mounted duced by Broan Mfg, Co.,, Hart 
Long Island City, 1, N. Y ind feature crewl nap-on mM ford, Wi come with any of 4 
Device: Portable power tool “El tallation. $1.50 companion fan systems—blower o1 
tro-Brush fan type to exhaust cooking vapor: 
Selling Features: Suitable for butch Ihe hoods feature a rounded cor 
ers, carpenters, hobbyists; also used ner that eliminates hazards of ex 
is a wood degrainer posed sharp edges; a control panek 


Price: $59.95 





HOMKO 1957 Mowers 


Western Tool & Stamping Co., 
2725 Second Ave., 
Des Moines, 13, lowa 


Models: 1957 line of Homko and 











BERKO Heaters 


Merko Electric Mfg. Corp., 

212-40 Jamaica Ave., 

Queens Village 28, N. Y 

Model: Berko glass radiant heater 
models for bathroom dressing 
rooms, small dens, ticket booths 
Selling Features: New 750-watt 
unit with recessed type mounting 
that permits simple installation 
new pane] has built-in snap action 
thermostat that will not cause ‘T'V 
interference; ratings are 750-watts, 





Brothers International, makers of 
the Brothers electric sewing ma 
chine announces a small, battery- 
driven model that works auto 
matically at touch of switch; gives 


located in front within easy reach; 
S-actuating push-buttons marked 
high, low and off, for fan or blower 
speeds and buttons to operate 
concealed counter lights Hoods 
come in 2 types—a modern design 
in stainless, coppertone or white 
cnamel finish, and a hood with 
loped border in coppertone; all are 
iallable in 5 standard size 


A new line of “Futura” alumi 
num-clad, stainless steel cookware 
with permanently-bonded _ triple 
weight aluminum bottoms to pre 
vent hotspots and erratic heat pat 
terns is announced by West-Bend 
Aluminum Co. Heat resistant han 


dles, casy-grip cover knobs are other 
Certified power mower lines fea 560 btu, 120 volts 6.25 amps same full chain stitch as big elec- features. Futura sets include a | 
ture a 5-piece power mower blade model RBT120; 240-volt RBI tric models qt covered saucepan, 2 and 3 qt 
M ith Wilp-dwa\ ends, called 240; panel measures are approxi covered 1ucepans, Z qt casserole 
Flexor mately 13x17x5 inches. Series in Disney Products Inc., 320 S inset and baking pan; 5 gt. Dutch 
Selling Features: Each line includ cludes panels ranging up to 2,000 Franklin St., Chicago 6, Ill, an oven, 104 in. chicken fryer plu 
17 mowe vith a size and type for ind 3,000-watt nounces a knife sharpener attach recipe book. $44.95 for set 


I 
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when there's the real thing 


for easy sales - 
























NUMBER 


Ist in public acceptance 


COFFEEMAKER 


Ist in advertising 


No other single product in the housewares field gets 
the advertising support that is given to Universal 
Coffeematic. Twenty-four national magazines cover 
every corner of your market... regularly scheduled 
local newspaper ads point up a continuous round of 
promotions for every period of the year. Wherever 
they look, your customers are being sold Coffeematic. 
Make your sales easy by stocking the leader. 


With over fifteen million now sold, there is no 

doubt that the American public prefers the Universal 
Coffeematic over all others. Year after year, more 
people who want the finest in coffeemaking choose 
America’s number one coffeemaker over all others. 
Sell the one they want! 


Ist in features 


Pioneer in automatic coffeemaking, Universal 


Ist in full line selection 


Only the Universal Coffeematic gives you a full line 

of models to meet every demand for size or for price 
preference. Satisfy every customer with the brand she’s 
already sold on—the Universal Coffeematic. Don't lose 
a sale by trying to resell her on some other make with 
fewer features, less value. There's a Universal Coffee- 
matic in chrome or in copper, in ten-cup or eight-cup 
sizes, and a chrome or copper five-cup automatic 

for the small family. 


Coffeematic offers the finest, fastest, most convenient 
models on the market. Every Coffeematic is made of 
solid copper, chrome plated for lifetime service. Its 
accurate Flavor-Selector gives exactly the strength 
coffee you want. The Heat Sentinel keeps coffee at 
perfect serving temperature ...the Redi-Lite tells you 
it's ready. And Coffeematic’s beauty of design has 
always been the standard others try to copy 
Stock the original / 
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10-cup Copper Coffeematic 10-cup Chrome Coffeematic 8-cup Chrome Coffeematic 5-cup Chrome Automatic 5-cup Copper Automatic 
$32.95 $29.95 $26.95 $19.95 $19.95 


STOCK THE FULL LINE AND YOU’LL MAKE EVERY SALE! 


SELL MORE IN ’57... 


GO UNIVERSAL! 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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OLYMPIC Portable TV 


Olympic Radio and Television, 
Long Island City, N. Y 


Model: Deluxe | inch portable 
set No. 17 TU 89 

Selling Features: I|luminized pu 
ture; new tetrode tuner; deluxe 


antenna on rotatable 
swivel socket; 41 mc chassis; heavy 
duty speaker for improved 
output; convenient carrying handk 
leatherette covered 
; available 


hideaway 


ound 


ibinet im 2-ton 
in vhf and 


ind ivory 


combination 
uhf-vhf 


or in red and ivory 


ivailable in blue 


Prices: $139.95 for vhf 





DU MONT TV Sets 


Allen 8. DuMont Laboratories, Inc 

750 Bloomfield Ave., 

Clifton, N. J 

Models; DuMont sets, Westerly 
Bradford, Banbury and Belvidere 


Selling Features: Westerly, a 24-in., 


open face console has twin screen 


iluminized picture tube that give 


v4 q. in, viewing matched 
peaker i 34 and an in.; all 
wood = cabinet metal paneling; 


noise reyector circuitry provides life 


protector chassi local-distant 
tabilizer; plus-power drive; over 
ze components and a 400 me am 
pliner; new Sensomatic tuner ha 
customized all-channel alignment 
Bradford, 2l4n. open-face con 
sole has Sensomatic tuner-wafet 
turret cascode type with eparate 
oscillator adjustment for each 
channel; chassis shielded against 


outside interference, includes 40 
me amplifier; Du Monitor control; 
automatic focus; 


oversize compo 


nent: 


l'onal balance between 8-in 
peaker, cabinet and chassis 
good sound quality 
limed oak finish 
Banbury, 


give 


mahogany or 


Belvidere 


spinet ind 


NEW PRODUCTS 


low-boy table model features Pal 
mar chassi Sensomatic tuner 
twin screen aluminized _ pictur 
tube; noise rejector circuitry; 40 m« 


amplifier, Cu Monitor control for 


extra gain, local-distance switch 
UHF plugin tuner permits rapid 
conversion of VHF to UNH 
VHF: each set has tube fun 
tions. Banbury has 6 in. front di 
rectional-elliptical speaker avail 
ible with table base, coffee tabl 
or step table, removable metal 


tipped legs are standard. Belvidere 
has two 6-in. elliptical speakers fa: 
Both available in 


mahogany or limed oak grain fin 


ing forward 


ish. 

Prices: Westerly, $399.95: Brad 
ford, $259.9 Banbury, $229.9 
4 | ice re 69% 





WESTINGHOUSE 1957 TV Sets 


Westinghouse Electric Corp., 
TV and Radio Div., 
Metuchen, N. J 


Models Westinghouse 1957 

Short Lin I'V line includes 8 
basic new models in 2 finishes and 
include three 21l-in table models 
and five 21-in. consol 


Selling Features: Broad band pet 


formance, in which an extra wid 
band amplifier picks up and repro 
duces all transmitted picture, and 
push-bat which 


powel tuning 


makes it po ible to automaticalh 
program ar top 
features of new line 


A chairsicde 
to adapt by 


bring in desired 
remote control eas\ 
plug in arrangement 
oldering l il ) tea 
low-cost accessor It 
channels, fine 
otter 
ible volume adjustment 
ton ‘“‘on-oft” 
models 
volume, 


requiring no 
tured as a 

change tun 
continuously vari 
Push-but 


control on all new 


ture and 


operates independently of 
requiring no sound adjust 
ment each time set is turned on 
All models have Silver Safeguard 
chassis with 90 deg 
picture tube; 80 
18.5 ke 


uper-powel cascode 


iluminized 
printed wiring 
picture 


in chassi powe! 


fast- 


tuner 






Television 
.. . and Radio 


keyed automatic gain control; 
Slim Trim” styling 

A full line of matching swivel 
ind platform bases available 

Also included in line is recenth 


introduced 14 in. portable, and a 
portable both designed by 
Raymond Loewy. Rounding out 
line are the series of 24-in. sets 
Monroe, and Pierce, table models; 
l'yler, Van Buren and Washing 
ton, consoles 

Prices: From $179.95 for Belmont 
21K180 table model to $319.95 
for Beverly 


17-in 


con ole 





ZENITH TV Sets 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago 39, Il. 

Models: 22 new 


ing from 17-in 
series of big 


IV receivers rang 
rry about” to a 
table, lo-boys 


cTccn 
and upright consol 


Selling Features: Portable carry 
abouts have a 149 sq. in. rectan 
gular viewing area, have 14,500 
volts picture power; give top pert 


difficult 
include Stroller, 
Rambler in copper 
and white; and 
bronze respec 


formance in fringe and 
ignal areas, and 
Skipper and 
mist or 2-tone gra 
white and metallic 
tively 

| ible 


chassis, 


horizontal 
sound 


with 
pe ike I 


pu h pu ly 


models 
triple 
tem, new 
on/off control 
L.o-boy 


tions and 


volume and 


I'V-hi-ii phono combina 
On ol tvl 
built-in 


swivel base allows the set to turn 


i group of 


ets mounted on a low, 


easily so screen directly faces audi 
ence: each of these is a 2l-in. set 
with 262 sq. in. rectangular vi 
ing area 


20 Space-Command sets in line 
Use ilent sound” to activate and 
ontrol from across the room. A 
+-button Space-Commander, small 
enough to hold in hand, transmits 
command to set and the 
responds instantly—it turns the set 
on and off channels in 
both direction 


receiver 


ch mges 
turns off 
commercial are 


sound 
when annoying 
and restores sound at touch of but 
ton 

Price | 


rom $129.95 to $575 
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DuMONT Transistor Radio 


Allen B. DuMont Laboratories, Inc. 
750 Bloomfield Ave., 

Clifton, N. J 
Model: Du 


able radio. 


Mont transistor port- 


Selling Features: Contains 6 tran 
sistors and germanium diod 

“C type” flashlight bat 
minimum of 300 hours 
duty permanent 
magnet Alnico V speaker; built-in 
Ferrite antenna; easy access snap 
open back and double-duty leather 
carrying strap for off-the-shoulder 
use; tan finished tan leather 


contains 6 
teries give 
> 


ervice; heavy 


addle 
finish 


Price: $89.95 





DE WALD Transistor Radio 


De Wald Radio Mfg. Corp 

35-15 37th Ave., 

Long Island City 1, N. Y 

Model: De Wald 5-way transistor 
“Radio-Mate” radio No. L-546 
Selling Features: High powered 
pocket portable; earphone accessory 
transforms it into personnal set; 
converts into hearing aid utilizing 
the same earphone; a remote speaker 
converts it automatically into an 
intercom baby sitter etc; plug-in 
speaker can also be used for added 
radio volume; uses extra-long-life 
batter 


low cost single 


G-E Transistor Radio 


General Electric Co., 
Housewares & Radio Receiver Div 
Bridgeport, Conn 
Device: G-] 


i ie | 
P-720 


radio No 


transistor 


Selling Features: All leather cabinet 


of saddle-stitched top grain cow- 
hide; 6 transistors; a ferrite rod an 
tenna; G-E Dynapower speaker 


with aluminum voice coil for re 
sistance to moisture and humidity; 
radio operates 1200 intermittent 


hours on one complement of met 
cury batteries or 400 intermittent 
hours on carbon flashlight cells 
weighs 44 lIbs.; batteries included 
an earphone may be plugged into 
back of set for private listening 
P-720 in ginger leather; P-721] in 
suntan leather 

Price: $59.95 
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These are the highlights of the sensational ‘The 
Connecticut Story’’—the documented story 
with names, facts, and figures about the profit 
possibilities awaiting you as a Hotpoint Cus 
tom-Kitchen Specialist! Here's your big 
chance for maximum profits from the 
kitchen modernization boom! [Fi/! our the 
coupon for your “Connecticut Story and 


phone your Horpoint Distributor today! 


Only Hotpoint offers this complete package! 


1. Nationally-respected appliances 
unequalled in acceptance, quality, variety. 









“With Hotpoint, our 
sales jumped $100,000 

in '56—and it'll be 

$200,000 in 19571" 


-fook te Hotpoint fer the fina. pout 


RANGES + REFRIGERATORS ~ AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS +~ DISPOSA 
WATER HEATERS +« FOOD FREEZERS + AIR CONDITIONERS + CUSTOMLINE + TELEVISION 
Address 
HOTPOINT CO. (A D r eneral Elect Chicago 44 
City 
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Your Name 


eT ese 
Se eee ee ee 
ee 






monthly sales average 


*10,000 INCREASE 


for these 5 dealers as 


CUSTOM-KITCHEN SPECIALISTS! 


HERE'S THEIR 4-MONTH SALES RECORD... 
621 HOTPOINT APPLIANCES 188 COMPLETE KITCHENS $200,000 SALES 


2. Appliance prices that enable you to 
meet any compeuton! 


3. Profitable arrangements with cabi 


net and accessory manutacturers arranged 
by your Hotpoint Distributor! 

4. Sub-contractor arrangements also 
arranged by your Distributor 

5. Kitchen Planning Service to make 
you an outstanding modernization authority 
6. Powerful merchandising and advertis- 


ing materials to bring you prospects 


7. Versatile finance plans for you and 


youl customers 


Hotpoint Ce., Builder Full Line Division 
5600 West Taylor Street, Chicago 44, Illinois 
Dear Sir 


Please send me a copy of "The Connecticut Story,” 


Your Company's Name 


State 











NEW PRODUCTS... rcs 


MAGNAVOX Hi-Fi Phono 


The Magnavox Co, 
Fort Wayne 2, Ind 
Model: Brittan 
phon 


Selling eatures: Available 

chert wood feature 

unplifier 
with dual push-pull output and 


dual output transformers; crossoves 


dual-channel vatt hi-fi 


network ahead of mmplifier channel 
reduce intermodulation and h 
monic distortion +t hi-f > ike 
ire used comprising a 15-in i] 
inch with t-oz, magnets plu 
wide-angle hil horn New AM 
hM tuner Imperial t-speed record 
changer permit intermixing Vari 
ous sized records of same speed and 
il ‘) pro ihe Trhaith ial 

desired; diamond styl 

Magnafoni pickup 


} 
than 4 oz. tracking 


il 


p 
trols include wide range treble, ba 
ind loudne 1 phono compen 
hon witch AM | M phon 
clector vitch rate 1O-w 


itt 


im plifes 


Price 


ARVIN Radio Line 


Arvin Industries, Inc., 
Columbus, Ind 


Models: Arvin lin 
istor mode nid 
Selling Features 
transist 
Oaxs 
net 
chip in 

tand equipp | i 
tending Magnetenna 
ebon pin) 
gold tri 
available 

No. 9 
has 6 transi 


diode powell 


Arvin lon ium num 

pe ike! planetary drive for 

n tuning; printed circuit 
ind long-range Magnetenna; a 

c¢ in off-white or tan 

No. 9562P, 7-transistor model 
operates 600 hrs. on a set of bat 
teri has flip swit h dial, folding 
handle to permit use a portable Ol 
table: luggage type cabinet in tan 
or dark brown alligator 

1] other model 
ibles of va 

table set twin-speaker 

ets and an KM/AM 8-tube model 
Prices: No ) } 55.95 PB 
) 1P. $69.95 


_—- 
me nd 


manana 
at . 


ee 


o CePrRA = 


MASCO Intercom 


Mark Simpson Mfg. Co., inc 

28-49th St., 

Long Island City, N. Y 

Device: Masco multi-talk inter 


om 
im provid munication be 
tween room i \ between 
master and remot 
Selling Features: Ho 

hear one or all oth 

id the mast tat 

om of the le 

cistributed 

mn the 


hho 


{ 


ly il} 
portable radio 
cladity li il 


finished in 


BRIEFS 


The Rye Sound Corp., mal 
of earsets, transformers, ct it 
Rye Rd., Rye, N. Y iInnounc 
new line of earsets for transisto 
racho LD ned to ht 
portant make transistor 
the market, this special earset 

ring-aid-qualit magneti 
ceiver, plast carloo} 


molded jack retails f 


ONLY 
PHILCO 


DEALERS 
HAVE IT 


The big money-maker in air conditioning this 
year will be the new Philco lonitron—just one 
model in Philco’s short line of only seven models 
that fit any installation. Read the whole story 
... and you'll see why it’s smart for you, too, 
to be a Philco dealer! 
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Most important (and salable) advance in the 
history of air conditioning... the new 






| PHILCO IONITRON’ 


Air Conditioner 


Result of 4 years’ intensive medical and engineering research. 
Enriches the air with nature’s health-giving negative ions. 


Rids homes of smoke, 


Philco Corporation takes great pride in announcing an important 
break-through in man’s search to create ideal air in which to live 
A new dimension has been added to the science of air conditioning 

. ionization. And medical science is fast proving that ionization 
of the air is as important to your year-round comfort and well- 
being as the control of air temperature and humidity. 


Today, no air conditioner can be considered complete without 
ionization control... and you'll find it only in the ’57 Philco! 


“lons for health”... an important and far-reaching discovery 


“Ions” are electrical charges in the air. All air contains both nega- 
tive and positive ions. Scientists are now finding that air containing 
a high concentration of negative ions, such as you'll find as a result 
of a refreshing thunderstorm, is definitely beneficial. That’s the 
kind of cool ionized air you get from the new Philco Ionitron Air 
Conditioner! 


Gives quick relief from hay fever, other air-borne allergies 


Hospital tests under the direction of a leading medical research 
team (detailed reports of which are avail- 
able to your doctor) have shown that 
most people who suffer from hay fever 





Dusty smoky Fest filter stops —lonitron charger ‘ magnetizes Activated charcoal Pure healthful 


pollen laden av = large particles microscopic part cles and produces screen adsorbs odors = negatively ionized 
of dirt and soot health giving negative ions au passes into 
Magnetized’ particles are pulled (oem 


toward both aluminum filters 











*Trademark Philco Corporation 


dust, pollen and odors! 


and other air-borne allergies get quick relief with negatively 
ionized air. This relief occurs even during high-pollen-count periods 


Rids your home of smoke, dust, pollen and odors 


When a particle of smoke or dust passes into the Ionitron, it is 
instantly “magnetized” so it can be caught in a special electronic 
filter. Ordinary filters catch some of the dirt, but the Ionitron filter 
system is actually 500% more effective than ordinary air condi- 
tioners in eliminating foreign particles, even particles as small as 
smoke! In addition, the lonitron is equipped with a special acti- 
vated charcoal filter to remove odors and make the air sweet 
and clean 


Other great salable advances in '57 Philco Air Conditioners 


A short line of only seven models enables you to fill any customer 
needs immediately without carrying a large stock! 


New, wide range of prices attracts both price and premium 
buyers into the Philco air conditioning market. And some Philco 
models function on dual voltage, 208/230, and others require no 
special wiring! 


All new Philco Air Conditioners have 3 times more draft-free 
cooling circulation—and are quiet, too, With a host of other fast- 
selling features, 57 Philco Air Conditioners offer you more quick 
and profitable sales than any other line and at a lower initial 


investment! 


Now is the time to see your Philco distributor. Do it right away. 

















Amazing TaQie Builder am 


Philco Ionitron demonstrator make 
disappear". It show 
conditioner work 


smoke 
how the Ionitron ai: 
to keep the air in your 
customer's home clean and fre h. Greatest 


Phileo Air Conditioner advertising cam- 
paign in history will feature this demonstra- 5 
tor and help you develop store traffic Ask . 
your Philco distributor for full information 
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More people own PHILCO Air Conditioners than any other make 


LOOK AHEAD... Gad you Choote PH LCO 
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| MEN 1 } 


BIG SPRING PUSH ON APPLIANCES 


Powerful Live Better Electrically 
“Rate Your Kitchen’ Campaign 
Focuses on Retail Sales 







Life, Look, The Saturday Evening Post, Ladies 


ell millions 
Better Llectru 


of readers 
illy “Rate 


» will 


Live 


New Promotion 
Tools to Boost 
Sales of All Brands 


An unu 
ray of special promotion materials will 
brands ol 


iapasine 


full 


color 


sually complete and effective at 


hypo sales of all appliances 


for dealers and distributors who tie in 
with “Live Better Electrically’s” nation 
wide program 
This year, dealers will be able to use 
reprints of the new “Rate Your Kitchen” 
full-color ads to get prospect lists and 
ales leads from consumers in their 
urea Dealers can get the benefit of 
Live Better Electrically’s” national 
cumpaigns in their own newspaper ad 
vertising with ad mats, glossy photos 
and special supplement Catchy TV 
pots, radio recordings and seripts cover 
1 wide-range of appliances including 
clothes dryers, ranges, water heaters, re 
frigerator-trees ind lighting. There 
we “Live Better Electrically” banners 
poster treamers, bumper stickers and 
decals for windows and sales areas, for 
truck md cal And the Live Better 
Plectrically mbol becomes a first-rate 
alesman on price tags, counter, floor 
and window display stationery, and 
check 
These unique sales-promoting mat 
rials--and a host of others—are available 
to dealers now. “Live Better Electrically’ 
has made up a special promotion kit 
geared for dealers and distributors, It 


a complete ad-mat 
erature 


includes service 


handout lit point-of-sale dis 
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How does 


your kitchen rate 


on the electrical living scale ? 


ee ee on 
aa em ont cme geet ee my 


ey 
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ind 7 other top national 
with these new full-page, 
advertisements 


Home 
on all brands of appli mee 


Your Kitchen 


Yes! “Live Better 
Electrically” Works! 


the 
in with 


Across dealers report that 
Better Electrically 

A typical dealer 
Edison Companys 
territory, Carl Hope of Suburban Elec 
tric Co., Homewood, Illinois, increased 
his Oct.-Nov. dryer sal 14 to 65 
units by tying in with the utility’s “Live 
Better Electrically 

In San Diego a 
Electrically 


nation, 
Live 
pays off in extra sale 


tying 


in Commonwealth 


from 


ampaign 
special “Live 
freezer 


Better 
home promotion 
was sponsored jointly by San Diego Gas 
& Electric ¢ 


chain 
the 


a leading food 
Stressing 
‘theme and 


ompany 
and appliance dealers 
Live Better Electrically 
ymbol in newspaper ads and on TV and 
radio, the campaign brought consunrer 
attention to “Freezer Food Specials” of 
Point-of-sale material 
in super markets and appliance stores 
Better Electrically 


result of 


fered by grocers 


featured the “Live 
The 


effort was a 5 increase 


ymbol this cooperative 


in freezer sales 
ix weeks of the 


during the campaign 


In Virginia, 1,250 appliance dealers 


cooperated with Appalachian Electric 
Power Company in a “Live Better Elec 
trically” campaign that increased total 


1956 appliance sales by 21 





plays 
of the 


posters, a giant full-color blowup 

Rate Your Kitchen” ad, and a 
handy informative guide on how to use 
lo find out how you 
this 


these selling tools 


can tie in with ready-made” pro 
gram in time for the big Spring Push, see 


your local utility or distributor 











Electrical dealers and distributors 
will benefit from a big Spring Push 
this year—a great new “Live Better 
Electrically” advertising and pro- 
motion campaign, specially geared 
to develop sales of electric appli- 


ances and household equipment. 


NATIONWIDE COVERAGE 

Nationally this campaign will be 
spearheaded by full-page, full-color 
advertisements in 11 consumer 
magazines, including Life, The 
Saturday Evening Post, Look, and 
Ladies’ Home Journal. These ad- 
vertisements feature an entirely new 
approach to the problem of creating 
a demand for electric appliances 
an invitation to readers to “rate” 
their kitchens on the “electrical liv- 
ing scale.” The ads highlight a 
check list of thirty electrical items, 
and consumers will “rate”’ their 
kitchens according to the number 


they own. 





Association to “Live Better 


resulted 


promote a 





Electrically 
Pictured is showroom decked out with 


TV WILL SELL APPLIANCES, TOO 
Once a month on Sunday nights over 
the full CBS-TV network, screen 
star Ronald Reagan will take 38,- 
000,000 viewers through his new 
all-electric home in California. 
Each of these three-minute trips will 
stress the benefits of having more 
electric in the home. 
Electric kitchen appliances, light- 
ing, HOUSEPOWER, television, 
hi-fi and heating and cooling, are 


“servants” 


some of the special features. 


STRONG LOCAL CAMPAIGNS 
Besides the great national effort to 
build demand for electrical living, 
local promotions under the leader- 
ship of electric utilities will carry 
the “Live Better Electrically” story 
to millions of prospects via news- 
papers, radio and TV, special sup- 
plements, car cards, billboards and 
exhibits — all designed to build 
sales of all brands of appliances for 
dealers and distributors who tie in. 





285 dealers in Philadelphia joined with Philadelphia Electric Company and the Electrical 


Qutstanding sales 
display materials 


consumer 
Better 


contest 


Live Electrically 





industry 
and dealers 


electrical merchandise. 





LIVE BETTER...E/ectrica/ly 


A united effort by everyone in the electrical 
utilities, manufacturers, distributors 


to increase consumer sales of 


) 


» ll 


uve 
“Corner 


“All 
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FROM WESTINGHOUSE 


@ FAMOUS MOBILAIRES NOW AT $69.95 
@ NEW POWERFUL 10' FAN AT LOW, LOW $9.95 


@ A FULL LINE OF 20' WINDOW FANS 


Now WESTINGHOUSE 
gives you everything for 
the BIG MONEY in '57 


* NEW FANS — 
* NEW FEATURES 

* EARLY BUYING DEALS 

* SPECIAL CONSUMER OFFERS 
* FREE PROMOTIONAL AIDS 

* NATIONAL ADVERTISING 
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“LUXURY LOOK’’ 
FOR THE BIG MONEY 


Always the fastest selling fans 


on- wheels, these all-new Mobil 





aires have a luxury-look never 
before seen in a high-capacity 
fan! Completely change the air 
in 4.or 5 rooms at a time every 
minute High and Low speeds 
easily adjustable heights 
completely safe whisper 


quiet through day or night use 








NOW NOW 


NEW MOBILAIRE DELUXE 


NEW MOBILAIRE 
MA-4021 with : 95 DMA-4021—with exclusive 95 
Air Injector Ring Air Injector Rings, Full 

_ 160° Tilt — 





WESTIN 


now brings you four brand new 





ARMY! 


with adjustable panels! 


New Automatic 
Convertible Custom 


| 369° 


with See-Thru Window Bar! 


New Automatic 
Convertible Custom 


e two-way window far 
e two-way roo 01 
Automatic Thermostat 
Diffused or i 
,ortable 





aif a Model AC-4022 1 : | Model AC-4021 
i i : 2 speeds either directic ; . Electrically Reyersible 
7 onvertil : = Convertible 
A itv ti nermo ts t eee " 














plus the complete family of famous 


EACH RIVIERA COOLS 5 WAYS! (1) table fan (2) hassock fan (3) wall fan (4) window intake (5) window exhaust 


THE RIVIERA ‘ 
Mode! R-1020 
the sma i With all the , Ow Vit! tw ap 

Westir yi ise @X Isl Ve Snap-out grille ee next 


THE NEW RIVIERA “20” 
Mode! R-2021 


1000 to 4500 cfm + Exclusive Westinghouse Air-Injector Rings and Air-Jet Vanes High and Low Speeds 


AND 14 MORE! A Westinghouse Fan for every cooling job, every 


ALL-PURPOSE OSCILLATING FANS HI-CAPACITY INDUSTRIAL FANS 








Livetyaire "10" 
10L\A4 $18.95 


Livetyaire "12" 
12.44 $29.95 


Super Mobilaire 
Super-Fan on Wheels 
MA-6020~-$119.95 


Super Poweraire 
PA-1830—$59.95 

















"16" 
16503~$49.95 


Economy Exhaust Economy Exhaust 
20-inch EF -2510-$84.95 16-inch EF -1310-$39.98 








GHOUSE 


ONVERTIBLE 20° WINDOW FANS 
$4.95 $3995 
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4 Ya —¥ — ——sae! 
* . - — __ 
as <6 ° oo —_—= ie, 
= 3 Fe —— 
: = ; in 
” | et = New Convertible Deluxe — New Convertible Special 
3 = - Model CS-3520 
i = Model CD-3520 2 
: = + _—_—— Electrically Reversible — Reversible 
> 2 speeds either direction o" Seen 2 speeds 
~~ — — Convertible = - Convertible 
> —-* « two-way window fan = « two-way window fan 
= . i 
— | 1—__4 « two-way room cooler » “s two way room cooler 
~ me = “+ of S Portable 3 Portable 4 
. ta es. Bright chrome safety ; Bright chrome safety grilles, 
= grilles, front and back : . front and - h, 
Tops in air delivery g ops in air delivery 
Rubber-mounted, quiet blades nm _ . Rubber-mounted, quiet blade 
dea 
atat 


just 


MOVES 600 CFM 


5 f » al +64°° yi , nA : BY ony $995 





Blode, tule Hemcolite S-R® 
THE NEW RIVIERA “45” ™ routing 
Model R-4521 ore. “ 
most powerful fan for it | , ~ | ne 


! 
size ever built, now baked ename 


uard 
! finish 
® No radio or Ty inte 


new low price! 


lerence 


peeds Smart, high styling + Whisper-quiet...no radio or TV interference 


ry budget/... ALL BIG MONEY-MAKERS FOR '57/ 


ALL-YEAR VENTILATORS LONG RANGE AIR CIRCULATORS 


Mode/ 1OLD2 


\ 























: Built-in Ventilator Built-in Ventilator Built-in Ventilator 
els for kitchen, bath, laundry for kitchen, bath, laundry for kitchen, bath, laundry 4-Way Window Ventilator New Wo Visses New Whirteire New Whirlaire 
5 Wall Mode! WV-410 — $49.95 Wall Model WV-31| - $29.95 Ceding Model CV-311~$19.95 wi 911-$29.96 WAP-10021 WAP-4521 NOW $104.95 WA-10021 NOW $114.95 


All prices, specifications and models subject to change without notice. AND NOW FOR THE BIG DEALS eee b 





FOR THE BIG MONEY IN ’57 


Westinghouse brings you the 
BIGGEST PROMOTION EVER! 


* BIG PROMOTION KIT — Full-color promotional! aids for window, counter, 
4 














ceiling or floor use—all geared to make traffic STOP, LOOK, and ASK ABOUT 
the new Westinghouse Fans. Also hard-working hand-out pieces. Promotional 
= kit does terrific job at the point of sale! Look what it includes: 









“ 
"WESTINGHOUSE 





NEW WESTINGHOUSE FAN DISPLAYS REALLY DELIVER! 


alts hen oo iZ 
Now you can set up a complete display that demonstrates all the West- ; } = a Salesmen's Pocket Date Book— 
inghouse Fans for '57—each unit in just 6 square feet of floor space. Eye- with entire A doubles as 0 hard-colling hand-cut 
catching, sturdy, permanent new wood displays can be used side-by-side, T fan line Jon 
back-to-back, or separately .. . on the sales floor or in windows. They put A a riounes COMING SOON — HARD 


the full line at your fingertips for fast, really effective demonstrations westimenouse HITTING SALES MESSAGES 
Just switch one off, another on. Watch them add spark to your sales . rans lo 1987 WHEN IT’S HOT, WHERE IT’S 
pitch... help trade up your prospects . . . brighten up your profit picture! = HOT. EVERY DEALER CAN TIE IN! 








Westinghouse Westinghouse 
EARLY BUYING DEALS! SPECIAL CONSUMER OFFERS! 


“100” DEAL 


BUY $100 worth of fans! 
GET 1. Extra 3% early-buying discount 








Deferred payment 
t. Full discount including early buying dis- 
count on special consumer offers 


{. Promotional Kit— FREE! WF-911 SPECIAL — Make up to 51.4% GROSS MARGIN 
MAKE 35% GROSS MARGIN PLUS EXTRA 3%! plus early-buying incentive. 


“500” DEAL 


BUY $500 worth of fans 
GET 1. Extra 4% early-buying discount 


Deferred payment terms 
}. Full discount including early-buying dis- 





count on special consumer offers 
1. Promotional Kit and Display—FREE! 


MAKE 35% GROSS MARGIN PLUS EXTRA 4%! FREE FOR EVERY CUSTOMER! 2 Snap-in, Snap-out Grilles 
% ! 


with Riviera ‘'20’’! Makes it two fans in one— 
(1) Extra-gentle hassock fan when using Diffuser Grille 


“10 0 Q 9 D EAL (2) High-velocity fan when using Air-Jet Vanes. 
YOU CAN BANK ON IT! Westinghouse Fans are slated to be 
BUY $1000 worth of fans! your BIG MONEY MAKERS in 571 Contact your Westing- 


tebe: . ”? 
GET 1. Extra 5% early-buying discount. house distributor NOW! 


’. Deferred payment terms 
3. Full discount including early-buying dis 
count on special consumer offers 


THE BEST IN THE BUSINESS! 





1. Promotional Kit and Two Full Line Fix- 
ture Displays—FREE ! 


wasn sun eines tanta Sune wintn ont vou can BE SURE...1F rs Westinghouse 


Printed in U.S.A 7FN-O 101 
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Over Z Million 
Transistor 
Radios 


in (956... ee 






Foint to 400 


Transistors a Year 


By 1965! 


APPLIANCE 


NEWS 


TRADE REPORT 
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non-entertainmernt—_, 


I] $8 59 bo 61 


<— entertainment” 


‘st 3 AS 


A Small Answer to a Big Problem 


Transistors muscle out the vacuum tube as the march 


toward miniaturization and portability continues 


1956, over two million transistor radios 
e sold. By 1958, we can expect transis 
torized portable ‘TV sets on the market. In 
$00 million transistors will be made 
These developments and many more are 
creating a revolution within the electronics 
industry. This revolution has been sparked 
by the growing availability of transistor 
Until recently the principal problem in 
the manufacture of the mighty mites was 
the high rate of rejects. Even now a higher 


entage of transistors winds up in reject 


bins than does vacuum tubes. This ha kept 
pr ¢ high 

Although not yet a heap as vacuum 
tubes, transistors are now priced in the 


MERCHANDISING—FEBRUARY, 


neighborhood of $1.25, and should become 
cheaper with the extension of mass produ 
tion. And production is becoming more 
extensive (1955’s 3.6 million units were 300 
percent over 1954; 1956's nearly 12 million 
units 300 percent over 1955; 1957's antici 
pated 22-25 million units up another 100 
percent 
More Uses 


'ransistor uses are becoming more exten 
ive too. In 1954, the basic market was 
hearing aid transistors. By 1955, entertain 
ment (radios, etc.) had captured nearly half 
the market. In 1965, according to a forecast 
by Electronics, a McGraw-Hill publication, 
400 million transistors will be made and 







1957 


65 percent of them will go into the enter 
tainment field 

Transistors are also finding a major use 
in computers of different types, and many 
toy manufacturers are investigating their pos 
sibilities 

lor the radio-TV industry, in particular, 
transistors will become increasingly impor 
tant. Use in radios will become so widespread 
that plug-in table models may disappear in 
a few years. ‘They should also make possible 
a truly-portable television set within the next 
couple of years. This development awaits 
mainly the stabilization of the manufacture 
of power transistors 

Although transistors are already being used 
in car radios, they are still expensive in this 
application due again to the need for power 
transistors. But there will eventually be car 
radios that can be played in the car and 
then removed for a day at the beach 


MORE> 
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is bigger than 
both of 
us!” 



















) 76 ° Pyra 
power of newspapers, rad 


and televisior to volu 


IT'S THE LARGEST : sales profit, * 100 
(OVER $1,000,000 LOCAL 


fistributor paid, if you act 


bd now! « Sell the big 5 
DOLLARS) LOCAL CAMPAIGN Roto Cone, the exclusive 
. pweep-Coolng tha 
EVER AIMED AT YOUR MARKET :: sells on sight 


GET ALL THE FACTS FROM YOUR MITCHELL 
Mitchell Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, Ill. 


burthes transistor Ipplu mon 
will be in cordless clock 
ity phonograph md othe ipph 


high fidel 


ance in our equipment 
Man p edict that use vill be 
cle velop fo tran to vii 
tubes could not have been u 
Manufacture il t ht-lipped on 


thi ubject, but there 1 ilread 


i wrist radio and similar specialt 
gad ct 

Ihe transisto i} id hha mn 
cost advantag that partial on 
et their higher price L hie last 
longer than tube ind consume 
less electricity, thus saving batters 


to date their prin ipal application 
operated equip 
they help 
ilong the trend toward miniatur 
Being tough, the kee} 


hock that 


has been in batter 
ment Being smaller 
zation 
on operating through 
would shatter a 

Ihe industry is already sure of 
the future of transitor 
Electric Co., for instance, recently 
disclosed that it will convert it 


icuum tube 


General 


175,000 quar foot television p 
ture tube plant in Buffalo to tran 
sistor production shortly 

‘Transistor men hint that even 
more revolutionary advance are 
Along these line ore 


1 per ent 


coming 
intimate that perhaps 
of the future 
tion will be used where tube 


transistor produ 


could 


not be used 
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On pokeman tated that the 
invention of the tube has made 
the electronics industry worth what 
it is toda al transistors im 
reasing the value of the industr 
onsiderab] Lransistor hye by 
hheve vill make electrom equip 
ment more reliable, easier to use 
ind, eventually, cheaper 
hey have already brought about 
mobil portabl 

market will 


portable televi 


maller and mor 
radio Lom iro 
offer simuilar-type 
ion sets and phonograph Con 
trend toward 


miniaturization is thus assured 


tinuation of — the 


* Transistors, hardly larger than a mate 
head in size, are amplifying devices with 
germanium hearts instead of filaments i 
vacuum that enable electronic tubes to do the 
same work 


New Color 


Sylvania Electric Products, Inc., 
has added another tint to its line 
of “decorator” light bulb 

Ihe new bulb, available in 40-, 
60-, 75- and 100-watt sizes, as well 
is in 10/1 50-watt three-way 
lamps IS aq tinted. It is called 
Cool-light 

Sylvania claims that the original 
Softlight” bulb in pink comple 
ments the warm colors in a room 

ich as the red ind yel 
low Ihe new “Coollight om 
I 


oranges 


cool colors 


lements the 


DISTRIBUTOR 
'“mother almost fell 


MANUFACTURERS 


A 9-Month Year 


Westinghouse reports increased business in 28 out 





of 32 product categories despite crippling strike last 
winter; comeback termed “noteworthy” 
Westinghouse Electric 


ippliance divisions in 1956 achieved 
their goal of doing 12 months busi 


Corp.'s more than 40 percent of the annual 
ipphiance 


In view of this, we be e our 


volume 


it in the nine remaining when comeback was noteworthy and in 
the company-wide strike ended dicates Westinghouse has regained 
John W. Craig, Westinghous« its position of major significance in 
ice-president and general man the appliance busine 
iver of the division iid the firm's Craig gave the following om 
ippliance ile uurpassed company parisons of the Westinghouse per 
19 totals in out of 32 prod formance with the industr the 
uct categorie In all but four of latter being based on the statisti 
the the Westinghouse per il data published in the January 
formance was better than the in issue of ELecrrican MEeERCHAN 
dustt iverage for the full 12 DISING 
months of 195¢ 
W vere practicall out of Westing Indus 
busine from January through Products house try 
March,” Craig said vith our fac Automatic Washers 56 10.8 
tor mventor on ipphance Electric Clothes Dryers 31.1 15.8 
inging from zero to but 50 per oa Ranges - : 0.9 
ent of normal, And those months 49 -"aersters -- p lilaag sa 
normally account for from » to Freezers 26.8 11.4 











off her roost when 






she heard what 


MITCHELL 


hatched” 
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MITCHELL 


rn S « Cools 21% faster by 
e actual test. « Tailors the 


th e 
a 








' j ry W 
fr cenvery w 


. ite range of s¢ s 
Coolin 9 
spots, no clammy areas, | 
MAKES CONDITIONED AIR COME : drafts. © Achieves the 
ALIVE, COMPLETELY SURROUNDS $ ultimate in quiet ope 


YOU WITH NATURAL COMFORT ° 


GET ALL THE FACTS FROM YOUR MITCHELL DISTRIBUTOR 
Mitchell Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, Ill. 
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Dishwashers 43 


8 35.6 
Dehumidifiers 42.1 186.5 
Water Heaters 15.6 3.9 
Disposers 1.0 13.5 
Housewares Eleciric 39.9 13.5 
Vacuum Cleaners 26.4 13.9 
Fans 19.4 18 
Actually, we came amazing] 
to gaining in all product . 
Craig said. “Our refrigerator sal 
drop was actually less than the in 
dustry average. Yet we hardly had 
merchandise to put on de iler 
floors in the first quarter, the tim 
new lines normally are seated with 
dealer hus, many traditionall 


Westinghouse dealers had othe 
brands on their floors by the time 


we finally were able to deliver in 
May and Jun ' 

Further, in order to fill the pipe 
line with the big volume item, r 
fri t allowed but two 
weeks of production on one lin 
during May for freezer manufactur 
ing. \W irtuall vere out of th 
freez ISITE last yeat 

The factor pe ik volume on 
fans usually comes during the win 
te month vhen production 
heaviest, yet we had non This i 
qually true of dehumidifiers even 
though our volume was nearlh 
percent greater in 1955 

Craig p nted out that the West 
inghouse performance in growth 









“take 


me...there’s a 


better way to 
keep ’em cool” 


products clothes dryers, dishwash 
ers, room air conditioners, and elec 
tric housewares—was ahead of in 


dustry average 


McGraw-Edison 


\ merger envisioned in 1925 has 
ome into being. ‘Thomas A. Edi 
on, Inc., and McGraw Electric Co 
formally merged last month unde 
the name of McGraw-Edison Co 

The purchase of the assets of 
I'homas A, Edison, Inc., by the 
McGraw Electric Co. consummated 
1 proposal first made by Max M« 
Graw in 1928. ‘The Edison Co 
had begun to market a_ toaster 
which toasted bread on both sick 
but did not turn off automaticall 
l‘oastmaster Division of the M 
Graw Co. manufactured a_toaste: 
which popped up the bread when 
finished. McGraw wrote Edison and 
ugy¢ sted they get together Last 
month, the plan became fact when 
Idison’s son, Charles, and McGra 


met 

McGraw explains that the prim 
reason for the merger is Edison’ 
Research and Development Labora 
tory. McGraw-Edison plans a five 
fold expansion of its research and 
development program on behalf of 


* CAPACITY BOOSTER 
Delivers a cooling bonus 


of 310 BTU's per hour 


ROTO CONE 
Cools 21% faster by actual 


5 test—with a totally new 

7 Sweep-Cooling concept 
- NEW 12 AMP 
. 1 HP, 115 V CAPACITY— 


6 different styles that 


4 eliminate 230 vy. line, yet 
ROOM AIR CONDITIONERS: peratinys hemachbe e ks 
. save 1 on operating 
DELIVER MORE COOLING : costs 
: » NEW 7% AMP 
PER DOLLAR THAN Fg hula 
ANY OTHER MAKE! : cee cuban dan G Gaeta: 


GET ALL THE FACTS FROM YOUR MITCHELL DISTRIBUTOR 
Mitchel Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, lil. 
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MODELS 


; COMPLETE SERIES 3s 3 





Casement 





eecce a eeeeesesecees 
am | Le 
the greatest thing WS" offs 


I’ve ever seen 
since that fellow 
who used to 
swim in here” 





Advance ° imperial 
ttest G7 a a 


GET ALL THE FACTS FROM YOUR 
MITCHELL DISTRIBUTOR 


Mitchell Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, il. 


ill 23 divisions of the combined Graw for each share of E.dison com 
company mon, Combined sales of the two 
Stockholders of both companic companies Currently are in exce 

approved the consolidation, Follow of $250 million annually, 

mg a split of McGraw stock on a Products of the two compan 
two-for-one basis, l.dison stockhold include small home appliances and 
ers will receive one share of Me vashing machine 


Dealers to Sell Builders 


Westinghouse, Whirlpool-Seeger move to chan- 
nel builders’ sales through appliance dealers in effort 
to curb abuses in this field 


In December bene PRICATI Mer I he ncw Westinghouse polic - 
CHANDISING lowered its sights at iccording to major appliance divi 
builders’ sales abuses (see Decem ion manager John J. Anderson 
ber issue, page 45). climinates any possibility of special 

That month, things began to builder pricing considerations which 


pop. Westinghouse moved to chan would be detrimental to the appli 
ince dealer 
Westinghouse announced that 


the new policy is effective imme 


ne] the substantial part of its major 
ippliance builder business through 
ippliance dealer 


In January, a new special account diately, except for present contrac 
ontract sales plan for RCA-Whirl tual commitments which will be 

pool and Estate home appliances of fulfilled 
W hirlpool-Seeger ¢ orp, ith strong Previous Policy. Previously it ha 
ifeguards for appliance dealers, been Westinghouse policy to sug 
ontract purchasers such as home vest its distributors arrange builder 
builders, and distributors was an iles through dealers when 25 o1 
nounced, le units were involved § and 
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SPARTUS 
|) CLOCKS 


\ | AMERICA’S TOP SELLERS 


SPARTUS 
CLOCKS 
are 
ADVERTISED 





owes KLOK—120.FK 


ppertone 


ible in white, ice bk 
f ; th third dime ‘ or ebony as illusts sed 
: ’ nera i black LIFE above, a handsome add 

4 fy yy, 8/1 tion to any kitchen. 12'A 
e oe é ep! high, B'A° d ote i‘ 
Ke Price $6.95 


LOOK ee 
and the 
SAT. EVE. 


POST 


A ' tus Clock ell 
! ”, 4 ( le AC 
ly, equipped with elf 

farting ynchronous ele 
‘ UL. aps ed 





HEROLD Products Cee, Nene curcaco 12, 


MANUFACTURERS OF 


CAMERAS © ELECTRIC SHAVERS © DEFROSTERS ¢ 


TIMERS 












Rye Sound earsets 


for 


spark profitable sales 


NEW NEW 


transistor radios 














Translator ad : ear booming 
yn EI STEAM IRON 
‘ rad 
' _ CLEANER 
Zenith, Regency RCA, GH, Me 
torola Westinghouse Magnavox 
Vhileo, Bulewa, Holand Dewnald, $I 
farthson- Aausirel, Beseroen, Trev: Sug. Ret. 
others 
punieiimenion STEAM IRONS 
, 2 ‘ Need 
\O ) H 4 Cleaning, too! 
’ 
Removes 
Steam Fon Cleane’ Clog sin 5 
vee povuhes tall diniciealae nad PT fall vias sien | MORRIS 
er | wit Fast turnover \ mw sr coca, PeaneeTs OO ' 
K "aint sold more than 410,00 Neale 


Check these Rye Sound features 

only line that covers every popular model 
* individually packed in sales producing clear 
plastic box 
radio it fite 
ench set « 


mnugneth 
for use on 


Rye Sound Corp * 21 Rye Road * Rye, N. Y. 





—— ——_ 


® Perfect for hard water areas 
® Safe 


@ Tested & recommended by 
appliance manufacturers 


odorless 


ensy to use 












Labeled to indicate the brand 





ontaing one hearing ald-quality 


NATIONALLY ADVERTISED in 
PARENTS, LIVING, etc. 








receiver with non-toxle earloop 


elther ear, cord, molded jack | Use d “ cold 
. r 4 
: Order from your Jobber, 


nvited 


i, Dept. EM 





hone MAmaroneck 08-7010 
65 Page Avenue 











FAST CHEMICAL PRODUCTS CORP. 


Yonkers, N.Y 





through dealers and/or distributor 
when more than 25 were involved 
Che company now will engage in 


pecific negotiations through its 
distributors and dealers only when 
quantities are as follows: at least 


it least 25 unit 

i. e. refrigera 
least 15 
alr condi 


»0 assorted units; 
of one product line 
tors, ranges, et or at 
units in the case of room 
tioners 

Anderson explained that “the es 
ential condition governing whether 
the distributor will 


through 


ne got ite 


should be 


i dealer or not 


who will perform the services be 
ond delivery of merchandise 
I'hese services include installation 
warranty, service, and financing.’ 


Summer Promise. Anderson had 
previou ly promised retailers attend 
ing the National Appliance and Ra 
dio-TV Dealers Assn. school at 
Washington University last sum 
mer that hi would will 
ingly lead a move “to. restore 
integrity to the 


mi pany 


marke tpl ice’ (see 


September i ue, page 214 

We feel strongly that the gen 
eral industry practices in builder 
iles have been inherently wrong,” 


Anderson said. “In some cases the 
distributor, with the 
currence ha bi pa ed the de iler 
completely. In others, the factory 
ind distributor with the 


dealer to develop pecial prices for 


factory's con 


worked 


of only two or three house 
that actually 
dealer himself 


builder 
were lowe! 
could get.” 


recognizing the 


price 
than the 

The new policy, 
functional differences between fran 
chised dealer and that of 
builder and apartment house busi 


business 


ness, allows speci il contract negotia 


tions through distributors and/or 
dealers with builders of new ipart 
ments, homes, and motels; apart 


ment house owners and managers; 


ind municipal, county, and state 
wvcncie 

Under the Whirlpool plan, to 
be eligible for pe 
distributor 
the individual 
volve it least 


uct line or at 


ial contract sales 
that 
contract sales in 


price must show 
1) units of one prod 
least 100 units of 
product lines; that the 
ippliances purchased are either in 
talled by the buyer or are pur 
chased for resale only when sold 
part of a building 
prefabricated or mobile home; and 
that appliance will be 
completely delivered to the pur 
months of the 


two or mor 


is a Compo nt 
involve d 


chaser within six 
first deliver 


Chrome Choice 


Chrome is the 
the modern housewife 


favorite color of 
who select 
kitchen, 
reports a poll of purchasers re 
cently completed by Geo. D. Roper 
Corp. of Rockford, Il. 
Che poll was conducted 


who purchased Roper 


1 built-in range for her 


imong 
he uSCWIVE 
built-in gas 


\ llow 


range 


ranked second 


FEBRUARY, 





1957—ELECTRICAL 











NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands. Here 
is your opportunity to follow the trend of 
thousands of aggressive merchants and mod- 
ernize your store with FLEXO-SPACE at 
a savings of 50% over competitive Islands 
FLEXO-SPACE gives you _ Self-Service, 
Mass Display and 300% more Selling 
Space than one flat-type counter. Yes, in 
only 124 Sq. Ft. of floor area you get 50 
Sq. Ft. of selling space. Raise or lower 
the shelves every 2” within 15 adjustments 
FLEXO-SPACE is a complete Island! Your 
customers shop on 4 sides from 5 large 
Self-Service FLEXO-SPACE has 
been “Tested and Proved” by thousands of 
retail merchants. New amazingly low prices 
on FLEXO-SPACE at almost 50% less than 
you expect to pay. Write for FREE cat 
alog on FLEXO-SPACE and other Self- 
Service fixtures. Do it now—Today! 


shelves 


Migs. Write for special extra low prices. 
ADD SALES CO. 
802 York St Manitowoc. Wis 

































Quick 
easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 


Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


for mak 


SKINNER-SEAL SADDLE TEE 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten 
Quick, easy. Cuts cost. For installing wash 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular 


Approved by Underwriters Laboratories, Inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
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Hottest tie-in that 


ever pushed 
dehumidifier sales! 


Honeywell ’s Automatic Plug-In 
Dehumidifier Control 








A 
p, q. / WON EYW 
9 < . tu 
sari J 1 
{ / }\ / 
it yy 
(ity ) 
4} , 
‘/ 
| “ywed the way to cinch more new dehumidifier sales and and so is continual guesswork eliminated by an automatic control, 
pick up plus profits from the hundreds of dehumidifier This Honeywell control turns their dehumidifier “on” only 
owners already in your Community. when it's needed—when the humidity reaches the selected dial 
Show customers how easily they can have automatic “‘set and setting. And as soon as the humidity drops, “off” goes the de- 
forget’ protection against moisture damage—without the bother humidifier, automatically 


of manual operation Automatic operation saves money, too, Without needless op- 


Trips to turn their dehumidifier “‘on’”’ and “off” are ended— eration there's less wear on the unit and less electricity used 


profit-maker. Call your Honeywellesesesece Dept. EM-2-51 


Get complete details on this easy > MINNEAPOLIS-HONEY WELL 
jobber. Or mail coupon today— Minneapolis 8, Minnesota 


Please send me complete information about the Honeywell Automatic 


Plug-In Dehumidifier Control 


Honeywell we 5 
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STAR SELLERS 
FOR 57... 


ep en 


i 

‘ 
A 
A 
t 

‘ 

1 
A 
‘ 

| 
4 


il 
I/ 
The All-New Year-’Round Vrocerotar' 


...available in six models! 





The most exciting, most beautiful Room Air Conditioner 
today! Use as is, or harmonize it to any room! Supplied 
with attractive neutral beige front panel which can be 
covered with customer’s own choice of fabric, or even 
wallpaper, to blend with any decorating plan. Has ex 


clusive, feature loaded Amana Glider Control! 
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NEW 1-H.P 
oe 
Bole eoWAVim Be e\alialoe\ ue. 


Plug-In, 1I5-Volt Model 
With New Low Price... High Profit! 


THE DELUXE LINE* 






















@ No troublesome 230 wiring required! Installs @ True Amana quality! Provides top perform- 
quickly, easily, with minimum effort! ance, trouble-free service! 


@ Easy shell mounting! Shell mounts independ- @ Full 1-H.P.— High capacity, heavy-duty sys- 
ently, unit inserts later for fast installation! tem! Retails at economy price with full profit! 


*also available in 2 and 34 H.P. models! 


7 
ae 
« * 


from Sbnana ¢ 
The All-New | 


rObime Po” 


... available in two models!  ' 


...and for entire home 
air conditioning — at an almost 
unbelievably low price, yet 
with full profit... 


Aman: 


CENTRAL-SYSTEM 
HOME AIR CONDITIONING! 


@ Completely Self-Contained! 





Thinner Than Thin. . . hugs both inside and @ Fits In Almost Anywhere! 
@ Convenient Automatic Operation! 
@ Air-Cooled, Needs No Water! 


@ Cools Entire Homes, Large 
Or Small! 


@ So Easy To Install! 


, 

| 

| 
outside walls! No unsightly overhang! Only —* 
15’ inches thin! And much, much lower 

yet packs greater cooling capacity... 
more features than any comparable make iS¥ 


or model on the market today! 







CO Amana Refrigeration, Inc. 
a Amana 16, lowa 
Gentlemen 
Producers of World-Famous Amana Freezers 
Freezer-Plus-Refrigerators * Built-in Freezers 
and Refrigerators * Room Air Conditioners 
@ Central-System Air Conditioning 


Please send me complete information on the Amana Air Condi- 
tioning Profit Plan For ‘57! 





Deepfreeze” Chest Freezers Name 
BACKED BY A CENTURY-OLD TRADITION 
Company 
OF FINE CRAFTSMANSHIP 
. Address 
City State 


AMANA REFRIGERATION, INC., AMANA, IOWA 
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and ae ns) 


WAV.) (= io) a> g— ee —1— || 1 enlen — ae elo) (— 
Summer the time 


DIERL 1) || as old Mo) MED ol8 aa rola 4 |—16— 


of the time 


—by big-time national consumer advertising in 
LIFE, BETTER HOMES & GARDENS, HOUSE & GARDEN, HOUSE BEAUTIFUL and AMERICAN BUILDER. 
in these magazines alone, your prospects are pre-sold to the tune 
of around 17,000,000— Seventeen Million—Consumer Impressions. 


And the Diehl '57 Fan Family Merchandising Program complete selection of direct-mail and counter literature 
helps you get MORE PROFIT out of the new line of that helps your prospects sell themselves. And see the 
Diehl Fans. Ask your Distributor for the Diehl co-opera traffic stoppers for the Diehl '57 Fan Family—Posters 
tive advertising plan. Let him show you how to tie-in Streamers and the Wall Selector Chart. Display Stands 
with Diehl’s national advertising—-for more profits too—for Diehl window ventilators and attic ventilators 
in local newspapers—on TV and radio. Then there’s a 


NEW STYLE FANS AND AIR CIRCULATORS—NEW AND HEAVIER PROMOTION FOR 
BETTER PROFITS THAN EVER BEFORE—WHEN YOU'RE IN THE DIEHL '57 FAN FAMILY. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING COMPANY 
Finderne Plant, SOMERVILLE, NEW JERSEY 


Baltimore « Chamblee, Ga. « Charlotte, N.C. « Chicago e Cincinnati e Milwaukee « Needham, Mass. « New York « Philadelphia 
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THE 1957 WINTER MARKET PRODUCES .. . 


Lots of glamour. . . 


NEW EXHIBIT AREAS created heavy interest 
None was more spectacular than Philco’s mam 
moth new exhibit on eleventh floor of Merchan 


a S, 
, 
. Y, ws . 
dise Mart. In air shaft (which rises through center 2-2 , eo Bp De? 
of company pace) Phileo suspended this sur- ave > ®. ht Bd h a 


istic di play ee 


Plenty of talk. . . 
ee 












et 


220 — 


SPELLBINDER at Markets was big Chicago discounter Sol Polk 
who, in sessions like this one at the W hirlpool pace, ex 


} 


plained h ew on industt problem 





Once again market time produced few surprises 
as far as new products were concerned. At Chi- 


A look at the future cago last month the emphasis was on glamorous 


new display spaces and products of the future. 






As usual, selling wasn’t spectacular, crowds were 


good and conversation plentiful. 


For more pictures of what happened in Chicago turn to next page. 


SUPERSONIC CLEAN-UP CENTER in the Hotpoint 


di pla iS Explain | to Charl Pritchard, right 
head of GESCO Answernng hi question 
Hotp nt t p tial pr dent John Sharp 
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THE WINTER MARKETS . 


As always, the biggest 
single product . . . 


NVERSATION 








STEREOPHONIC 


jlanation requ 1 of WORKING in pecial corner, designed for PLUGGING FEATURES, Roy Bride left, of 
the han KR. bk. Con vwivertising manag und demonstration Leonard Gr of Westinghous« explain th plug out’ surface 
f f ho-Vict livi f RCA, found Phil how ic hi-hf line to visitors. Corn units of the compan: new electric rangé 
ie an | quest | selly Vil part f itelv-designed Phil te 
Hlardwa \ Ind ; 


interested dealer Don Nelesen, Mullen 
Shebovgan. W 





TAKING ADVANTAGE of « Jul! 
t IV problems. | 


man eral i IV; John Hau 
fin 


ind CANADIAN distributors for Maytag, Joe Lalonde and Herve Bourcheix 
m left to nght: H t Ri f Standard Agencies, Ltd., Montreal, backs to camera 
erman, GA, Pitt | vith Maytag’s president, l'red Maytag II. Mavta Hig! 
wid Ja 3 ft 1\ ceiver department va 


promimently featur d 


ret ac qu iinted 


i imc r in de | 
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MAGNAVOX \vici president, Leonard I. Cramer left hows a new PRESIDENT Parker Ericksen of lasy, second from left praises his firm 
fi unit to Herman Platt of the May Co.. Los Angel ind Sam new combination washer-dryer to dealers John Lukina, kugene Arnteld 
of Famous-Barr. St. Loui ind Stephen J. Lukina, all of the Peopl § Outhtting Co., Detroit 


FOR THE WOMAN 


WHO HAS LRM) 





SCIENTISTS tigate K nator’s irradiated THE LADIES CAME, too. Dealer Edward Cri SHOPPING COMPETITORS, ()-]) presenta tive 
i | display. Charles ‘I’. Lawson, left, Kelvin tello, Good Housekeepin \pphance Na visit Motorola for a look at a portable ‘TN 
pre it, talks with Dr. Henry J trona Heights, Pa., right, and his wife JoAnn covered in pink leather and set with rhine 

Dr. | \. PI ind Dr. B. H examine Norge’s dispenser wheel in the hand tom for the woman who has everything 
ft \ f Neil Wirls, field representative With them is Joe Henrickson of Motorola 





FRANK GIBSON JR., yoard chairman of the Gibson R frigcrator Co A WASHER PAIR gct both an eagle eye and a hard sell a speed 
‘ id outlin points of a t p-of-th ne model to Jack Queen representative Joseph Slavoni econd trom left hows h 
(; lH] if Major \pphan Distributor In product to John ¢ orcoran and ] I. Corcoran of th ] 1. Corcoran 


South Bend, Ind ind Nick Duleh of the Duleh be lectrice Co 











TRICAL 
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THE WINTER MARKETS... 


At the Furniture Mart, only a handful 


of appliance manufacturers are still exhibiting 


BLACKSTONE 


CFtY 





THE SHEER LOOK jn refrigerators is demonstrated b 


ywitze ith th help of a operat 


BLACKSTONE executives P. S. Moynihan, left, R. A. Lenna, center, and 


e mannikin John Wicht, nght, wait in front of the new company washe1 


Zc! ra» 
+ e me ‘ 


AN OVEN that will do ever Ing chal of Julius Klein resi SLIDING DOOR compartment in Sub Zer 
dent of Wal ne poi » | ( 


») refrigerator 
thusiasm of A. A. Rose, sales manager 


TALL GUY Iale B oO i YT. re h |] : RICH-LOOKING pla tic adorns the door of the nev 
cu. ft. Manitowoc reecz 


demonstrated by sales manager Paul Denslow 






















VU LMA CELA 


FINDLAY, OHIO 


OVER FIALF A CENTURY 


BUILDING GOOD WASHERS 





MODEL 57-SRPT 


eR PR BME ES LMM 


in six beautiful 


fon ones i onotestoliel- Baneonal-: 


ah 











. 


\® 


Mode! 4308 
15.000 BTU 


Look at Quaker’s fast-sell complete line of Oil and Gas vented 


and unvented Heaters! You'll know why Quaker offers you 
quicker turnover—BIGGER PROFITS! 


greater sales appeal 


bs 


NEW FLU SH-T0- WALL 
Space Sat" 
OIL HEATER 


Delivers Right Down-to-Floor-Level 
Heat...A Potent Sales Feature! 


Nothing like it today anywhere! 
Quaker’s Imperial “SPACE 
solete 


TED CF was 


——=) 


x) 


Mode! 4010 ode! 5110 
50,000 BTU 55,000 BTU 


Mode! 5113 
65,000 BTU 


Model 4008 
42,500 BTU 





Mode 
45 


00 BIU 


FEBRUARY, 


60,000 BTU 





a mm 


iii i , 


i) 


—— 4 


Mode 4410T 
60,500 BTU 
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65,000 BTU 
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fot WOLUME SALES AND 
BIGGER PROFITS in ’57! 





Does it again - 
A NEW WALL GAS HEATER || 


on 


AT A NEW LOW PRICE! — 


Quaker obsoletes all free-stand- 
ing gas heaters with a completely 
NEW 28” “Cool Cabinet” Wall Gas 
Heater! Now you can offer customers 
TWO vented and TWO unvented 
Wall Gas Heaters that are years ahead 
in design features — at an unbeliev- 
able low price! Quaker’s FOUR Wall 
Gas Heaters — backed by proven pro- 
motions — sell on sight! 


NO OTHER WALL GAS HEATERS 
HAVE THESE EXCLUSIVE FEATURES: 


@ Hangs Like a Picture 
@ Extra Cool Super-Safe Cabinet 


=< 








Model SWC-250 Unvented Wall Gas Heater 
Capacity: 25,000 BTU Input. Height: 28 
Also available Model WC-250. Capacity 
25,000 BTU Input. Height: 48 


They Hang on 
the Wall Like 
a Picture 


@ Super Efficient “Deep Port” Burner 


® Porcelain Heating Chamber 





@ Super Circulation 


More Profit-Building Quick-Sell Quaker Gas Heaters 









Model WCVA.408 Vented Wall Gas Heater 
Capacity: 40,000 BTU Input. Height; 60 
Also available Model WCVA.258. Capacity 
25,000 BTU Input. Height; 60”. 





























: ee 

Wy [4 

: ” —" j { 

Radiant Vented “Blue Flame” Vented “Cool Cabinet” Deluxe i 

Automatic Gas Automatic Gas Unvented Gas Radiant | 4 

“Fireplace” Circulators Super-Circulators Circulators EA 
The “RVM"’ Series of vented The “BVS'' Series of vented The “CWR" Series features t } 

Fireplace’’ Circulators — to Super-Circulators — the only Quaker's exclusive ‘‘ Air Stream"’ ate 
day's most efficient radiant gas non-radiant gas heater that per design. Assures ‘‘cool-to-the 

heater for maximum heating mits you to see the flame “4 touch’’ cabinet at all times Waste floor Hangs on 


efficiency. Exclusive Quaker 2- 
Way, 20-Year Guarantee 
Mode! RVM-500 — 50,000 BTU In- 
pvt. Also available in 35,000, 
65,000, 80,000 BTU Input 


Quaker exclusive. Outstandin 
for efficiency, features, value anc 
styling 

Medel BVS-650 —65,000 BTU In- 
put. Also 35,000, 50,000, 80,000 
BTU Input 


Unique engineered construction 
distributes heat evenly, effi- 
ciently 

Mode! CWR-300 — 30,000 BTU In- 
put. Also 12,000, 20,000, 40,000 
BTU Input. 


space the wall 


meee ee 





Quoker Manufacturing Company 

Heating Division of Florence Stove Company 
1147A Merchandise Mart 

Chicago 54, Illinois 


Send me the BIG PROFIT story on Quaker 
heaters. I am interested in oil [) and/or gas 
heaters 


“ BRB ESE ER ES 











QUAKER HAS MORE TO OFFER DEALERS! 


1. The most complete oil and gas heater 
line in America. 


Company 
Your name 


Address 










2. Competitive, profitable price structure. 


FIND our QUICK 
SEND COUPON NOW! 






3. Hard-hitting local promotions keyed 


ae SO i alc 
to your store. 
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Hedging on Service? 


Theleen of General Electric speaks to NARDA; 
RCA’s Folsom writes an open letter—basic policies never- 


theless appear to remain unchanged 


General Electric Co, ha 
fied certain aspects of its service 


modi 
prograin, but the basi poli¢ ies of 
the firm remain unchanged 

That much became appare nt last 
month as the National 


Appliance 


& Radio-lTV Dealer Assn. coven 
tion heard ¢ W. ‘Theleen, man 
Iver if ustomer relations for 
(,-1 ippliance and telvision r 
ceiver d ion, restate the divi 
ion ies On central service 
Theleen’s NARDA speech came 
hard on the heels of two announce 
ments modifying certain phase: of 
(1 ice program The first 
immnounced in New York in 
early January when the firm’s tube 
ile department announced that 


| 
replacement part for G-l et 


distributed 
distributors of the firm 


would once again be 
through 
eléctroni component 
Last year, G-l 
tribution of 


distribute 


division 

had centralized di 
uch parts through set 
ind independent serv 
icemen had complained that they 
were unable to get part through 
these channel 

Second Concession, ‘The 
concession made by G-l 
the adandonment of it 


magazine advertising on 


econd 
involve 
national 
product 
vhich was 
widely criticized by dealers and ser 


icemen i hirst 


Service Thai Wnpaign 
modihed, then 


dropped completel Indication 
ar however, that the ibandon 
ment was due to the budget for the 
seru running out rather than to 
dealet he 
in the final ad 


thr plira c 


placate modification 
made it clear that 
qualified 
could dealer servicemen 
(i). claims that every ad im 
plied” that such was the case and 
that the modified ad only made it 
expheit, Gel ource idmit that 
hould have 


crviccmcn 
mcan 


the revised wording 
been used in the entire seri 

But there was little in Theleen’s 
NARDA speech to indicate that 


inv further modifications were be 


ing made in the company's service 
policr Ile did say that G-F was 
not trying, “by any stretch of the 


imagination, to take over the entire 
service function.” He added that 
“we think it would be wonderful 
if we ould interest more good 
and « ipabl 


e servicemen, including 
independents, to help us get thi 
important iob done 

He said the metropolitan retail 


service is furnished by distributor 
in 66 percent of the cities of 100 
000 and over. On ‘TV, less than 

percent of the cities have metro 
politan distributor service and only 
5 percent of service « ills on Gl 
sets are made by such distributor 
There wa 


organization 


nothing 


in his speech to indicate that there 
vas any possibility of any reduc 
tion in the scope of distributor 
crvit ing 

He also said that all available 
tudies indicate that the most efh 
cient way for a distributor to dis 
charge his service responsibilities 
in city of 100,000 or over 1s 
through his own well-mannered, 
vell-equipped metropolitan service 
organization.” 

(\-k’s tube sales 


companied the 


department ac 
announcement of 
the broader distribution of replace 
ment parts with revelation of new 
plans “in a continuing campaign 
ervice) dealers increase 
their efficiency and profitability.” 


Included will be a “depth course’ 


to he Ip 


in service management, develop 


ment of special service shop plans 
ind announcement of increased 
technical training available to serv 
ice dealer 


% % 4 


RCA Stand. Also last month 
hrank M. Folsom pr ident of the 
Radio Corp. of America, set forth 
hve points on the ubject of set 
icing im an open letter dated Jan 
uary 9. Ile wrote that RCA be 
heve 

that full customer satisfaction 
depends on a healthy independent 
industry and, therefore 
RCA will continue to make avail 
ible to the servicing profession the 
information and knowledge it ac 


CrTVvice 


quires in its Own operations 

in the free competitive system 
in the operation of its factory sery 
ice busine In this, independent 


ervice organizations must have 
equal opportunity to compete with 
RCA factory service It is our 
further belief that in any plan 
under which the original price of 
the television receiver includes 
through — the warranty 


period, dealers must have full free 


crvice¢ 


dom to provide their own 
ol provide the 


ervice 


ervice through i 


1 
dependent service organizations or 
R¢ \ tactory service 
this choice the dealer must not be 
restricted to 

in, and plans to continue its 
ervice organization's 


In exercise of 


‘captive service.” 
program for 
replacement parts and 
other material on a basis that is 
fair and competitive with the inde- 
pendent service dealers 


procuring 


that good customer service re 
distribution of re 
placement parts. It will continue 
its long established policy of mak 
ing all re pair and re placement parts 
ivailable to the service industry 
through all of its distributors 

in “supporting every 


looking 


quuire } broad 


forward 


industry-wide program 


Governor's Inspection 








NEW FLEXOR ROTARY power mower blade is explained to Gov. Leo A. Hoegh of 
lowa, left, by E. C. Seyphol right, Western Tool & Stamping Co.’s vice president 
in charge of sales. Western Tool’s merchandise manager, Clarke Shaw, second 
from right, and banker George D. Jorgensen look on. 


iimed at increasing the respect of 
the consuming public for this arm 
of the distribution system. RCA 
will continue to recognize the in 
dependent service industry in its 
idvertising and literature. 


Service for All 


The folding of some manufa 
turers, the entry of others into 
captive service, and the degree to 
which transistors and printed cit 
cuitry will shrink his future busi 
ness are matters of grave concern 
to the independent radio-TV ser 
ice technician, J. A. Milling, presi 
dent of Howard W. Sams & Co 
told a recent Chicago meeting of 
the Association of Electronic Parts 
ind E.quipment Manufacturers 

Asserting that no one has answers 
to all these problems, Milling 
stressed the importance of free 
competition to national economi 
growth, remarking that “this indus 
try did not reach its present status 
of advancement and development 
by legislation, but by foresight, 
education, planning, ingenuity and 
hard work 

“There is sufficient service busi 
ness for all to compete and pros 
per,” he said, “with room left for 
great improvement in service tech- 
niques and methods.” 

Concluded Milling, “The future 
was never better for the service 
technician, the parts distributor, 
the manufacturers’ representative 
or the parts manufacturer.” 


Service Expansion 


Reorganization and expansion of 
its appliance service department was 








announced recently by Kelvinator 
division of the American Motors 
Corp. The move was prompted by 
recent additions of new products to 
both household and commercial 
lines, and to increase specialization 
imong service personnel, according 
to Homer L. ‘Travis, vice president 
in charge of sales 

The new program establishes 
two new divisions, each headed by 
men with many years of experience 
in appliance engineering and serv 
ice. Increasing the staff will permit 
service personnel to specialize on 
individual products. Robert S. Ger 
an, with Kelvinator for the past 20 
years and service manager for five 
years, assumes the new title of 
general service manager 

In recent years, Kelvinator has 
entered the home laundry business 
with automatic washers, electric 
drvers, automatic ironers, and 
wringer washers. Earlier this year, 
the company introduced a line of 
automatic dishwashers and an elec 
tronic range 

Stanley L. Peterson, who has 
been Kelvinator field service super- 
visor in the eastern part of the 
U.S., has been named field service 
manager in charge of one new di 
vision. Jules Eder becomes tech- 
nical service manager in charge of 
nother 


Keeping Pace 

Bryant Manufacturing Co. claims 
1956 sales ahead of the pace of the 
1ir conditioning industry as a whole 
lhe company’s president, Ronald 
N. Campbell, claimed sales in 
creases of 50 percent in contrast to 
an estimated 30.3 percent for the 
industry 

Campbell also noted the ap- 
proach of the company’s 50th vear 
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TOP VALUES ~ 1957 


HUNTER Dolwe 18” and 22” 
WINDOW FANS 


Ther Mostat Contro| Highest Quallty 











For those who want the best! The maximum in modern styling, 
high efficiency, quiet operation . , . beautiful cabinet with spiral 
grille and adjustable side panels . . . totally enclosed capacitor 
motor with high and low speeds . . . electrically reversible for 
exhaust or air circulation, Certified air deliveries, New optional 
thermostatic control starts and stops fan automatically. 


18” Model retails at $ 5 9295 





























Styled by 
Sheldon Rutter 


HUNTER 


Zephoir 20’ WINDOW FAN 
with capacitor motor 


Priced for volume! The best economy-priced window fan 
on the market the only one in its price range with a 

ipacitor motor for faster starting and more power, Other 
feature includ idjustable sic panels modern safety grille 


high and low eed quiet operation. Five year guarantee 
1 | 


Priced to retail at $3995 


I lectrically reversible model — $49.95 


Order now from your Hunter distributor or contact 


HUNTER DIVISION-ROBBINS & MYERS, INC. 
2704 Frisco Ave Memphis 14, Tenn 


Backed by full-scale advertising 


¢ ADVERTISED IN LIFE 
* LIBERAL CO-OP ADVERTISING 
* SALESMAKING DISPLAYS 
* COMPLETE PROMOTION PLAN 








TOP VALUES ~ 1957 


HUNTER 12” 
HIGH-VELOCITY FAN 


























Propels air 56% farther 


This powerful fan moves air fast and far . . . 
across a large room or from one room into 
another. Features include: modern shock- 
resistant plastic frame, new capacitor motor, 
jet stream venturi, oversize intake grille, 


360° tilting with friction grip. 


i 
ij i 
ett il at My aaa 
pri 39°° ip Cuanantnd 
S 


HUNTER ALL-PURPOSE FANS 


Most versatile fan ever, Can be used as exhaust fan 
in window or on floor or table for wide-area air e' 
circulation, Features include; modern styling, handy \ 


carrying handle, safety grilles back and front, high 





and low speeds, five-year guarantee, 


16%” Model 20” Deluxe Model 


(with thermostat and 


$3995 window panels) 


$59.95 





TF sd 
- * 
ie 





20” Roll Away Fan for use as circula- 
tor or window fan, Sturdy streamlined 
stand rolls on rubber wheels, Adjusta- 
ble in height . . . tilts to any angle. 


Suggested Retail $6995 


GUARANTEED 5 YEARS 
, Backed by full-scale advertising 


“oO Order from your Hunter 
Distributor or contact 
HUNTER DIVISION 
ROBBINS & MYERS, INC. 
2704 Frisco Ave., 
Memphis 14, Tenn. 
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unequaled in every detail 


The woman who appreciates gracious living 
who wants the best in her kitchen quickly senses 
the superiority of a years-ahead Caloric Ultramatic 
gas rang 

For Caloric 1s best not only in beauty, but in out- 
tar oking features that make meal-preparation 


i pleasure; leave more time to enjoy modern living 


The Cal Ultramatic opens your doors to an ever- 


increasing number of customers who want the finest! 


CALORIC’S ADVANCED FEATURES 
include the ROTO-RAY BARBEQUER that make 


the fur i barbecue available all year round 
AUTOMATIC OVEN TIMER lets today’s busy 
house have a complete meal prepared on time, 
eve! nm he’s away all day 

INDIRECT FLUORESCENT LIGHTING in any 

of fe parkling colors “sets off” kitchen beauty! 
ELECTR AL MERCHANDISING—FEBRUARY 


And ever important to women who take pride in the 
appearance of their kitchens 

ica’$ easiest range to keep clean.’ 
NEW VALUE-PACKED SERIES 


A brand-new companion line. . 


Caloric is “‘Amer- 


Caloric’s “Two” 


Series gas ranges with the same basic quality and 
beauty that Caloric’s name represents to the public 
and the trade. Six models are available: 36” Deluxe, 
3)” Deluxe, 20” Deluxe, 36” Standard, 30” Standard, 
and 20” Standard 

Now, 


range for eve 


with one brand—Caloric—you offer a 


a range with the fea 
at a price she can afford 


can 
y homemaker 


tures she wants and need 


Give your customers the complete choice they de 


serve the choice that only CALORIC 


offers! 


CALORIC APPLIANCE CORP., TOPTON, PA. 
RANGES - DRYERS - BUILT-INS - DISPOSERS 


1957 





ULTRAMATIC 











J ie y y ie 

THERMO-SET—a homemakers 
Caloric’s thermostatically-controlled top burner ends “cau 
tion or calamity THERMO-SET 


“must” for modern 


cooking I he 


ensing 
clement keeps food at the exact temperature set-—muake 
every pot and pan “automat 
| 
| CALORIC APPLIANCE CORPORATION 
| DEPARTMENT EM, TOPTON, PENNA 
| Please send me more information on the expanded 
| lection of Caloric gas range 
| Name 
| 
| Addre 
4 City 40M Stale 
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3 TRUCK LOADS START 


1665 EUREKA VACUUM CLEANERS 





=s . 
EK, 

oy ; 4 fa 

» oh 


3 MORE TRUCK LOADS 
EUREKA VACUUM CLEANERS 


FOR 


QKLAHOMA TIRE AND SUPPLY Co. 


TULSA 


™ = Zz: 
ONE OF THE BIGGEST SHIPMENTS EVER MADE! 3% big trucks loaded with 1665 ™ 
Kureka Vacuum Cleaners for the Oklahoma Tire & Supply Co., lined up in 
front of the , Es eka Williams Corporation, Bloomington, Ill. before their fast 
ae trip to Tuls flicials, left to right—H. J. Allemang, Executive Vice 
ren | Le i McCarthy, Vice Pres., Eureka Division, Mark Carmody, Ass’t 
ale mad an ushman Skinner, Ass’t. Adv Mer 


WINTER TRADE-IN-SALE! 
EUREKA 


Super Automatic Model $-255 
ONLY 


SAVE $ 95 pws o1p 
$20.00 CLEANER 
Regular Price $89.95 


AUTOMATIC PROFIT-BUILDER 
Red Hot Sale Price! 

Cash in now on the upright 

vacuum cleaner market with 


Give FREE $19.95 Hassock Chest 
with the powerful new 


EUREKA 


Super Roto-Matic 
MODEL 910 


BOT 
a $ 95 389.90 
la VALUE! 


complete with tools 


SMASH OFFER Builds Big Sales Fast! 
Eureka’s new bron. er Roto-Matic is today's 
most effective canister cleaner has all 

















} " ‘ BEATS 
this top quality Eureka Super 


» SWEEPS of today ‘ > 
, r-Driv ’ ) ay's m A psceme en d features. Promot« 
f wore - Nylon Automatic. This special low AND 1° with thie bie Puen Siennnal: (nent 
DISTURBULATOR . \ 
s embedded ile price means easy sales SUCTION o offer and you age Naps ehermert 
lirt, hair, threads With big profits for you! CLEANS ’ iles-winning combination! 


EUREKA WILLIAMS CORPORATION @® BLOOMINGTON, ILL. ® In Canada: Onward Manufacturing Co., Ltd., Kitchener, Ontario 


GET YOUR FEBRUARY SALES GOING BIG RIGHT NOW! 
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NNER SALE 


THE FABULOUS 


OKLAHOMA 
TIRE & 
SUPPLY ¢ 


TULSA, OKLA, 


At dawn, January 2nd, the 70 bri 
of the fabulous Oklal 


away toa flying Start 
“King and Queen” 















"7 





3 WORE Tee icads 
Ee 
QWLAHOnA TRE ap ry 


TULSA 


MORE TRUCK LOADS 
EUR VACUUMA CLEANERS 


FOR 
7 pry (0 
OKLAHOMA TIRE AND S 













selling contest 
Ina few short 
sell 3 full truc 
total of 1665 a 


weeks this amazing 
k loads of Eure 
nd Probably m 


Organization wil] 
‘ka ( ‘lean 


ore 


‘TS -Aa 


Rasy 


We Salute Ok]; 


thoma Tire 
the g 


reat selling org; 
Most happy to he “8S0Clated with them 


& Supply ('o 


: 
: 
48 one of j 
nizations of all ting 


We are 


—* yn t—¢ me 


VICE PRE SID 


7. 


ENT, EUREKA Divis 





ION 
r [& SPECI At SALE) 
re § 





re hs 
Wr Save 30 y 


I . 


Brand New/ Powerfy/; 





World Famous 


EUREKA 


Roto-Matic Model 805 
$79.95 VALUE 


SAVE 
cia $ 49° $30.07! 


Complete with Tools and 
Free $10 Roto-Dolly 
. Fast! 
Pulls In Prospe ‘ ts 

eis caalieamared Eureka a. 
be ee yen ae features... omg > asy | : 
a 0d “ iced Eureka a ea 
in ei ads. It pulls like mad! 








—_ Pote-Matic Modej 805 


aan eee” | Orange 





Wh Loci Swe, 
A*eho Mer, 





















u“ “ 3%," 
AD MATS IN 3 SIZES: 17’, 18’, 33% 
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Cake And All 





NORGE’s 30th year is celebrated by 
Judson S. Sayre, president of Norge div: 
sion, Borg-Warner Corp., left, and Roy 
C. Ingersoll, Borg-Warner chairman. The 
picture wos taken during the Chicago 
Home Furnishings Market, January 7 
exactly 30 years from the day Norge 


obtained its name 


British Imports 


McG iv Phill W orld N I 
port that Argo Radio Vision 


Lt i Botish firm, ha med a 
bl amulhon ontract with Wialeos 
Cay p. making th \inencan 
company it exclusive agent 

Wilcox Gay ha ontracted fo 
Ippro matel 1) OOO wnat from 
Arg the brand to be known in 
thi wintry a Argosy-Mayesti 
I wenty- two thousand of these unit 
vill be phonograph the remainder 


radio pl onog! iphis mad high fidelit 


Phe unit range ib price from 
69.95 to $270. After the initial 
order, Wilcox agres to purchase 
it least 00.000 worth of good 
from At imnuall 


Sunny Future 


\ duct now uimned at. the 
HuxXuUl narket may ultimatcly be a 
best-scll in some of the world 
most remote and underde cloped 
wed 

Ih oduct 3 \dinira un 
pow portable rad Phe firm 
has 1 | official nquines from 
Pakistan, South Afnca, Mexico, the 
Belgian Con the Gold Coast and 

: iland 

lhe P tan nent, f 1 
tan t wa terested in 
thi i mecun to mia i 
nun | ‘ ft th nat ! 

i ire clectrihed 

I t of ul th 

extrem pen 

1 te uted to the | t 

} | i 1 tha " 

t t | tan 

\n thy " ' 

! if i t ed Cath 
m i It 1) 






There's nothing that makes the Soni 
line look so good as being displayed 
alongside big-brand phonographs, With 
that kind of set-up, Sonic practically sells 
itself, And you don't have to be a magi 


cian to find out wh 


Sonic's strong points are: Styling, Per 
formance and Price. And that's just what 
your customer wants top pe rformance 
and styling at low prices. He sees the 
styling, you demonstrate the performance 

and one peek at the price tag clinches 
the sale. You've earned a handsome profit 
for yourself plus a satisfied customer 


What more can you want? 


Now, we don’t expect that you'll throw 
out your nationally advertised big-brand 
lines, but we do expect that you'll know 
the importance of a strong second line to 
round out your sales strategy. And when 


we say strong we mean &t-r-o- neg 


Sonic has been making phonographs for 
over 15 years, That's our specialty. While 
others were making TV sets, refrigerators, 
auto radios and what not we were 
making phonographs. By this time we 
ought to know something about building 
and styling them. Look at the 1957 line 
and judge for yourself, and then look at 
the price tags. No wonder Sonic is re- 
ferred to as America’s Foremost Inde 


pendent Manufacturer of Phonographs 


Quality merchandise and superb per 
formance in all price ranges from 


$19.95 to $129.95. The famous SONIC 
CAPRI line featuring popularly priced 
manuals, automatic portables and table 
models plus exciting, new high fidelity 


models 


Attractive styling by Sonic, the firm 
that designed the original CAPRI 


THE LARGEST SELLING SINGLI 
PHONOGRAPH MODEL in the 


industry 


Realistic PRICING Cincorporating a 
handsome profit for you) that jet 


propels merchandise right off your shelves 

and Sonic is not going to let you do 
all the selling alone. There's a powerful 
national advertising program in maga 
zines such as SATURDAY EVENING 
POST, LOOK, CORONET, PLAYBOY, 
HOLIDAY, U.S. NEWS & WORLD 
REPORT, SPORTS ILLUSTRATED, 
EBONY, PLAYBILL, plus newspapers 
and radio that will bring customers right 


to the Soni display in your store 


Write for attractive catalog of complete 
SONIC CAPRI phonograph and radio 


line 


SONIC 


INDUSTRIES INC. 


where the big new sound ideas come from 
19 Wilbur Street * Lynbrook, N. Y 


SONIC ...AMERICA’S TOP 
..YOUR BIG 


Wvery SONIC Copsni. 








product uses a 





CAPRI 510 
3-speed manual with heavy 
duty speaker in attractive ‘no- 
break’ pastel blue plastic cabi- 
net. 





CAPRI 525 


Radio-phono combination, 3- 
speed manual with heavy duty 
speaker, 5-tube superhet re- 
ceiver, in handsome two-tone 
green or coral cabinet. 


CAPRI 520 
3-speed manual with dual 
needle cartridge, heavy duty 
speaker, full range tone control, 
in handsome two-tone green or 
coral ‘Slim Jim’ cabinet. 





CAPRI 45X 


Portable 45 rpm automatic with 
hi-fi sapphire needle cartridge, 
heavy duty speaker, full range 
tone control in handsome scuff- 
proof green covered cabinet. 


a For the Big, Big Profits in 
Phonographs SELL SONIC — 


America’s Foremost Independent 
Manufacturer of Phonographs 


Distributors 


there are still a few 


choice territories available 


Dealers 


write for the name of your 


nearest distributor. 
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INDEPENDENT PHONO LINE 
PROFIT LINE IN ’57 


Printed Circuit Chassis for trouble-free performance 





CAPRI 575 
High fidelity portable with deluxe 
4-speed WEBCOR changer, ceramic 
dual sapphire cartridge, three speaker 
system, negative feedback amplifier 
with 20 to 20,000 cycle response at 
2 watts, full range tone control, auto- 
matic amplifier and changer shut-off, 
modern, streamlined green and white 
or coral and white cabinet. 





CAPRI SSO 
Portable automatic with deluxe 4- 
speed WEBCOR changer, dual sap- 
phire cartridge, two speaker system, 
hi-fi amplifier, full range tone con 
trol, automatic amplifier and changer 
shut-off in handsome two-tone forest 
green cabinet 





CAPRI S65 
High fidelity portable with deluxe 
4-speed WEBCOR changer, ceramic 
dual sapphire cartridge, three speaker 
system, negative feedback push-pull 
amplifier with 20 to 20,000 cycle 
response, full range tone control, 
automatic amplifier and changer 
shut-off, handsome luggage style 
cabinet, hand-stitched in rawhide or 
cowhide scuff-proof Texon. 





CAPRI S60 
High fidelity portable with deluxe 
4-speed WEBCOR changer, ceramic 
dual sapphire cartridge, two speaker 
system, negative feedback amplifier 
with 20 to 20,000 cycle response at 
2 watts, full range tone control, auto 
matic amplifier and changer shut-off 
in handsome two-tone platinum grey. 





CAPRI 4860 

Deluxe high fidelity table model with 
GARRARD 4-speed changer, ceramic 
dual sapphire cartridge, three speaker 
system, negative feedback push-pull 
amplifier with 20 to 20,000 cycle 
response at 5 watts, automatic ampli- 
fier and changer shut-off in custom 
mahogany cabinet. 480 Y—Limed oak. 
CAPRI 580—Same as 480 except uses 
a deluxe 4-speed WEBCOR changer, 
in mahogany. 580 Y—Limed oak. 





CAPRI S65 
High fidelity combination radio-phono 
with deluxe 4-speed WEBCOR 
changer, ceramic dual sapphire car- 
tridge, S-tube superhet receiver in 
handsome two-tone forest green 
cabinet 


HERE ARE SONIC EXTRAS TO GIVE YOU YEAR 'ROUND PROFITS! 


Quality All-Transistor 


NEw! 
Promotionally priced clock-radio in 


to 


sell for as low as $29.95. 


nace ome: 


ne 
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Same Water, But . . . 





COLD WATER WASH was a necessity in 
washing machines 40 years ago to pre 
vent leakage caused by soaking the 
tub’s cyprus wood. Today cold water 
wash protects modern fabrics. In any 
case, there is a lot of difference be 
tween the machines of yesterday and 
those right off the assembly-line 
George Engelmann, left, Maytag 
regional sales manager at Mt. Vernon 
ill., demonstrates differences in tech 
nique to Gene Irvine, owner of Irvine 
Appliance Co., Harrisburg, Ill 


Electric Watches 


\ new portable electric apphanc 
bowed in recently when New York 
City editors got their first glimpse 
of an electric wrist watch. Hamil 
ton Watch Co. of Lancaster, Pa 
sprang its watch without a main 
spring ata press conk rence in earl 
January 

No larger than a conventional 
wrist watch, the new time piece 1 
the product of ten years of resear h, 
development, and testing The 
first model, cased in 14 karat gold 
and available in January, retails for 
$175 \ gold-filled model, at 
$89.50, will be wailable thi 
month 

Hamilton president Arthur B 
Sinkler pointed out that “the watch 
movement is sO exqui itely engi 
neered that a tiny energizer the 
ize of a small shirt button will run 
it more than twelve month 

Sinkler also predicted that the 
vatch would in time completely 
replace present-da 
vate bie 

According to Dr. John Van 
Horn, Harmilton’s director of 4 
earch and development and the 
man for whom the watch has been 


iutomatu 


handsome two-tone decorators colors. 


named, the watch operate on 
Trouble-free printed circuit chassis. 


chemical energy stored in the tiny 
energizer. This energy is converted 


MODEL TR-SOO—4 transistors, 
1 diode in scuff-proof Texon case. 


MODEL TR-600—6 transistors, 
1 diode featuring push-pull ampli- 
fier, 4” speaker, Texon case. 


into clectrical power as it release 

i stream of electrons through a 
coil of fine wire fixed on a balance 
wheel. ‘This energy, through inter 
action with permanent magneti: 
fields, causes the balance wheel to 


MODEL TR-700—6 transistors, 
1 diode, push-pull amplifier, 5” 
speaker, top grain cowhide case. 








oscillate This oscillation is the 
mechanical energy which runs the 
watch 
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NORGE'S 


SEE THE MOST 
DARING VOLUME- 
PROFIT PROGRAM 
EVER OFFERED BY 
AN APPLIANCE 
MANUFACTURER... 
DEDICATED TO 
THE SURVIVAL 
OF THE 
INDEPENDENT 
DEALER! 





The Norge Double- Indemnity he Norge Double-Indemnity The Norge Double-Indemnity The Norge Double-Indemnity 
plan means new-found assur plan helps make you inde plan guarantees you full plan, by realistic pricing 
ance for the independent ap pendent of the dictatorial pol healthy margins regardless of strong products and promo 
pliance retailer—both for the icles that are restricting your your size or whether your vol tion, helps you bring in more 
present and the future! profits today! ume is large or small! dollar volume! 
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Realistic Answer 
Retail Markups! 


SEE THE MAN 
WITH THE PLAN... 


The business you save may be your own! 




















Get the whole, down-to-earth Norge ‘“Double-Indemnity”’ story 
spelled out for you at your Norge Distributor’s Merchandising Conference! 
Find out about the fallacy of ““double-the-volume-at-half-the-markup”’ in the 
face of today’s spiraling operating costs. Find out about Norge’s answer to this 
battle of attrition that is being waged against dealer profits. You'll be 
surprised at what you'll find in that brief case! 

e See him at your Norge Distributors Merchandising 
° Conference—Feb. 8 to 11. 


And don’t buy refrigerators 
"till you see the All-New 


= 1957 NORGE 


















Don’t do anything till you’ve seen 





the shortest, hottest, most daringly 





priced refrigerator line ever to 
hit the industry. Hard to believe 
you have to see it with your 


























own eyes! 







































™ 
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Be: © is G Ee : is The Dealer Profit Line! 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicage 54, 
iWlineis. Canada: Addison's Lid., Toronto. Export Sales —Borg-Warner International, Chicago 3, Illinois 
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Look to the '57 
MONOGRAM 


FRANCHISE 


() LOOKING FOR... 





For the Biggest Opportunity in the 
| Space Heater Business! 
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@... because MONOGRAM'’s big 
line of heaters lets you meet the 
needs of every prospect in a space 
heater market. There are models for 
oil or gas in free-standing, wall, 
recess or floor installations. 

Heating capacities from 25,000 

to 85,000 BTU’s. 


@... because MONOGRAM has 
more SOLID selling features! 

Styling! Oil units operate without 
soot, smoke or odor —a MONOGRAM 
EXCLUSIVE! Low cost heating! 
TOTAL AREA HEATING (comfort 
circulation that matches most 
expensive ‘‘central’’ heating systems)! 


@ ... because MONOGRAM’s 
big new advertising promotion is 
the most exciting campaign ever put 
on by a space heater manufacturer. 
Prospects will come to your store 
in droves... and they’ll ask to see 
the MONOGRAM Heaters 
demonstrated! (If you’re interested 
in the complete details of this 
exciting, sales building promotion 
just fill out the coupon below. 

No obligation!) 





@ ... because the MONOGRAM 
Coop Advertising program helps you 
. make better profits! 


build sales. . 





ee 


Quincy Stove Mfg. Co., Quincy, Il. 
| would like to know more about the MONOGRAM 


Franchise and the MONOGRAM Heoters Please 
hove your salesman call on me Send Literature 


Store Name 


Address 

Town State 
Present Heater Line.... 

Signed..... Title... 


13-A 
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DETAILS of a 1957 electric water heater occupy Rudy Gerlinger, left 
Equipment Co., Toledo, Ohio, and A. D. Vining, White’s vice president for sales 


White Chicago Showing 


Heavy spending for ads and promotion will mark 








Gerlinger 


White Products Corp. 1957 activities. Their new product: 


a fully-automatic water softener 


New products and new promo 

took the potlight 
75 midwestern distrib 
utor representatives 
recently to see the 


tional plan 


when some 
met in Chicago 


1957 line of 


White Products Corp.'s water sof 
teners and heaters. ‘The meeting 
was one of four held by White 


icross the country 
the new auto 


With cab 


automat 


he big news was 


matic water softener 


inet stvling similar to 
laundry equipment, the new unit 
has a suggested list 
$299.95 An_ adjustable capacity 
range allows from 450,000 to 750, 
O00 grain exchange per salt refill 
Salt dosage is adjustable from 4 to 
10 Ibs. per regeneration, while the 
interval is adjustable 
from once a day up to once a week 
is required. ‘The unit uses 39 gal 
lons of water per regeneration 
White announced that they are 
cheduling — the 
advertising campaign they've ever 
tried. In their plans are increased 
use of Better Homes and Gardens 
magazine, Good Housekeeping, and 
the addition of space in Household 
White will also expand 


price ot 


regeneration 


biggest consumer 


magazine 


pace im farm ind builder maga 
Zit 

W hite id manager V. J. An 
derson also introduced an incentive 
promotion for distributor It’s a 


three-level plan, with something for 


everybody at the distributor level 
including the owners, the ile 
managers and the iles force he 


both travel and met 
offerings, with the expe 
tations that top distributor execu 
tives will take the trips, and award 
the iles 


plan includes 
( h indi ( 


force with merchandise 
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travel 
nh quart rly 
for 100 percent quota performance 
The merchandise priz vill be 
awarded on the 

chased, and distributor have 
the responsibility of handing out 
the prizes 


According to Anderson, th 
incentives will be gi 


basis of unit pul 
ai 





Manufacturer Briefs 





© Borg-Wamer International Corp. 
has licensed a New Zealand manu 
facturer to produce the Norge line 
of home appliances and 
sign similar agreements in Germany 
ind Italy 


expects to 


e Electric Parts Corp., Chicago, has 
announced plans for major expan 
sion of its newly completed plant 
in Georgetown, Kentuck 


e Proctor Electric Co. has increased 
manufacturing and wareh 
cilities in its Maryland 


50,000 squar tect 


ising fa 


plant by 


e Norge Division, Borg-Wamer 
reports that more than 1600 
new dealers were signed during Au 
gust and September and that pres 
ent Norge panding 


product lines at a record pa 


( orp., 


dealers are ex 


Pitt 
innounced that it will 


e Tracy Manufacturing Co., 
burgh, ha 
ontinue to expand produ 
stainless steel sinks, 
ind cabinets. ‘The 
ized company recently 
the purchase of the Tracy 
division of the Edgewater 


tion of 
counter tops, 
newiy-Treorgan 
completed 


Kitchen 


St el Co 
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interior—tght fety lid—dry exterior 


¢New Products 


Revco, specialists in refrig- 
eration presents the Model 
CC-207 big chest freezer, 
holds up to 668 lbs. yet is 
only 5 ft. wide, smaller in 
outside dimension than many 
15-ft. freezers. Also, a com- 
pletely new Combination 
Refrigerator and Freezer. 
Nowacomplete line of chests, 
uprights and the new com- 


bination. 


*90 


fewer kilowatt hours of electricity per day, per cu. ft. than other makes tested. 


a i 





SELL 
tHe 


SETTING TRENDS 


ELECTRICAL 





CC-207 CUSTOM CHEST FREEZER: A|| fast freeze interior—central! 


nace 
spa 


¢New Approach 


Get out of the rat race and 
go to the country. There, 
you, the independent dis- 
tributor and dealer can 
breathe and live and grow. 
It’s in the countryside market 
where most freezers have 
been and will continue to 


be sold. And 


now—a great 
replacement market makes 
rural areas the best freezer 


market ever! 


room temperature test proved that Revco’s 26 cu. ft. freezers use up to 39% 


Cvecod =. 


a) |) 


IN REFRIGERATION SINCE 1938 Lv--~__~-. 
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a profit and keep it... 








REFRIGERATOR 
ill-out crisper—pull-out 
yht. FREEZER: Larger ice 
zen can dispe 


CRF-187 
frosting—giant 5 
elt ter rl 


ad fy er 
1d 


* Powerful 
Demonstration 


You sell freezers when you 
make the convincing exclu- 
sive Revco faster freezing 
demonstration. It proves the 
advantages of aluminum 
tubing bonded to aluminum 
liner to provide the fastest, 
most economical freezer ac 

tion known. Owners appre 
clate saving on electricity 


up to 39%". 





REVC 


tenor | 


AND FREEZER: PREFRIGERATOR. Fully 
helves jeep door t 


ibe 


O, Inc. 


tray 





shelt 
pull-out drawer 


depart 


WAY ft t warrant 
vay ) } warranty 


¢ Profit 
Protection 


The Revco franchised dealer 


direct mail program auto- 
matically defines the market 
and identifies you as a Revco 
dealer. Completely frees you 
from “across the street”’ cut 
price competition on your 
Revco line. The Revco profit 


protection program will mean 


even more to you in 1957 


DEALER PROFIT 
PROGRAM 


Deertield, Michigan 


I'm 


I 


‘ 
| 
I 
| 
| 
Program 
| 
| 
| 
| 
| 
| 
| 


interested in 


PAGE 


Dept. EM-27 


your Freezer Dealer Profit Protection 





i 
ed 















WORLD’S GREATEST 


N 





\\\ 


.. with Profits from 
the Greatest Line in 
Air Conditioning! 


Who's kidding who? Sure, you can shuffle off to Sumatra 
or bask in the Bahamas while the other guy picks up the tab 
BUT —you know full well the cost comes out of your pocket 


in the end. 


So sell with Admiral in ’57...and take the greatest trip of all 





...a trip to your bank with a pocketful of profits. (P.S...if 
you want to wander off to Waikiki, you'll have plenty of cash 


Sell ‘em Sam of your own to finance the deal!) 
the Admiral man, says... 


“Choose from Admiral’s short but complete 
line with models from *% h.p. to 2 h.p.” 
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TRIP OFFER: 


ends you on) 
to the bank 


(kolo) ENTIRE HOUSE: 









Admiral 2 H.P. SLIM LINE 
Window Air Conditioner with 
these Outstanding Features... 














@ Hideaway Control Panel 















































@ 4 Directional Air Louvers 



























































® Dial-Type Thermostatic Control 















































@® Designed to Fit any Window 
























































A amuiral SLIM LINE 
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WHAT CoLoR! 


AIR 
COOLERS 


Vour Dearborn representative is on 
his way now to show you and tell 
you all about the completely 

new line of Dearborn air coolers for 
1957. Watch for him he’s got 


a ‘story’ you'll want to see and hear 


lleorborn 


Bumpy Ride 
















































CANADIAN WESTINGHOUSE appliance division representatives find out what happens 
to home appliances in transit. A plexiglass-sided freight car was shunted at better 
than three times normal speed before the bracing inside began to splinter. The test 
enabled the men to detect weaknesses and to take steps to protect the appliances 
from danger and prevent dealer inconvenience. 





A Future for Independents 


Specialization is no hindrance, Amana executives 


tell annual distributor convention; independent distribu- 


tors’ specialized selling plan is outlined 


Amana Refrigeration, Inc., in 
tends to continued as a specialized 
independent manufacturer im the 
refrigeration field because “the op 
portunity never was brighter for 
the independent in the appliance 
business who can provide consum 
ers with superior products, sold by 
uperior methods of specialized sell 
ing.” ‘This was the crux of the key 
note message delivered recently b 
George C. Foerstner, the company 
executive vice-president, at the an 
nual distributor convention 

loerstner also reported that 195¢ 
has been the company’s best year 
in history 

(An organization and plan for 
independent distributors was blue 
printed at the meeting by vice presi 
dent and assistant general manage 
Walter A. Wendler and general 
sales manager J. A. Rishel, Jr. Spe 
cialty organization wa recom 
mended as the most effective wa' 
to sell in Amana’s three different 
helds: food plan ippliance tor 
ind builder ile 

Field Specialists. Also announced 

vere plans to broaden Amana 
program of field specialists to a 
ist dealers and distributors in or 
ganizing and executing specialty 
elling programs. Builder specialist 
ind air conditioning specialists will 
be assigned to the field on a zone 
basis paralleling the present staff of 
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food plan zone sales specialist 

Sales manager Rishel termed thx 
market of 1957 “opportunity un 
limited.’ He said that “more and 
more appliances will be sold by 
fewer and fewer brand names.’ 

W. J. Dickinson, Amana’s di 
rector of food plan sales, contended 
that the food plan still move 
more than half the freezers sold in 
this country. This is the sales ap 
proach that has skyrocketed freez 
sales from 210,000 in 1946 to mor 
than one million in each of the past 
four years 

He also said that Amana will 
continue and accelerate its food 
plan zone sales program 

Joseph | Guertin newh 
pointed director of builder il 
urged distributors to employ builde: 


ip 


! 
( 


iles specialist to pursue the 
builder market successfully 
Merlin E. Morris, director of 
vertising and sales promotion, an 
nounced the largest advertising 


gram in the company’s history. ‘Th 
ompany will continue to spon 
the Phil Silvers Show on a |] ta 
tion CBS network and will also en 
gage in a 200-page consumer and 
trade magazine advertising hi 
ule 


l'o aid deal promotion ther 
ire promotion kits for freezer 
freezer - plus - refrigerators, Deep 
freeze units, and air conditioner 
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Makes every electric shaver better! 


Already known to millions... 
and now—the newest wonder of Waring! 


Who hasn’t heard about Shavex! It makes any electric shaver 60 and gives it all the advantages of the Waring name and Waring ad 
80% more efficient — gives a perfect shave like never before — faster vertising. You'll see the Waring Shavex in Esquire, New Yorker and 
closer, smoother. And this tiny electronic marvel actually prolong Holiday, and this is only the beginning. You'll hear the Waring 


shaver life. Now, Waring adopts this fast-growing shaver accessory Shavex sell itself on radio 


Sell Shavex and all the other Wonders of Waring — Blendors, Ice Jet, Mixor 
Durabilt travel irons — fifteen star performers that make your store the 
showcase for the very finest of all small appliances 


WARING PRODUCTS CORPORATION 


25 West 43rd Street, New York City 36 * Subsidiary of Dynamics Corp. of America 
WATCH FOR TWO MORE WONDERS OF WARING FOR ’57! 
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WALLACE JOHNSTON | 








G 


ELECTRICAL 





PICKS, PLANS....AND PROFITS 


--.. from Electrical Merchandising advertisements 


Wallace Johnston, President of Wallace Johnston 
Appliances, Memphis, Tennessee, has subscribed 
to ELECTRICAL MERCHANDISING for each of the 
twenty-five years that he has been retailing appli- 
ances, radios and television sets. The easy-going 
Past President of NARDA links his’ business 


progre to ELECTRICAL MERCHANDISING in these 
words: ‘We operate two stores, and to keep up 
with everything going on—to find out what the 
trends and changes are—we have always looked 


to ELECTRICAL MERCHANDISING for the facts and 
figures. | read the ads to get ideas to interpret 
nt , to look at and order line 
to help me in my own advertising. By getting 
the feel of the market in a matter of minutes | 
which can be used to Gut cost ‘ 


»y>myv own busine 


ave time 


Sales Training Meetings.... 
Wallace Johnston’s salestaff average 17 years with 


him. He says, “ELECTRICAL MERCHANDISING serve 

is as a sales training tool. We use its product fea 

ture pointe) specifications, newest selling tech- 

ques and sales promotion ideas to make our sale 

training meetings mean that merchandise will be 
ed 


Best Editorial Coverage.... 


lime important to Wallace Johnston, a promi- 
ent rure il Vemphi busine and civic circle 
a a leader in Rotary, Chamber of Commerce 
a on NARDA’ Iexecutive Board Hi Civic 
t ties include YMCA Board, Church Elder and 
mber of Hospital Board. Busine and social 
responsibilities require time, and he gains time by 


Klectriecal 


taking advantage of ELECTRICAL MERCHANDISING’S 
advantages: top editorial coverage combined with 
profit-proven sales ideas. Commenting on I'M edi- 
torial content, Mr. Johnston said: “Best in the 
Industry. Larry Wray is well-versed in the Indus- 
try, has his hand on the pulse of it and knows what 
the score is.”” Important Judgment from one of the 
country’s top-ranked retailers who uses editorial 
content in his constant effort for busine 
and expansion 


progress 


Your Ad Gets Read Intentionally.... 


Your advertising message in ELECTRICAL MER- 
CHANDISING reaches Wallace Johnston and thou- 
ands of other leading dealers, distributors and 
buying factors in the appliance-radio-TV Industry 
who pay to read it. The close readership your ad- 
vertising gets from these top-rated retailers and 
buyer, executives means that you can tell your 
product story to the top selective audience . a 
natural inasmuch as there is more selectivity in 
elling today. The coverage and penetration your 
advertisements achieve in ELECTRICAL MERCHAN- 
DISING match your market potential, 


Buy More “Reach and Read”... 


Audit Bureau of Circulation figure how that 
IeLECTRICAL MERCHANDISING’s paid circulation j 
the largest in the apphance-radio-TV Indust) 
Your advertising dollar buys more “reach and 
read” when it goes into EM. So, cut distribution 
costs while increasing your sales and parallel your 
field selling set-up by advertising in IXLECTRICAI 
MERCHANDISING, 


Merchandising 


Alone wil! cover the market Alone 
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THE YEAR TO COME 





Prosperity Prospects 


I'he heads of several appliance 
I i ! us d it 
titi p! j pect 19 
j i ig these we Phil 
( } } dent Janne Vi , 
n (il j Refrigerato ( 
pi le if J Cuib it | iit 
We ti ise ble ty ( p 
ident G 1A. I 
Coil " edicted ' 
ner i 1 1Y i] " i 
Opal olume , 
ent higl 1 19 th Th s+ 
leve 
pK ih j ! 
Dusit ih j n tit 
market ft | tel ind ip] 
int dust W i ! n 
na ii ith ft t th ! 
th nt ind rin pl 
perit thire nh 19 KIT 
’roduct ia ut 
nm 4 ly it 
19 if ut th vill na 
cached in 195¢ j 1d Unit 
product j ll remaim high I 
t 1 | popula if f iu tal 
ind the tren 
toward ct i the hom 
Ho t] | hom f ( 
ill | | ed 
hich t i sma margin ! 
proht 
Skin thie wees? gain 
1%) mn th held f mulita 
lustrial electron 
? Westinghou ile in 
i etting a new record a » g 
ult ! worou plannin pro 
nmin inl prom mon ww 19 5¢ 
i tation t 1 het 
| } ill it t 


650,000 Disposers 


Phe 650,000-unit mark for 
bave cdi posers | predicted fi i 
by Bertram Given, executi 
pre ident { Waste King ¢ Or] 


manufacturer ot hou 


! itt 
Cordaiine il ra bape iT " Ih 
higure \ kd be | pel ent o th 
re ra hed in 1956 bhe unit 
{ 1 j ited vill ta pl 
matel I ir nat retai 
‘ CX} t ile oft 
ist t a 
t if hy edin 
i t th ich | 
furat tf th potenti 1 
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mn in ! ider-the yun te 
it tand la t 
i Ih I ims tf ha 
a ed almost or t of th 
pe A t il} | t 
pecome the first manutfact ( to 
ell its one-millionth unit 
Ihe avera retail pri I | 
pOSCT ha dr ip] 1 ft f 


| tap I 
if il} 1) ct ii | ; i ain 
to John Ee t Orr, p t of 

QOKRadio Industri In 
Orr points to the 195/ i ( 
| fh i npan i ind 
t r th ! min market f 
t ind tape wader 
her il two tactor in pa 
ti i mich ill contribute to th 
Vili Lise f tape recordet mn 
t] hom Orr said One ot the 


is the increasing use of the budget 


mcr hy ind ny 


tap rders. The other is the vast 
inipre ment hich manutactu 
ha nade in their machin 

Phere re other factor hi 
mtiued Ihe advent of st 
phon ound has done more t 


viden interest im tape recording 
than anything in recent years. Mor 
manufacturers are turning out ster 

quipment for hifi fan Ik ded 
tape too, are rapidly pre-empting 
th held trom di Mor ina 


more music fans are turning from 


il to tape 


hould tram the ilesmen im the 
yperation md servicing of tap 

order He cited articles in deal 
that dealer 
promotional ef 
orders thi 


Ipation f an expanded 


ublications indicating 
pe tt ) put mor 
fort behind tape ree 
irin anti 


market 


Washers Ahead 


Refrigerator vill jump back t 
million units m 19 but 
utomat i her vill keep nt mit 
ith a total of million ile 
Ih Va thr predi tion mad 
ithy by Judson S. Sa pre it 
f N | i ) \\ " 
{ | 
Sul j | that i ist | 
t il han 
r if , 
{ if tomat r 
’ , 
t in uiltin ran | n 
1) I nd, Wil Th 
t units tf t th 
Next Sa ntinued 
' 7 ' 
; \\ ; 
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tt f ' 
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“Icircle’”’ Action 









ServelO 


J a icircles Pave rucde yu en 
> AMUMM ELLE 


METROPOLITAN UTILITIES 
DISTRICT ~ i723 Haney st 








SERVEL display in Omaha is 55 feet long and features the automatic action of 


making ice cubes, or “‘icircles,” as Servel calls them 


icteristi or or ompetith Lehman based hi pl aiction on 
Dusan in which an alert, f{ the most enthusiastic a eptan 
noving distributor-dealer organiza ever given th ompan new major 
tion is a must. Communications ar ippliance ling 


ind these davs we 
+-hour merchan 


istly unmproved Lehman also told of a multi-mil 


have le than a lion-dollar modernization and ex 


dising jump on competition pansion program in olving Frigid 
Sayre contended that the econ Lire fi Dayton, Ohio plant 
omy 1s healthy; that the consume Phe program includ onstruction 
is more feature-conscious than ever of new buildings, improvements te 
before; and that the consumer } old one ind the installation of 
more sensitive to the advantages of new production equipment 
low ituration ppliance uch a Lehman id demand for 19 
the automatic washer and drv hrigidai product i runnin 


ihead of production at this time 
In addition to the increased in 
estment in Dayton 
- erat 1 Te i) J CX { Ol i 
1957 Optimism ations are being expanded on 
MOpaA lit rviaalre 
Ihe future is bright for Ir ipphan ind 
rding to Herman I. Leh ition products are being made or 


hief executi embled in 15 foreign 


| rl ricaire Op 


household 


ommercial reftrige 


ompan ountri 





The Cold Facts 





- 


TOP OF THE LINE refrigerator, a 12.5-cu. ft 
by W. ¢ 
left, of Hennigh’s, Inc 
Salt Lake City, Utah 
1957 line in Chicago 


“upside down” model, is demonstrated 
Johnson, center, Admiral Corp.'s vice president for sales, to W. H. Hennigt 
Wichita, Kans. and R. T. Reese, BCM!I Wholesale Distributors 
Distributors were catching their first glimpse of Admiral’: 


They found two-toned interiors, straight-lined styling 
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MILLION DOLLAR PLUS CAMPAIGN 


NAL MAGAZINE ADS 
PAM * NATIO NOW READY FOR RELEASE... TO 


NATIONAL NEWSPAPER SOFTEN UP CONSUMERS FOR YORK’S 
AND CO-OP ADS AGGRESSIVE DEALER ORGANIZATION 


York Dealers! Watch for the big mass market pre- 
RADIO—TV—OUTDOOR sell York is throwing behind you in 1957—with na 
tional magazine messages in Saturday Evening Post, 
Better Homes & Gardens, House Beautiful, News- 


‘. ev int MGS week, This Week Supplement, many, many more! 
= 
SELLI , 
NG TOOLS AND DISPLAYS York Dealers! Be on the lookout for powerful sup- 
MERCHANDISING—DIRECT MAIL port in your own trading area . . . in the form of a 
* complete new array of sparkling ad mats, radio and 
. TV spots and outdoor advertising! 
York Dealers! Get ready for the most complete mer 
e chandising program yet offered to air conditioning 
) dealers—sales plans, selling centers, displays, sales 
literature for your place of business! 


s 


> “6 
X Better Check That York Franchise . . 


it's the big one in ‘57. It can be the spearhead for 
the best profit years you ever had. Find out about 
the “Fabulous Furlough,” a plus pay-off you'll really 


like. Call your York Distributor today or write Bob 
Cassatt, Manager Sales, Commercial Division, York 
Corp., York, Pa 


refrigeration 


Your FUTURE and FORTUNE Now Lies With York ! air conditioning 


(R) 


York Corporation, York, Pa., Subsidiary of Borg-Warner 
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REALLY 
EASY-T0-CARRY 
BIG-SCREEN 
PORTABLE TV 


“ 











MORE SALES-FASTER TURNOVER-WITH THIS NEW 169.95 PORTABLE! 


New shorter RCA ‘‘Silverama’’ 110-degree picture tube puts a 
bigver screen in a smaller cabinet! Here’s a set that will sell 
on demonstration. New smartly styled compact design gives you 


selling features that put you ahead of the competition 





in the zooming portable market! Take a good look—then 


New shorter picture tube makes it 
sible to cut inches off cabinet 


reach for the phone, Stock it—demonstrate it—you’ll sell it! shied seats 
Call your distributor today! 


xtra. 
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17” overall diagonal 
150 square inches of 
viewable picture 


SMALLER HERE 


RCA Victor Ensign. Model 178709. $169.95 


FEATURES LIKE THESE WILL MAKE THE RCA VICTOR ‘ENSIGN’ THE HOTTEST THING IN PORTABLE TV 


Ea a 


Full-size V-type telescoping anten Powerful cascode tu Luxury lu vagege _ le ather handle Smart two-tone color combinations 
} ' é er an f right in in he trend 
erfectly re hely nake th dern color tyling. Kneaign 


RCA VICTOR &%. 


& gold 
N OF AMER 


EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TV 
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$150-Million Suit 


Philco charges electronics “monopoly” in anti- 
trust suit leveled at RCA patent pool; company names 


four other manufacturers, asks treble damages 


( p. hied suit i | burth i ion VCI Mia 
Philadelphia, January 14 iarging that “‘the entire field of 
ainst “monopolistic practices | lectronics has been divided among 
the operation of the KCA patent the conspirators, who enjoy monop 
pool m radio, television and othe olies in their 1 pective industri¢ 
phia es of the electronics industry nd that, as a result of these mon 
Ihe 60 pag omplaint leveled poli competitive res rch and 
es at Radio Corp. of America evelopment has been hindered 
(seneral Electne Co Amenican osts have been increased, and the 
lelephone & l'clegraph Co md number of manufacturers having 
two of the latter ubsidiaries, ‘Vhe t! necessary facilities to carry out 
uit harged the hve compani vernment research, et has been 
with violation of anti-trust law muted 
Westinghouse Electric is listed Philco also charged that “RCA 
1 co-conspirator in the t, but versistence in offering its color tele 
: 2 i defendant is10nl ct ror ile cle pit the 
Vhileo is asking for $1 mil t that they are not perfected 
trebl damage harging that ubstantially lessened Philco 
n Apnl 29, 1946, David Sarnoff iles of black-and-white 
then pre ident and board chairman RCA lost no time in denying 
of RCA, secretly intervened to pre Philco’s charges 
nt G-b from executing a royalt Che obviou purpose and intent 
free cross-license on patents with f the litigation,” the company said 
Philee was to throttle the development 
Ihe complaint also charges RCA f color television by reiteration of 
th compelling Philco to sell it infounded charges The RCA 
television broadcasting station in icense to Philco expired as of De 
Philadelphia, WPTZ, by threaten ember 31, 1954, and since that 
ing to take away its affiliation with time Philco professed to be negoti 


the NBC network On December 
t, the Justice Department filed suit 


iting in good faith with RCA for a 
enewal of its licenses under RCA 


wainst RCA and NBC illeging patents which they are currenth 
that they had conspired to obtain ising, including those used in color 
television stations in the nation’s television.” 

biggest citi NBC was accused I'he RCA spokesman also said 
f using pressure to acquire the that “only RCA has had the cour 
Philadelphia station in a trade deal ind faith in color television to 
with Westinghouse Broadcasting pend $100 million in pioneering 


Co. to whom Phileo had sold th id development to bring it to th 
tation \m aL 





Design Award- 





AWARD for 1956 ‘Design in Hardwoods” goes to Motorola's director of design 
Herbert J. Zeller, right. Daniel MacMaster, director of the Chicago Museum of 
Science and Industry, presents the award, won for the design of the company’s 
combination television and hi-fi phonograph 
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COLOR TV 





The network schedules of color television for the month of February in- 


clude the following programs: 


FEB. 1, 3-4 EST, NEC NBC Matinee Theater 

FEB. 1, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 1, 10:45-11 EST, NBC——Red Barber's Corner 

FEB. 2, 8-9 EST, NBC——Perry Como Show 

FEB. 3, 7:30-9 EST, NBC Ruggles of Red Gap,”’ Musical Spectacular 
FEB. 3, 9-10 EST, NBC—The Alcoa Hour, ‘‘The Big Build-Up 
FEB. 4-8, 3-4 EST, NBC— NBC Matinee Theater 

FEB. 4, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 4, 8-9:30 EST, NBC—Producer’s Showcase, ‘“Mayerling 
FEB. 5, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 5, 8:30-9 EST, NBC—Nooh’s Ark 

FEB. 5, 9:30-10 EST, CBS—Red Skelton Show 

FEB. 5, 10:30-11 EST, NBC—-Break the $250,000 

FEB. 6, 3:30-4 EST, CBS—Bob Crosby Show 


FEB. 6, 9-10 EST, NBC Kraft Television Theatre 

FEB. 7, 10-11 EST, NBC—Lux Video Theatre The Undesirabk 
FEB. 8, 3:30-4 EST, CBS—-Bob Crosby Show 

FEB. 8, 10:45-11 EST, NBC—Red Barber's Corner 

FEB. 9, 8-9 EST, NBC——Perry Como Show 

FEB. 10, 3-4 EST, NBC——-NBC-TV Opera Theatre, ‘‘La Grande Breteche”’ 
FEB. 10, 5:30-6 EST, CBS——Boing-Boing Show 

FEB. 10, 9-10:30 EST, NBC—Hallmark Hall of Fame, ‘’The Lark’’ 
FEB. 11-15, 3-4 EST, NBC NBC Matinee Theater 

FEB. 11, 3:30-4 EST, CBS——Bob Crosby Show 

FEB. 11, 9:30-10:30 EST, NBC—-Robert Montgomery Presents 
FEB. 12, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 12, 8:30-9 EST, NBC——Noah’s Ark 

FEB. 12, 9:30-10 EST, CBS—Red Skelton Show 

FEB. 12, 10:30-11 EST, NBC—-Break the $250,000 Bank 

FEB. 13, 3:30-4 EST, CBS——Bob Crosby Show 

FEB. 13, 9-10 EST, NBC Kraft Television Theatre 

FEB. 14, 10-11 EST, NBC—-Lux Video Theatre 

FEB. 15, 3:30-4 EST, CBS——Bob Crosby Show 

FEB. 15, 10:45 11 EST, NBC—Red Barber's Corner 

FEB. 16, 8-9 EST, NBC——Perry Como Show 

FEB. 16, 9-10:30 EST, NBC——-Emmy Awards Nominations 

FEB. 17, 5:30-6 EST, CBS—Boing-Boing Show 

FEB. 17, 9-10 EST, NBC——The Alcoa Hour 

FEB. 18-22, 3-4 EST, NBC-——Matinee Theater 

FEB. 18, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 18, 8-8:30 EST, NBC The Adventures of Sir Lancelot 
FEB. 18, 9:30-10:30 EST, NBC Robert Montgomery Present 
FEB. 19, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 19, 8:30-9 EST, NBC Noah’‘s Ark 


FEB. 19, 9:3 EST, CBS Ned >keltor now 
FEB. 19, 10:3( EST, NB Break the $25 00 & 
FEB. 20, 4 EST, CBS—Bob Crosby Show 


FEB. 20, 8-9 EST, Cl Arthur Godfrey Show 

FEB. 20, 9-10 EST, NB Kraft Television Theatre 

FEB. 21, 10-11 EST, NBC—Lux Video Theatre 

FEB. 22, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 22, 10:45-11 EST, NBC——Red Barber's Corner 

FEB. 23, 8-9 EST, NBC——Perry Como Show 

FEB. 24, 5:30-6 EST, CBS—-Boing-Boing Show 

FEB. 24, 9-10 EST, NBC——The Goodyear Television Playt 
FEB. 25-28, 3-4 EST, NBC-—NBC Matinee Theater 

FEB. 25, 3:30-4 EST, CBS——-Bob Crosby Show 

FEB. 25, 8-8:30 EST, NBC—The Adventures of Sir Lancelot 
FEB. 25, 9:30-10:30 EST, NBC——Robert Montgomery Presents 
FEB. 26, 3:30-4 EST, CBS 30b Crosby Show 

FEB. 26, 8:30-9 EST, NBC——Nooh’s Ark 

FEB. 26, 9:30-10 EST, CBS—Red Skelton Show 

FEB. 26, 10:30-11 EST, NBC—Break the $250,000 Bank 
FEB. 27, 3:30-4 EST, CBS—Bob Crosby Show 

FEB. 27, 9-10 EST, NBC—Kraft Television Theatre 

FEB. 28, 10-11 EST, NBC——Lux Video Theatre 


use 
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who's hit a new h e 
] 












Hard to believe, but it’s true! 





Only EASY has an Automatic Washer that 
looks like, and out-performs others costing *100.00 more! 








e new Central Control timer dial e modern 2 rinse-temperature dial « full 9-pound family load size 


e 3 wash-water temperature for any fabric e powerfully gentle EASY-agitator action e lifetime porcelain top 


See the “high-cost-looking” EASY CAVALIER 


one of 4 new automatic washers cone premiered 


— oe oe oe a > eae 


EASY LAUNDRY APPLIANCES—Division of The Murray Corporation of America © Palmolive Building © Chicago, Illinois 
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PROMOTION 





No Effort Involved ... 


. in managing the home of 1976, says Frigidaire 
head as he tells of film depicting the housewife’s dream 


in imaginative full-color cartoons 


ihe home of 1976 will lack the A HOUSE WITHOUT EFFORT is conceiva 
ideget of housework and the ble by 1976, according to “Living Un 


notonous parts of meal prepara limited,’ a Frigidaire film in cartoons 
hon lhe homemaker wall be ible and in color 
t it down and pr buttons for 
dividual foods o e menu cards 


pecifying the number of servings 


wv cach meal and the time the first 


f 
yur hould appea Speciall 
ikaged fresh and frozen food 
ill be heated and served auto 
vaiticall it the ippointed hour 
Nleal selection will be changeable 
er the telephone 
Dhese are among the prediction 
t Herman | Lehman ice presi 
it of General Motors and head 
f brigidaire vho declare Ve A 
n the threshold of a new era of 


From her desk in the kitchen, the home 
maker may talk over her problems with 
her husband on the television tele 


uproved de es that will make phone 
the | i ! ipl inf pla 
Lehman i hi ol mization la 
cad oft cntist ecngimect 
ie if work on i! I cle 


Wall Bed Among other featu 
t the home of 19 is depicted in 
hilin released b hy 
in au-cushion bed which inflate 
t comes out of the wall bringing 
tl ta fresh. di po ible ilk-tex 
| paper heet 


\ radiant heating panel r as he travels home and listens 

ed above the bed makes blan ympathetically in a radar-gquided 

be unners - non the lest motorcar, $0 easy to drive that he can 
het mines eve 0 COO 


read a newspaper 


iehit md an overhead TV mon 
tor permit mother to keep in eye 
i the children in the next room 
Ihe television telephone make 
possible for the homemaker to 
the groceries as she orders them 
ind to see and talk to her husband 
he reads the evening new paper 
hile nding home from work im hi 
dur guided motorcar 


\ pecial closet like device dry 


ms jurors dirty play clothe 4 
ile yumior himself is washed im a : 
ldlv-detergent “fog shower fo) or she can set up the entire family’s 


d by a spray of atomized emul meals for an entire week in advance 


j just by pushing a few buttons, and 


md warm am blast for 


i 


1976 Dishwasher There is a 
hwasher  employin Tine 
xl waves to clean, rn an 
{ | clishe id oa 1 
h without thing hot 
Lh md oth na 
lin | icl I 
Lh io -miinut ! { 
t entitl i Un 
' i th | I 
ing t I 
I ons sheets, linens, dishes, and utensils 
1 from the ¢ Mot may be of throw-away materials that 
I GM 1 | go into an all-purpose disposer thus 


lightening the cleaning load 




















SCHEDULED MEETINGS 





OPERATION HOME IMPROVE- 


MENT 
Ist National Home Improvement 
Congress 
Tucson, Arizona 
Feb. 1-2 


WESTERN WINTER RADIO-TELE- 
VISION & APPLIANCE MARKET 


Western Merchandise Mart 
San Francisco, Calif.—Feb. 4-8 


EDISON ELECTRIC INSTITUTE 
Electric Space Heating & Air 
Conditioning Committee 
St. Louis, Mo 
Feb. 6-8 


HIGH FIDELITY SHOW 
Ambassador Hotel 
Los Angeles, Calif.—Feb. 6-9 


EDISON ELECTRIC INSTITUTE 


Dealer Coordination Committee 
New Orleans, La.—Feb. 7-8 


NEW ENGLAND HOME SHOW 
Mechanics Building 
Boston, Mass.—Feb. 14-19 


HIGH FIDELITY SHOW 
Hotel Whitcomb 
San Francisco, Calif.—Feb. 15-18 


NAT. ADEQUATE WIRING 
BUREAU 
Wiring Conference 
Sherman Hotel, Chicago 
Feb. 21-22 


AMER. SOC. OF HEATING & AIR 
CONDITIONING ENGINEERS 

63rd Annual Meeting 

Chicago, IIl._—Feb. 25-28 


4TH NATIONAL ELECTRICAL 
INDUSTRIES SHOW 
7\st Regiment Armory 
New York, N. Y., April 8-11 


AMERICAN HOME LAUNDRY 
MFRS. ASSN. 
Annual Meeting 
French Lick, Ind 
April 14-17 


U. S. WORLD TRADE FAIR 


New York Coliseum 
April 14-17 





“Kitchen Call” 


Cabinets and built-ins will get third annual plug 


in U. S. Steel promotion slated for May; early trade 
paper push will spark campaign 


Kitchen Cal vill boost steel 
kitchen cabinets and built-in apph 
inces for the third year May 8-22 
Svmbol of the United States Steel 

notion is a woman with a high 

hat carrying the slogan, “Call 
! i Kitchen Styled in Steel 

bel Isto ind new papel will 
bring the me iwe to consumers. In 
ddition, U.S. Steel is offering con 


mec i free Kitchen Plannin 
Book and a listing of steel kitchen 
quipment dealer Ihe listing will 
ntain the names of all dealer 


vho  imdividuall request a free 
Kitchen Call promotion kit It 
vill list cities and the brands of 
| built-ins they sell 
leatured in thi cars consume! 
wivertising 4 1 quiz Can You 
Kitchen P Phi lest Using 
toon illustrations, the 1LO00-lin¢ 
T Wl run m= | newspaper 
vlich cover U.S. Steel Hou 
narket 


tecl cabinets ane 


U.S. Steel Hou ommercial 
n the promotion will reach 20 mil 
on view! Twice 1 Ma § and 
ili On Na 
Prade Papers. ‘Trade paper acti 
vill begin ( irl ith idl 
| for 9 trade pap during th 
four months p to the prom 
tion. In additi V1 kit of 
tori mater Mie fisin 
1] ft t tn 
il tl | j 
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tailers can obtain point-of-sale ma 


terial 


U.S. Steel will also direct mail 
to 10,000 retail merchants and di 


tributor 55 manufacturer 2501 
banks having consumer credit de 
partment 2500 ga ind electri 
OMmMpanics, | U.S. Steel Hour 


I'V stations and 1500 newspaper 
U.S. Steel hop for tie-ins bi 


nanufacturel distributor ind 

lealers, n paper television sta 
i ' 

tion bank ind ga ind electri 


ympani All who participat 
| encouraged to use the Kitchen 


Call mi be nd slogan in 
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If you've got a premium that’s going to appeal to women 
without involving a size inventory problem — 
shoot me the details and a free sample so | can 


test its traffic-pulling power on my wife! 






what’s the 


deal? 
mail 


To: Parker H. Ericksen, Easy Laundry Appliances 
Division of the Murray Corporation of America 
Palmolive Building, Chicago 11, Illinois 


this ADDRESS 
coupon eee city STATE COUNTY 


... get the details! 


MY EASY DISTRIBUTOR IS 


Please accompany coupon on your business letterhead or in company envelope 
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EDWARD J. HURLEY, Detroit Edison Co.'s director of residential and rural sales, 
addresses the Live Better Electrically Women’ 
Beach Hotel, January 10 and 11 
Edison Co. and Ted Churchill of EEI 


s Conference at Chicago's Edgewater 
To Hurley's left are Marion E. Ryan of the Detroit 


Women’s Role 


Live Better Electrically Conference highlights 
home service women as a sales power, calls for more 


of them in the field, coordination of activities 


The first Live Better Electrically The two-day meeting, sponsot 
Women's Conference was held in by the home service committee of 
Chic igo January 10-1] Lhe im KEL. marked the first time that th 


portance of the home service wo clectrical imdustr Nha 
man as a sal power in the re ened ft pool lea i 
dential field was highlighted omen TRILL Te cdinat 
kdwin Vennard " pre ident t tie f ly th 
mid managing direct f hd " 
hlectne Institute, hailed home sen 
ee yomen representing utilitic 
manufactures ma trad issoclia . 
Hons as major selling influences for «NeW Literature 
clectrical kitchen incl laundrie . \ illet fold viiicl 
home hehting, and wiring trate Wi olor th full Mitch 
Marvy Webber, residential rhit Vianutacturme Co. line of air con 
mg pecialist for General Electric litiones md also tha i track 
(Lo Cleveland illed for more ilculator is beim distributed 
omen to cnt thi home hehting ipp lian dealer ly t Hpan 
ile field Corrosive ontrot and 
L here i i lotiat plac for Car-around nat i 
men m= sell home wiring tems are discussed in an heatn 
brane \nmnuin tor of educa nad al nditionin kict 
tion and promotion for th Na pal d | tl Permaglas d \ 
t ial \deq rate Wir Bu iu () Smith ¢ rp \ cop Wn 
idded Hlousew ftten pret ibtained | riting to tl 
talkin t moth man a in Kankal Hl 
T TT th kn hy il Better Homes @ Gard 
tulk im non-tech t t Home Furnishings [deas book went 
iderstand n sale Januar | The )2-pa 
( linat t I i DL f | th vhuntic t 
| bh KEI § Prom decoratin ind furnish ) 
t 1 Calendar, Nat il blectrical lom It will retail for S| 
Week House] | Better A new edition of the RCA K 
lh lectrica Th Bett Light, ceiving Tube Manual d 
Ketter Sight Wnpaign VCTe panded ind brought up-to-cat 
p TT { ichieve has been prepared by the RCA tub 
{ ile et the home livision, Copi may be obtained 
ce hel from RCA tube distributors or b 
a oo lont nan ending é¢ to Commercial En 
iver of Union Elect ( tM neering Lube Division Radi 
un, u 1 int lust ordina Corp. of Am 1, Harrison, N. |] 
hon te erve tl nd mal of \ booklet entitled Important 
omen if t Facts About Porcelain Enamel 
230 


. Kit we aie pon Tax Handbook 


A Standard Handbook of Busi 

ness ‘Tax Techniques, prepared by 

Standard Pub J. K. Lasser Tax Institute, is avai! 
by subdivision ible from the McGraw-Hill Book 
Electrical Mfr Information Service, 327 W. 4lst 
New York 36, N. ¥ 


in-Standard to its distributors and 


More than 


. ;, 
tions developed 


National 


Assn. are described in a 17-page St A month! 
booklet available without charge ipplement The Lasser Busine 
from NEMA’s headquarters, 155 I lax Techniques Letter, report 
4th St.. New York City | New hang ind rulin that ofter t 
York menents or re e fresh plan 


| 


On Television and... 





- 


LIVE BETTER ELECTRICALLY’S closed circuit telecast took place January 30. Here, 
Mark Daniels, producer, discusses the preliminary script and camera angles with 
TV stars Gisele MacKenzie and John Daly. The program reported on first-year 
accomplishments and outlined plans of action for 1957. It was piped to 60 cities 
and seen by some 35,000 businessmen in electrical and allied fields who had 
gathered especially for the event 


in the Newspapers 
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Hock briaer County News 


a 
A 
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acess re wre 
arent ay ey ANK \ Va 

ver ASTLAND Times 
/ ‘ —_ 


‘ 


Londoun Times. Micror 


che Mexandria wets 
P r @ Be fleet ally tre 


‘OWS JP Lit bry . 
“UMA Keema = A 


. -_ 
THE RICHMOND NEWS LEADER comme ie 
tae ’ “ay 
<A 
’ 4 Yne Ls 


~- 


- ow aw 
HERALE MW PBOGRESS 
Veurs- Wrra/) ‘ 
: . s , ot : 
nas Suez Canal Avea Gh C2 alee Sows 
W Poarws Downed z Pee 


0 SR la, *s2ae me => -- 
Alter Cain OF targt Anece fog To Une Bete Entel sa Boaad wan \ 
FALL PROMOTION of Live Better Electrically by Virginia Electric & Power Co 
resulted in participation by 56 weeklies and dailies. All of the 56 special sections 
appeared during the first week of November 
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Promotion Briefs 





eA, ¢ 
t Pfatt Cwihg ma 


| 
i two-fold incentive 


dealers. ‘The plan fe 
vings bond ind 
olicie vith th 

, ° distribut 


ders | ral ra 


I specialized 


uded are oftel 


Weber & Co., d 


e The “Spring Selling Spree 


reatur 


ion In 
of Daz Ice 


ushers free with Mixablends and 


t covers with lai jutomatic 
ing pan l'wo lozen 
ils are also planned, giving 1 

tailers thirteen for DI of 

twelve on purchases niversal 

Steam ’N Dry Iron toasters 

® General Electric table 

ipphiance department otte 
f six new seasonal displays form 
ng a January-through-Jun¢ li 


play-a-month” packaged promotion 


Designed to combine 


ture, window card 
ces. = themselve 
includes mat 


osts S$] 


Tie-Ins 


lie-in = promotio: 


planned between 


} 


I 1undry Appliance 


by Brother Sewing 
Caloric sto vl 


ttered a priz 
Mojud Treasu ( 
Ihe Princeton-] 
? 


\ t MM 
i] I 
brat r 
1 
) ien 
f i 
Ii t Yea 
lent Eisen 
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t ( Dry ; 
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} f 
t ! 
rk | 
\Jperat Nn | l 
the expan n ort 
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Star-Gazing 


it 














“LOLA GETS WHAT LOLA WANTS.” Lola is Sherry O'Neil, star of the road show of 
“Damn Yankees.” Sherry is telling Arnold VerLee, Easy Laundry Appliances execu 
tive, that every girl wants an easy washday. She is leaning on Easy’s 1957 washer 
dryer combination 


$5.9 Billion in ‘56 


RETMA’s Baker reports 15 percent radio-electron- 
ics-television industry gain in 1956, sees things 10 percent 
better in 1957 


Bit radio-electronics-tel rT Phono raph 


registered a | yy 


particularly hi-fi 
hould continue to be in good de 
rowth in 1956 and can expect t mand 


industi 


mcrcas mother 10 pe! cit ili Looking to the future Bake 
1957 ording to Dr. W. R. G concluded thie racio-electronic 
Baker, president of the Radio-I*] television industry seems assured 
tronics- Pclevision Mfi \ssn of a constant, vigorous growth 


Baker said, in his year-end stat 
ment, that th industt will 


Another REEMA poke man 
meanwhile, told the U. S. Cham 


proach the $5.9 bilhon ma of Commerce that ‘the greatest 
1956 im terms of production al tric this year were made in in 
i When distribution, servicing dustrial and military electronics al 
nd broadcasting revenu though radio receiver ile rose 
idded, this figure near 12 billion harply in 195¢ James LD. Secrest 
faker noted, how r, that t the association's executive vice pre 
ion | ( production | dent, added that the entire incom 
ff. N rthel more than ) of the electronic indust 
hon ts wer ld, makin ) reach $22 billion by 196 
f the hest fi ( inf Ile also iid that th it] 
n production histor for 19 that at least anoth 
Bs ted that t n million black-and-white t 
1\ if f tof t ision receiver vill be made 
t 1 hi ( | 1\ id and that color ‘I'V set sal 
( hooth total several hundred thousand 
Stabilization. Stron npet Earlier in December, the a 
t | rT | ed t 1S] tion asked Congr to reine th 
fion mn ¢t! T Comsurn M xcise tax on all-channel televisi 
t nponcnt 1] eceivel md color ‘TV nad to 
that though th i tt duce the pre ent 10 pel cnt tax 
the indust th few i | ind ¢ m sets in halt 
th t if tT t Ha b i 
i] indust le Stabilizat 
\ | ht } 1) Chi F . 
one ee Ser eae: icago Fair 
ent over 19 Car radio n ti Westinghouse Hotpoint 
ther hand, declined percent Sunbeam ill be among the e 
Portable een ica } tl hibitor it the ¢ hicagoland lair 
f} { +) pe it in 1 busine industrial, and cultur 











exposition slated for the city 
Pier next June 28-July 14 
Ihe fair, sponsored by the A 
of Commerce and Industry 
feature five miles of exhibits ar 
pageants saluting Chicag H 
dreds of companies are expected t 
display their products and sery 
Attendance is estimated 
po ible 500,000 persons 





Association Briefs 





e ORRadio Industries, Inc., (©) 
lika, Ala., manufacturers of | 
ing and video tape, has bec 
firmed as a general member 
Institute of High Fidelity MI 
Phe Elektra Corp., New York Cit 


was also admitted as an associat 


member 


e Ken Stucky of Stucky Bros, It 
Wayne, Ind., has been appoimted 
chairman of National Applian: 
Radio-T'V Dealers Assn.’s 195 


nominating committee 


e The National Electronic Distrib 
utors Assn, has increased its mem 
bership by ipproximately 24 per 
ent m a drive climaxed by it 
September Membership Month 
Several chapters virtually doubled 


their membership 


eH. Thomas Hallowell, fr., p: 

ident, Standard Pressed Steel Co., 
Jenkintown, Pa., has been re-elected 
sresident of the American Stand 


irds Assn 


@ Directors of the National House 
vares Mfrs. Assn., Chicago, hav 
voted to refund 25 percen! ot 
exhibit fees to exhibitors in the 
NHMA National Housewares sum 
mer show held in Atlantic City in 


Jul 


e 3. J. Hank, pr ident of Conion 
Moore Corp. and 1956 pre ident of 
the American Home Laundry Assn 
has been reelected association 


dent for 19 


@ Newly elected direct t the 
Vacuum Cleaner Mf Assn. are 


dward | Mulherm president 
Birtman lect Co (Chicago 
John A. Ke mper © president 
ycott het Co., Cleveland i 
Paul Bog president, E 

( n \ k Cot 
eQver 40 manutactury 
oth Rad li lectronu lel 
Mit Assn. membe ind 

nbel re part ipating 
Ha town, Md., educational t 

1 project I he ten 

mate] + ) pupi 


© Ihe National Alliance of | 


m & Klectronic Service A 
warded their 195¢ bh riend 
SETVICE Management ward t 
CRBS-Hytron. clectron tube ) 

t ( 
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Ml New Norelco Speedshaver. [he 
world's greatest shaver — 25% faster—the new 
1957 Norelco Speedshaver with power-plus. The 
same distinctive design, tested Rotary Action, 
gentle touch, that have made the name Norelco 
synonymous with precision shaving the world 
over —but with extra power, to achieve more 
efficiency, at the same price! Dollar for dollar, 
this is the biggest bargain in electric shaving 
history . added incentive to make 1957 your 
biggest Norelco year yet. $24.95 retail. Model 
$C7830. AC/DC 


if 


ag New Noreico Sportsman 
-the famous utility shaver af a new low price! This 
amazing shaver works on batteries or plugs into a 
car lighter, comes in a new plaid wallet. Now only 


$24.95 retail. Model SC7777 


HERE'S WHAT NORELCO WILL DO TO 


Magazine advertisements—opening with Look spread 
on sale February 19, followed by full pages and spreads in 
Life, Look, American Legion, Time, and Saturday Evening Post. 


Big national radio campaign — wil! reach millions of new 
prospects for Norelco. 


Spectacular point-of-sale aids—window displays, hard- 
selling counter cards and other sales help to work for you! 
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with the fastest “Speedshaver” ever! 


Norelco’s new line of Rotary electric shavers is the hottest news in the business 


for 1957. The outstanding shaver with world-tested Rotary Blades now 


adds power-plus performance! 








mi New Norelco Debutante 
—new, popular-priced grooming aid for the girls. 
Dusts off unwanted hair as gently as a powder puff. 
With new super-speed motor. Retails at only $17.50. 
A real sales booster. Model SC7780. AC/DC 


HELP FIRE UP YOUR SALES! 


Free advertising service—featuring a complete mat 
program, television commercials and radio scripts; yours for 
the asking under our 50-50 cooperative advertising plan. 


It means that Norelco, with its new, improved shaver line, is 
going all-out in 1957 to help you move to greater sales 
heights than ever before. It means that Norelco, with your 
help, can establish new sales records in an evergrowing field. 


It means more money in your cash register! 
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mi New Lady Norelco —Qveen of 
all ladies’ electric razors, the ultimate in feminine 
grooming. Delicately colored in Nassau pink, this 
faster-than-ever twin-header rings up bigger-and- 


better sales. $24.95 retail. Model SC7784. AC/DC 


or"! ORDER NOW... 


COMPANY, INC 


STOCK UP... 
TIE IN... 





Precision Rotary Electric Shavers 


NORTH AMERICAN PHILIPS COMPANY, INC. 
100 E. 42nd Street, New York 17, New York 


NORELCO 
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This Model House 


in Newport News, Va., attracted 38,000 visitors 
during the two weeks it was open to the public 
last fall, and it... 


Served as Showroom 
for Appliance Dealers 


who were urged to bring their own prospects out to the 


house for a first hand taste of electrical living 




















AUR CONDI TIOMNG 
0a y r Mitchell 





MAN BEHIND IDEA of o 
rite Supply He did 


howca house was Fred Christy (above of Cent 


everything possible to encourage dealer use of 


unique showroon Vario brands of appliances were used so thot every 
dealer would find at least or f} es represented. Dealers could co 
uct the ywn prospects through ho r Centralite personnel (like Chr 
below) handled den ther ef iv tor to local dealer 


It's been 


i th man t a 
i) l i ituath 
pphan deal u 
iS a Sales room 
tried successfully, he 
vport N Va. What 
ul t the first trial 
has led four mor 
thi it hedul 
It} 
is th Dramstorm 
yf { itral Su 
| New (‘h 
i | the promot 
jut rn but buil 
| | hou 
nthu t 
he Chn toph Sh 
if i opened last fa 
rsuaded the builder t 
i in ll electron 
to use it as the proj t 
He then made ai 
t local dealer and 
to use the ime hou 
entel 
the featur hown u 
wer two id light 
lectroni post light 


; 


il) Clit pe iker tet 
ithe proof outside 1 cept 
t essed lighting fixtur 
» th ing room with dimmin 
ntro] in all electric heatin 
md au onditioning tem i 
intercom with AM music in ever 
im; an electric fire alarm tem 
ithroom heater; built-in refrig: 
itor—freezer, range, mixer-blend 
Krite harpenet dishwasher in 
1 di poser, an gallon electri 
if heater ind a washer-dry 
mation Th house ha {) 
De rvice on two met 
Cent ilit LISes rie papel 
t i nd direct mail to in 
1 ul to INnSspe t the hous 
ey I vere given a previ den 
nstration of the house and wu 
ted to bring thei vn custon 
t ) the model hom 
vn i n th hou 
pen te thi publi | tw 
h ind in that tim out 3B 
pe ! ited it. Centralite 
n niesmen hand and 
refterres tho nterested to loca 
deal | nt tors tor mor 
if ; 


















Sparked by the Hottest Selling Story in the Business! 
Frigidaire Proves It’s the 


RDS iver WASHER 


WOMEN WANT CLEAN CLOTHES — 


Frigidaire RUB-FREE Action Gets Clothes 38% Cleaner 
HERES WHY — —than the average of 6 other leading 


shers. and cleanest of all. by far. Tests 
it's Built in! It's Automatic! washers, and , 



















proved it. These tests were made by one of 


LINT CHASER “sweeps lint. dirt and seu 


( ( ‘ ‘ ‘ | 
| l i I it \ S i i I ] 1 SUTIN la 
it { ' nes iT wh j ‘ nerica re t ile nce t te t ; ”) 


CLOTHES CIRCULATOR iards against ratories under identi al conditions of time 
bunching and tangling temperature detergent and soil, using 
WATER ape smear er the : _ aad sealeen ootten fahricg RUB fi REE 
ing power 0 detergen ire clothe clown ! 

without rubbing Action is exclusive—washes cleanest of all 
LINT ExITS—through which lint, dirt and and is a power-pac ked, sales-packed Plus 
scum float down the drain—never to return, 


No filter trap to clean fon Frigicaire Washers. 


1, WOMEN WANT FREEDOM 
: OF CHOICE — Frigidaire has a model 


: for every budget 
——— ni PY == ins . 








— uperb me W Wa hers ill with such 


{ nw famous Frigidaire selling points as Rub 
——————— : 7 Free Washing Ac tion, Float-Over Wash 











= and Rinse, Rapidry Spin—and a dozen 
° more Kach one with a matching 
> Electric Dryer loaded with special 
: Frigidaire features 


























+ 
7 
ee 
ee 
i STYLING. — 
es Dramatic Frigidaire 
s Sheer Look fits in, 
es looks built in. 
= : | Square straight, trend-setting et ling, the Sheer Look fits in 
: : a sag ' - . with tandard cabinets Here are freestanding appliance » that 
e e vive a custom planned look vithout cu tom planned costs. Five 
: : tlamorous colors, ine luding the exe iting new Charcoal Cray 
. 7 
s 
. 
o 
* 


And the Biggest Laundry Ad Push in 
Frigidaire History is Telling the World About it 


‘57 FRIGIDAIRE 


HOME APPLIANCES 


FRIGIDAIRE Division of General Motors 





REFRIGERATORS ¢ ELECTRIC RANGES e¢ AUTOMATIC WASHERS ¢ ELECTRIC DRYERS ¢ FOOD FREEZERS « DISHWASHERS 
DISPOSERS . RESIDENTIAL, ROOM AND COMMERCIAL AIR CONDITIONERS 7 DEHUMIDIFIERS . ELECTRIC WATER 
HEATERS « GAS- AND OIL-FIRED FURNACES e¢« BUILT-IN WALL OVENS, COOKING TOPS AND FOLD-BACK SURFACE UNITS 
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THESE SENSATIONAL NEW ZENITH PORTABLE TV’S 


~ RATED BEST . 












GENUINE BIG SET PERFORMAN 


even in fringe and difficult signal areas 







. ¢ 


Vice Pres. and 


Truesdell 


Director of Sales 


PERF 


itstan 








ve D1e et perf 
to introduce 
JRMANCE 
ling 17" por 





NEW 4 Porta 





rep BEST. 


bles 


eR 








View Pees 





Very truly your: 


und Dir 


MODEL Z 1512 J Lightweight 


EASY TO CARRY — 


Aluminum in Brown and Cream Colors 
MODEL Z 1510 L Lightweight we 
in French Beige 
MODEL Z 1511 B f = 
Lightweight Metal in 
Turquoise and White 


TWO WAYS 


@ Carry with picture tube 
UP for protection with 
swing-into-position 
handle... or 














@ Carry with side finger 
grip handles 





mpateé Zenith with any other portable TV 


Compare 2 SELENIUM RECTIFIERS—NOT 1} 
H 


elps boost picture voltage. Provides more 
realism, Adds crispness and clarity. 


f@ GENUINE CASCODE TUNER 
—NOT A PENTODE 
The more expensive Cascode Tuner improves 
signal sensitivity, Gives better signal-to-noise 
ratio. Insures less “snow” in picture. 
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EASY-TO-SERVICE METAL 

re CHASSIS—NOT PRINTED CIRCUITS 
To meet Zenith quality standards Zenith Porta- 
bles have metal chassis—circuitry of firm, 
expandable copper wire. Never the faulty, 
hard-to-check printed circuits. 


Compare 3 |. F. STAGES—NOT 2 
With Zenith there's no compromise with picture 
detail or sensitivity. Three stages of I.F. give 


greater picture pulling power and clarity near 
in or far from the station. 


FEBRUARY, 


UP TO 14,500 VOLTS OF PIC- 


re 
Compate TURE POWER—NOT 10,000 


The extra power behind every Zenith Portable 
TV picture means brighter performance, greater 


contrast, sharper focus. 
PRECISION-CAST ESCUTCHEON 


Compare —NOT METAL STAMPINGS 


Zenith Portables “look” like quality, “feel’’ 
like quality. 
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) SET THE PACE IN PERFORMANCE, STYLE, DESIGN! 


~ J --for over-all performance by a 


} leading independent testing laboratory 
WS \\\\h ADVANCE DESIGN IN 


NEW I7 Portables 


8) ee MODEL Z 1819 JZ in Bronze and 
, a Aes. —— Winter White; lightweight 
aie xs aluminum; Dipole antenna 
MODEL Z 1817 GZ in two tone 
he )\ Dover White and Castle Gray; 
metal cabinet; pull-out antenna 






MODEL Z 1817 LZ in Copper Mist 
color; metal cabinet; 
pull-out antenna 











SEE YOUR ZENITH DISTRIBUTOR FOR HIS SENSATIONAL 


NEW PoRTABLE TV SALES STIMULATOR PROGRAM 


IN EVERY PRODUCT = , 
ZENITH RADIO CORP. : Chicago 39 
6001 W. Dickens Mf 


THE QUALITY GOES IN 
The Royalty of RADIO, TELEVISION 


BEFORE THE 
ZENITH NAME GOES ON 
and HIGH FIDELITY 






B Sev 
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Progress Show 


lay host 
in Electrical Progress |} XK posi 
tion Feb. 9-17, 1957. 


; 


meimnati, Ohio, will p 
’ 


lhe exposi 
will be held at Cincinnati 
(jarden 


l «hibit S$ and visit to h yw 
of this type pre ented nea } 
yea igo in Cincinnati remember 


them as being vital factors in put 


ting the area ahead of the nation 
in apphance 


ituration, according 


oa Cincinnati Gas & VElectric ¢ 





oOnesman 


I he ( itl inati ] ! t i] 4 Ii 
ind the three Cincinnati daily news 
dil limes-Star, Post, and Een 
quire ine operating in bringing 
I Kk f fe tl how naking show 
ensation of Nil J}. Reed 
Hartrnias era in 

inced 

Ihe yenera Committ t 
that attendan | Kpect t 

100.000 Detail ind reset 
non for booth pa may be 


tamed b mtacting The Cin 
cinnati electrical Assn., 1106 Fifth 
Vhird Bank Bide Cincinnati 
Ooh 


Wringer Sales 


Ihe idvantage of lispla 


| ng 
vringer washer vere pointed out 
ent! ! Harold P. Bull. vice 
president of } un, Borg 
\\ ner ( | ; 
Huy] nd oan wcial report last 
itl that ! ) ten 
( ti et out t Du i 
niger washe end wu ith an 
tomatic wash 
Bull reported, howeve that 
Norge vringet vashe ile to 
dealers were 19 percent ahead of 
thi cerresponding record — ten 
months of 19 i unpared to 
in industry loss of 0. percent 


So far,” he said, “9,265 dealers 
bought wringer washer compared 


th a total of 7.00( pul haser if 


th time last cal i gain of 

percent. Clearly, th pref to 

iutomat home laund: equip 

ment has resulted in m iles for 
ringer washer And, converse] 

the dealer ells n t if 

‘ 1 he does not d " 


Utility Bows Out 


In a letter to appliance dealers 
ind distributors in Kansas City, 
Mi Karl Koerper, vice president 
if the Kansas City Power & Light 
Company, announced that the 
utility would no longer sell appli 
ance 

It Va felt, he said that the 
merchandising job can best be a 
complished, at the present mo 
ment, by retailers and distributors 
in that city 

Ihe utility will continue to work 
with the industry in promotion 


RADIO-TV 





Lhe Radio 


id only half 


sion «set 


but the c mpany 


66.9-million 


expenditure 


omectim in 


In if} 


Brig. Gen. Da 


of RCA 


Olipany had 
21-inch 


102,000 
of the end 


| half ot 


timate ot 


that the total 


mounted t 


i 
mounted 


million be 


board 


ZUU0_.000 


Color in the Red 


RCA loses $6.9 million promoting color TV last year, 
but Sarnoff remains optimistic, sees modest profits during 
second half of 1957 


of Am 


many color tel 


expected last year, 


chalked up its 
1 i Ie isonable 


mad hoped for a proht 


end-of-the-year report 


I 


id Sarnott, chairman 


tated that the 


old and delivered 


color ‘I'V sets a 


December ( light] 


early-in-the-ye 
Sarnott said 
tory billing pri 


ipproximate ly 


ll RCA color a 


f Sarnoff 


pproximatel »6.4 
d that he thought 


th i reasonable penditure to lay 
th foundati lor a promising 
re 
RCA's ¢ olor television 
1) Sarnott stated is to pro 
ind | 0.000 color set 
} | 


ill Olli 


j thre 


hum ind to 


the naust 
Sarmott 
n colo et 


nd half of 


think prohts 
It wa ilso 
me if 
mat 
i t 
} ind 
| th 
fit, bet 


sO n 


Sarnott att 


in proht thi 


non hare 


16 a share 
md Trhiite 
of bla 


Durnng 19 


60 millon 

expansion 0 

Ssarnott 
John I 


ind tube 


ould be 


Burn 


na New Y ork 


uible the number of color pro 


to attract pon 


v and productive m 
encourage other 
to enter the field 


1 modest prohit 
in the se 
I hereafter, h 
ubstantial 


iled that RCA 


f 1956 totalled 
| billion, an 
percent 
i billion dolla 
! thi 
tor Iestiumat 
ited the aeci J 


OU per com 
uinst last yea 
higher costs ol 

ils and the lower 


nd vhit I'\ sets 


RCA spent nearly 


mprovements and 


ilatue cording to 


1 senior! partner 
management con 


ultant firm, has been elected presi 
dent of Radio Corp. of America 


at ucceeds 
who has served 


ince 1949 


he change 


January 16 


Krank M 


Folsom wa 


Fol Ol 
is RCA pre ident 


iS announced on 
imultan 









































to tin post I 

hairman ot the execut i 
mittee of the board 

Sr Gen. David Sarnoff con 

tinue board chairman and the 

hief executive officer. 





GRACIE’S GOT IT! What? A promotional 
tie-in with Emerson for the company’s 
Portable TV-Phonoradio, of course. The 
unit is used as a “prop” on the “Burns 
and Allen” program 


Five Years Behind 


| urope 1s at least five years be 
hind the U.S in it 
equipment and programming, a 
ording to Ben Snyder, president 
of Snyder Mfg. Co 
Snyde recent! 





TV Briefs 


television 





e The Radio Corp. of America ha 


ompleted a started production on its first tel 


month's tour of western Europ vision receiver nationally advertised 
vhere he visited electronics plants under $100—a new version of the 
television parts factories, and oth popular RCA Victor “‘Personal’ 
nanufacturing establishments set 


l.quipment, including antennas, 
tly over-priced he said 
Antenna and receiver engineering 
ire ? behind that in the U.S.. 
1@ add from 33 
Pheu reat need | quality, 
monn il TV set hie tated 


@ Sales of ‘I'V sets in Canada fell 
to 61,058 in August from 71,108 
a year earlier, while radio sales rose 
34 5 to 45 852 


" rr 
l I 


e Sylvania Electric Products, Inc., 


Snyder also indicated that the has closed its Hatboro plant be 
ced | int ias Of all types and cause of a levelling off of the mar 
iutomobile ( rie plus othe ket for black and white ‘T'V sets 
ectron Od t | yrobab! 

formation of Snyde e A second series of color television 
Internat i | tests are t tart shortly in Britain 


Tomorrow's Classroom? 








Here stu- 


TELEVISION in the classroom is used at Pennsylvania State University 
dents are viewing a course in the principles of economics. Closed circuit television 
has been used on an experimental basis at the university since August, 1954. Two 
Westinghouse receivers are provided for a group of approximately 50 students 
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MERCHANDISING 


THE ALL-NEW GENERAL ELECTRIC APPLIANCE MOTOR- 


139 Different Tests and Inspections Help Assure 
Trouble-free Operation, Reduce Service Expense 


Phat ve mak e every G-E appliance mot - 
“a ~ 


<< 
= ~ saat art 


“=, 90 7 
PM ‘| ; | 
a (pos J 

A 


l —_ ] 





LIVE BETTER... Electrically (0™ 


/ 
a 


GENERAL @@ ELECTRIC | 








month after month... 


1512 million men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


























































































































during the year... 


men and women individuall 
through their family interests. Over 31°. of the reader 
of an average weaue reported the had recommended 1 e 
mentioned or discussed one or more items from a BH&G 
article or ad with somebody in the household or a friend of America 
A total of 10,700,000 discussions! ‘The more they read 3 
the more they talk, the more they / ' 15,500,000 people 


read an average issue. One third of the 123,800,000 people reads Better Homes & Gardens! 


in the U.S. 10 years of age or older read one or more of 
every twelve issues. That's 44,150,000 Better Homes and 
(jardens readers ind over 40% of them are met 
Meredith Publishing Company, Des Moine lowa 4 12 Months’ Study of BH&G Readers. Alfred Politz Research. Inc.. 1956 





TODAY S NG] 
SALES-MAKER 





<—~ Boh 


= Me x” a 9 ie 
ae. we Bee Dh 


rn 
ORDINARY “NARROW BAND” SETS 


aren't built to reproduce full wide 
band signal station transmits. Note 


WESTINGHOUSE “BROAD BAND" TV 
is made to reproduce everything the 


TV station sends! See crisp, sharp 
blurry detail, harsh whites and blacks 


detail. Full range of ‘‘middle tones" 
with few ‘‘middle tones." 


adds new life-like realism 





Now, here's not just a “gimmick,” but an important feature every TV 
prospect wants—a sharper, more detailed picture! Every 1957 Westinghouse set 
is engineered to receive all of the signal sent by the TV station—actually repro- 
duces 22% more picture detail than sets without this feature! What's more, you 
get every new advance—from Power Tuning and Push-Button On-Off to 
trouble-free Silver Safeguard Chassis. Close more sales—and close them easier 
climb aboard the Westinghouse “Broad Band” wagon, now! 





€ vou can se SURE...1¢ rs Westin ghouse 
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the 1957 MB Nilaaerly 


in 


New York City 


Fahjt fs of Hote 
SHERATON MCcALPIN + NEW YORKER 


fa 


200 FIFTH AVENUE +» 1107 BROADWAY 
or d ot er 


Permanent Showroon 5 


March 6th-15th 
For the first time starts on o« 
WEDNESDAY 


Exhibits open daily including 


SATURDAY and SUNDAY 


TOY MANUFACTURERS of U.S.A., inc 





200 Filth Awenue New Yorke 10 N Y 


More Customers 
Call for ‘IRISH’ 


Tape at Kirven's 





| { 
tom i 
te) IRISH 
ling ‘Tap 
Nir. Lew 1) 
| ard k is D 
tment S ( | Cau 
Ki is an 
tute j TL ’ ) 
wth t I ! i lone an 
! | hin 
iit { 
\ i i nisi 
Shi | t i 
Mir. Dil Kl 
I t i 
t hel y! 
i ! 
, tt 
; ' 
; RR i 
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Too Little Return Blanket Plug 





Adequate return on mveste ip 
ital wa cc recent] i thre Data 
mount p Jem fo t | 
tribut Arthu \ H 
f ( to of th . fiona 
4 of | tr 1) ; ; 

ported itcntion t 

mtn i it ! 
7 n mgin ip to | yercent 


tributo in ( u on) 
Ly naimtaming ) ntrol over 
yperation some firms thus have 
CON ic to take as int of a if 
ent ile um j i to 
ompl hi i hit l i mn net 
mcome Hlov r, the result ifter 
lederal taxe onstituted a very in 
idequate net return on ile ind 
estinent Hooper idded 
Siunultaneous] Ralph J Brown 
tin issociation pre ident tated 
that a continuing favorable busine 
itlook in 1957 could be translated 


nto tangible results for electrical 
listributors only by “‘the constant 
fort to produce mor efficient! 


ind price more acceptabl 





Letters To The Editor: More on Service 





lo the Editor that each member must contribute 
Your article Somethin (,ot if a itisfactor olution is to b 
to be Done About Service by Ted ichieved 
Weber, Jr., in the October issue 1 Donald E. Frank, Pr 
— rm" ae I'rank Refrigeration, Inc. 
he fact that the industry ha 912—27th Avenue, South 
taken -_— terest in oesvenn Minne ipolis 6, Minn 
Ws in a day of price-buying 
lack of consideration of qualit Manufacturer's Level. |. Fact 
th t f ith buver o1 hang which quire better 
i itself encouragin tramed mechan 
| I howe from me Use of plit t t 
tl it itv-h i Kperien nm ref t designed f 
i the ref ition-service busine ivcrage ndition but 4 
" vell a Th Cal i in ap quiring pecial adjustment 
hance-dea that the article over for eith hea or light u 
look om f th Tibi of th or othe lal mdition 
man ustom complaint Nn ay b. New pol ot hangimg ¢ 
phance rvice toda cpainin individual part 
You will find enclosed an out rath than complete tem 
linve vhich thy | 
nember f th tribution - u it Of mant 
bem ind th - r ract t iT | om I . 
feel they have made to our | ent - rmation . placement pat 
iblems in win th n i ieee _— iene: n " 
t! kind of th Ali | , } ich f 
Ic! itisfact lt ' ' ' 
that most rf th I 1 it 
level ' 1 attempt t Distributors Level. 1. Drastu 
ut costs a keep them th t] 0 ' it I 
honking nal ! I | mM t on i | ta 
toda " ' L | nt 
Wh tl Cit nt 
tin , { ! \ ! 
thy ft it ! » filly yart 
rail | th 
Dealers’ Lev \ 
en aay 4 ' ' 
' r | bit ' , ' f ' 
' ; ; ; 
' \ ' ' ( ' te to th 
' ' baat Coord 








“SUNSHINE WARMTH” theme is carried out by the Central Illinois Light Co. at 
Peoria in windows featuring General Electric automatic blankets. Mexican back 
drops and mannikins stress the slogan “like a Siesta in the Sunshine.” The dis 
play was in connection with the “Rest Test’’ campaign, offering G-E blankets on o 
ten-day home trial 


\ ind other powerful id 
tising have pre-sold him, and h 
coe not expect to need service 


I 
pay for it. 


Service Department or Central 
Service Agency Level. 1. Po 
trained mechani Men can 


tain equal or better pay and w 


mg ondition in other field 
without having t ittend trainin 
lasses or studying factory informa 
tion bulletin n when such are 
| iilable 

Man organization do t 
ha olume enough to KCC] i 
man working in a limited area 


therefore hie must be routed t¢ 


certain areas on specified days, o1 
pend half of his time travellin 
between | 


Many organization hay 
j 


med that it better to tel 
ustomer there will be an unay 
delay than to make a pl 
vliuich cannot be } pt 
Purchaser Level. 1. ‘The cust 
ha 1 told t expect ft 
ree rorman ind many ti 


ha OU hit vithout even Ini 
ibout service. He feels that 


vill b pl ided, if needed, | t 
manutacti irdl of wl 
, 
now ' +] I rr 
When pa t 
th ustom | not f 
) ition f th t of man an 
truck duri ; } } 
nothin r tl t ta 
1 t rt 
SI t vt 
ith Ubbaye t t 
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Marcus H. Cohen, Vice President and General Merchan toaster with Ben Aron, Graybar Housewares Salesman 
dise Manager of Wolff and Marx Department Store in The picture was taken during a review of merchandise 
San Antonio, Texas, reviews the selling features of a and plans for the Store’s Homemakers Fair promotion 


“The cooperation, help and hard work 
given us by Graybar are of 
inestimable value” aA 


SAYS: MARCUS H. COHEN, Vice President and General Merchandise Manager 
of Wolff & Marx Department Store, San Antonio, Texas 






“When a leading department store plans products supplied by Graybar, conducted 
its merchandising of electric appliances training schools for our sales people 

it has to be interested in a lot more than prior to the start of our Homemakers 

sales volume. In our Housewares Depart- lair. He shares with us, too, the feeling 

ment, for example, we want to be sure that displays are of prime importance to 

we are stocking and selling the best us, and is always ready to lend a hand in 

made, best designed appliances. And we making our windows do a strong selling 

want each of our customers to get the job for u 

appliance which will do the most satis- “This Graybar spirit of sales coopera 

factory job for him. tion is a continuing thing, and helps u . 

“To that end, we have to keep our sales not only on particular promotions, hut Mi W. B. Stocker, Sunbeam demonstrato: 
staff well informed on what they demon- all through the year. That explains why oo — ma Seapets sagen . ~ 
strate and sell. Ben Aron, Graybar sales- Graybar is one of our principal electri- r the Homemakers Fair promotion of Wolf! 
man, who works closely with us on all cal housewares suppliers.” & Marx Department Store 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC 
Executive Offices 
Graybar Building, 420 Lexington, Ave., New York 17, N. ¥. 
IN OVER } 
PRINCIPAL CITIES 
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PICTURES IN THE NEWS 





EDISON ELECTRIC INSTITUTE Housepower prize 


Brown of Philadelphia 


during the “How 


A 
y 


Mrs 


is Your Housepower? 


Allen, Philadelphia Electri 


power 


r 


+1 





program 


of Philadelphia 


manager 


and 


Brown's 


c lo vit 


rae 
; 


contest 


pre ident 


f Whitw 


of $10,000 goes to Mrs 
entry was judged best among 316,000 received 
With Mrs 






Mary M 


Brown are, left to right 


Frank Kitzmiller, EEl’s House 


pr der 


t of the Electrical 


WESTINGHOUSE 4-H Electric Program winners receive $300 scholarships at the 35th 
4-H 
flanked by 


Torrington 


National 


PAGE 


Dor 


4 


i 44 


Lorn 


eans 


Club Congress 
left to right 


Ponca ( 


ty 


Jo An 


Robert Harris 


Okla 


Westinghouse vice 


n Raber 


Merwyr 


Whitewater, Colo 


Eshelman 


president 


Centerville 


Dale McFeatters 


Andrew Kasznay, Jr 
Bessemer, Ala., and Kenneth Krause, Kilbourne 


Wash 


1s 


BUDAPEST CITIZENS get a glimpse of appliances in a store window prior to the 
recent upheaval in Hungary. Recent Iron Curtain policy of producing more con- 
sumer goods had begun giving a new look to previously-bare satellite window 
displays. But, although prices had been reduced, the average worker’s wage of 
around $14 obviously didn’t go far toward table radios reported to range from 
$34 to $68 and TV receivers starting at $210 





Ds aie 


GOV. FRANK G. CLEMENT, of Tennessee, second from right, accepts the one- 
millionth television set produced at the Magnavox plant in Greeneville, Tenn., and 
conaratulate William H. Graham, gene ral manager of the Greeneville operation. 





THIS BUS takes Sanger’s Amana Food Service to Dallas, Tex., housewives. The 
freezer living” story is brought into each neighborhood by means of a mobile 
showroom that began its career as an ordinary bus. L. W. Larvinson, left, manager 
of the Amana Food Service of Sanger’s Department Store in Dallas, and salesman 
Jean McDonald report that the bus is paying its way. 
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> 
Wine PORTABLE TV who» ATTRACTIVE FIGURE! 


ranamiatanaiiniehiie iemnenliiaoentanaaaa 


The SYLVAN IA 


17 Slim Jim 
limmest Portable TVever! ,_, 


Made possible by revolutionary 
Sylvania 110° Deflection Picture 
Tube and “S-110” Chassis 


The “BERMUDAN” 
deluxe model 17P201 


The biggest picture in portable TV—in a 
case so slender it rests anywhere! 















Ordinary, big screen portables are bulky 
because ordinary picture tubes are so deep. 
But Sylvania engineers have developed an 
exclusive 110° Deflection Picture Tube to : 
whittle away the awkward bulk. 





THE SLIMMEST CASE— THE CLEAREST PICTURE— 


Sylvania’s new wide angle, 110° Deflection 
Picture Tube cuts seven inches from former 
depth. This big-screen portable is slimmer 
than small-screen sets—even slimmer than 
most tiny-screen sets 


Sylvania's new ‘‘S-110"’ Chassis builds added 
power for an extra long reach in fringe areas. 
Balanced high capacity assures sharper focus, 
finer detail. 


ee td 








Yet it gives the Biggest Picture —a full 17” (over-all 
diagonal) picture —150 square inches of viewable 
area. And it’s Lightweight—truly the performance 
surprise of the big-screen portable field. 





And as a SPECIAL INTRODUCTORY OFFER: 














The Sylvania STRONG PROMOTION—STRONG SUPPORT 


| 
| 
“PROMOTION OF THE MONTH” \ / | ~ February, a. SATURDAY eteseit Post, and i 
uccaneers,’’ Sylvania’s exciting television program, wil 
FOR FEBRUARY ——— 7 


tell your customers about this great Sylvania Set plus 
Base Promotion. 
Another Sylvania Perfect Premium—another smart 


| 
| 
| 
| 
| 
| 
| companion for a smart Sylvania set! Ask your SYLVANIA TV Distributor how you can 
| 

| 

| 

| 

| 


join the SYLVANIA “Promotion-of-the-Month’”’ Club 


Month in, month out— you can share in the most profitable 


promotions in the TV business. 
Available to your customers for only $4.88 with the 


purchase of any Sylvania 17” Portable TV. SYL | ANIA 


a a a ee ..- fastest growing name in sight 


An exclusive Sylvania swivel base that transforms 
the Slim Jim into a full-fledged console model. It 
swivels the set to any point of view—completely 
around or up and down! 
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More Dealers Are 
Handling More Trade-Ins 
Than Ever Before! 





According to an article 


! t recently in a leading 
azine more deat 
ding ww TRADI 
than ¢ r betore 
Deale find that the BLUI 
BOOKS help them tre end 
! ntrollis TRADE-IN 
Vr} PROTEC 
cate margir f profit I 
‘ nd old applianes BLUE 
BOOKS ar suthoritative i 
( ‘ thie j rhe | tay 
raise Trade In Hiowance 
The BLUE BOOK 
tnan pa for then 
tit ! ti ‘ oul inf then 
Order our copie of the TV 
and APPLIANCE BLUE BOOKS 
toda Make ure ‘ h 
man ha a“ «et 


@ Endorsed by NARDA 

@ Now used by over 10,000 
@ 16,000 models of all makes 
@ All major appliances listed 


TV and Appliance Books 
in a set $11.00 per set 
2 or more copies of 


Appliance book $6.50 each 
Single copy 

Appliance book $7.50 each 
2 or more copies of 

TV book $4.00 each 
Single copy TV book $5.00 


WE PAY POSTAGE AND HAN- 
DLING CHARGES ON ALL 
CASH ORDERS. 

NATIONAL APPLIANCE 


ice rit 





M 
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Accent on Portables 








1956 total of $220 million, but 





MOTOROLA’S president, Robert Galvin, and vice president Edward Taylor bend over 
a surprise package at the company’s recent distributor meeting in Miami Beach 


Galvin predicted an approximate 10 percent increase for 1957 over the company’s 


VI moro Mier: ie 


MORTARLE ¥ 





THE BIG SURPRISE was its emphasis on portable television sets, which was lacking 


n 1956. At the convention, Motorola introduced eleven new television models, on 


of them—the 
levice in the handle 


National TV 


\ national survey contends that 
tel m viewing continues to in 
case, Gene Accas, director of op 
itions of the ‘Television Bureau 
ft Advertisin recently released 
data to clarify current television 
trends and to point out problem 


ingle-market studies to 
nalyze the national picture ( Last 
I.snexerrRicAL MERCHANDIS 


hed results of the Video 


vn Y sul 


i olving 


month 
IN publi 
‘ < 

from every angk exam 
ned Acca iid it can hardly 

tated that television viewers 
ire sated with the medium. On the 
contrary, both their appetite for 
ind consumption of television ap 
ears to be continually increasing.” 
Accas based his statement on three 


I 


epal ite measurements 





Americana a forward-de: 


ign portable receiver with the tuning 


1) Sets in use. It was found that 

erall, for the 
day, the using 
television per minute wa 
18 percent higher for the first nine 
nonths of 1956 than for the like 
period of 19 

2) Home hours of viewing. Some 


entire broadcast 
number of home 


ivcerayt 


ill-time monthly highs were r 
seven out of nine 


reported months in 1956 


ported la t year 


3) Network television program 
audiences. 
ire reported at 21 percent for aver- 
age network week-day daytime 
programs, 24 percent for average 
weekend daytime programs, and 18 
percent for average evening pro- 


Increases in audience 


These increases are attrib 
increased TV homes, 
program coverage, and 
increased ratings themselves thus 


grams 
uted to 
Ine reased 


bringing larger audience 


FEBRUARY, 


( Advertisement) 


‘IRISH’ Tape a 
Perfect Dept. Store 
Item Says Titche - 
Goettinger Buyer 


“IRISH recording 
tape has all the 
' qualities that make 
ra a perfect depart 

= ment store item,” 
says Bob Duckworth, buyer at 
litche-Goettinge1 This famou 
Dallas, ‘Texas, department store 1s 
me of the largest in th booming 
Southwest 





here is a high pe cntage of tape 
ecorder owners among our regular 
istomers,” says Mr. Duckworth, 
ind we find rrisn recording tape 
easy to sell as film! “What's 
nore ie add our hi-fi conscious 
ustomers tells us the irisu Ferro 
Sheen proc results in the best 


engineered recording tape there 1 
| myself know nothing about engi 


ering, but I do know a little 


ibout sales and prohts. Our proht 
high and ui tape iles have 

m the rise ever since we be 

main to tock | npict IRISH 
IRISH brand di ig tape 1 manu 


ired by ORRadio Industri 


fact 

In Opelika, Alabama, world 
t xclusive magnet tape 
nanufacture 





- 


YOU CHANGE YOUR ADBRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
Name 
Address 
City Zone State 
Company Title 
OLD 
Name 
Address 
City . Zone.... State.. 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. N. Y. 36, M. Y. 
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... Hi-Fi Reactions at Chicago Show 


An timated 36,000 person Radio nd Newark Radio nd I] hibit unusual in that he 
ttended the fifth annual High uch packaged unit manufactures nonstrated low-end component 
| ty Sh it the Palm Ilo Magnavox, VM, Puilco, Admiral tems, with 1 top price of ibout 

( ling to S. |. Nei nd Stromberg-Carlson The im 1), and nging down to 9193 

f Internat Sight an port group included Majestic Int lhis gave us a shot at the major 
| ) t j h lat ial, Braun, No Ssiemen ty of the isitors,”’ Schwartz said 
1} t ul saupunkt and ‘Telefunken Ih With  evervbod else playing 
t 1 dozen or so tap 1000 instrument ilmost every 
i th a mu nanufacturer howing, too is pleased to find they could 
( And a Retailer. Among the ex et into hi-fi with us for much 
) N t first ibito is Schwartz Bri W ood 
Hi-| equiri n \ppliane Co., a South Side Qn the last day of tl ly 
to pa tailer who has just otten int isitor from the first tw da 
Ixhibit high fidelity thi cal Iixhibitor tarted howing up at Schwartz 
th the adn harge idea led Schwartz wa enthusiasti South Side store, bought five $200 
it tl rowd down to workable ibout the result of the how tems, three $300 tems and a 
t in th ymparat ely 
id ot the Paln 
i] 6th and th floc Alsi 
t felt that the ent A 
it k p it the | 
th literature 
| l Ha ka 
ita r sé look 
l ri family 
ihitore oheerved Onn 
» yide reta yarked up fil 
| ib] through hi 
t i} 
\ total of | inufactt I 
ind d tributor took 
t the she These ranged 
I m lakers Of a ingle lime 
f ik through such all-around 





2 } 


nponents makers as the British SELLING LISTENING PLEASURE, Scott B. Morency described, 
very graphically, how Zenith package units work to control 
sound for listening ease as well 


diustri Group to the 


} big Chi 
h-fidelity 


outlets like Allied 
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fe 


pa t 


continumeg 


old on hi-fi 


The o 


{ xhiuibit " 


thi 
h 


trace 


adsithe 


ri\ 


Rapt attention and hearty enthusiasm are typical 


ed unit Busine 
good ind Schwartz is 
how 

part of the show that 
vere not od on wa 
id distributor previ 
day before the how 


pe d to the publi 


down thre I 


Bros.’ Woodlawn Appliance Co 
Schwartz showed low-end component systems 


Attendance 


According to 
ot thie 


pe 


pcing ¢ 


re 


aL 


was W 

S. 1. Neiman, “result 

trad ) é we nov 
ited bexhibitor 
preview aS an experiment 
itished that it won't 

of future show It 

t! oe | 


Valu 
the 


ind are 


feature 


rth 


SALES JUMP was triggered by Ted Schwartz for Schwartz 


on Chicago’s South Side 


PAGE 
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Presto... 
Profits in the Palm 
of Your Hand! 


Presto (putval-Maita 


runs 6 controlled heat 
appliances that wash 
under water... 
handles and all! 


One $6.95 Control-Master runs a family of 
appliances, for the greatest add-on and pricing story 
in appliance history. 


d Presto Pressure te 
- . Presto 11” Fry Pan $1295" 
Presto 9” Fry Pan $1095" . 














Presto Electric Griddle $1695" 


Presto Sauce Pan $1395" 


with metal cover 


Presto Dutch Oven $1795" 


with metal cover 
*Manvtlacturer's recommended retail or Fair Trade price 


Fed. tax included. Prices slightly higher in Conodo 
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PRESTO Control Master Appliances 
1 Sell Out Again and Again and Again 


‘“‘Pre-sell Job Fantastic...Presto 
has accomplished the impossible!” 


WINCHENDON, MASS. O'Donnell 
Appliances, Front St., credits national 
advertising for Presto’s huge success 

In a small town like Winchendon 
Mass., it takes quite a while for the 
public to accept new ideas in appli 
ances. But Presto has accomplished the 
impossible, practically over night 
People are coming in asking for Presto 
Control-Master Products. The pre-sell 
job ts just fantastic and | credit the TY 





Happy Home Appliances, West Hemp- 
stead, N. Y., enthuses: “I've been in busi- 
ness here 5 years—never seen anything 
like this! Sold 18 pieces in 1 day,” says 
dealer Jerome Spring, shown above. 





program plus national ads in Life and 
Satevepost 

We just can’t keep Presto in stock 
I know the add-on business in ‘57 can 
be a healthy dollar volume for me 
SEATTLE, WASH. Bon Marche- 
Northgate says: “Had the greatest de- 
mand for Presto Control-Master with 
fry pan and griddle this Christmas of 
any one line of small appliances since 
the electric fry pan first came out.” 


A. A. Hokom, Beverly Hills, Cal. 
“Sales Sensational!” 
BEVERLY HILLS, CAL. Major-appli 


ance dealers are on the Presto band 
wagon, too, Mr. H. L. Reilly of A. A 
Hokom Co., says: “As a result of the 
sensational sales of Presto Control 
Master products we have devoted an 
entire window for their display...Con- 
sumer reaction has been tremendous in 
regard to add-on savings. Even though 
we mainly sell majors we have sold over 
50 pieces within 2 weeks, and have re 
ordered several times. In short, Presto 
is the fastest moving small appliance 
product in the store.” 


Boggs and Buhl, Pittsburgh: 
“Brought back the griddle business!” 


PITTSBURGH, PA 


burgh department store, a favorite with 


A leading Pitts- 


quality-conscious buyers, reports “‘out- 
standing sales’’ for Presto Control- 
Master products. Mr. H. Fisher, house 
wares buyer for Boggs and Buhl, says, 
“The ‘add-on’ feature, plus one initial 
investment for Control-Master, stimu 
lated great interest which paid off in 
outstanding sales. Customers particu 
larly enjoyed 100°. immersibility. The 
Presto Griddle brought back the dor- 
mant griddle business to Boggs & Buhl 
Co. and we had occasion to reorder a 
total of three times in two weeks! 
Many stores have reported mounting 
interest in the Control-Master Griddle, 
pointing out that it makes a better and 


cleaner surface for barbecues than a 





charcoal grill. The slide-out drip tray 


which catches waste fat and makes 
greaseless foods automatic, is also a big 
selling feature with customers. It is an 


exclusive Presto advantage 





other product 





a 


; 


wre z 


MIAMI, FLA., The entire merchandising division is pleased with our Presto results,’ says 
the housewares buyer for nationally famous Burdine's, Miami. ‘It's a consumer demand 
item now, and coupled with a sound advertising program, and with the enthusiasm of 
our people, it will pay excellent dividends in the future.” 


Consumer Comes Back 
for Add-Ons, Bronx 
Dealer Says 


BRONX, N. Y. Meyer Bogard, of the 
Bogard Firestone Store, likes the add 
on potential of Presto Control-Mastet 
Appliances. “The consumer appreciates 
the fact that the Presto Fry Pans and 
other related items can be immersed 
The Control-Master makes every Presto 





unit within price range that consumer 


They like Presto in the Bronx, as Meyer 
Bogard and employees demonstrate. 


desires,’’ he says 


"Never saw the like 


in 30 years” 


LINDEN, NEW JERSEY. William 
Schneider, of Koenig Hardware Co 
126 N. Wood Ave., 


ware dealers in enthusiasm over Presto’s 


joins other hard 


easy Salability and almost overnight 
acceptance by the buying public. 
I've never seen another appliance 


become so popular in so short a time 





as the Presto Fry Pan. | say this with 


all honesty, as | have been in the Hard 


B. Gertz Reports, 


“Excellent Response” 
JAMAICA, N. Y. Another department 
tore success story for Presto came from 


the easiest sale to Mr. Richard Weiss of B. Gertz, Inc 
make. | have already sold more than 50 


ware & Appliance business for 30 years 
Customers come into my store and ask 
for the Fry Pan that washes under water 
expecting us to know which one they 
mean, and we do, It 
who says: “Excellent response, Too bad 
Fry Pans and an assortment of the | the New York distributors couldn't 
keep me supplied 


Presto (outtol- Muth, Appliances + NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wisconsin 
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NEW POSITIONS 








L. C. VANDERTILI RAYMOND A. RICH 


Nlotor Wheel Corp L.. ©. Vande 





till hi been elected vi pre ident 
ind director of the corporation LARRY F. HARDY JOHN M. OTTER 
ipphan e division sale Vandertil 
had been ile HhAllbaye of thie ip) 
it) an ii 





} 


CECIL E. PARSON 


Avco Manufacturing Corp. — Ray- 











a» mond \ dich ha been clected pre - 
WILLIAM E. KRESS JOHN L. UTZ ident, director and a member of 
the corporation's executive commit 
Phileo Corp Larry I. Hardy and il promotion manager for th tee. Rich e- formerly associated 
A , | { COT } } 
PHILIP J. WOOD John M. Otter have been named laundrn equipment department ith the Philco rporation gs a, 
’ \ ipa ( I 
to new! ited positions. Hardy ind John J. Kane to a similar tith ones , pacit il kK. Pa 
, Oo C¢ mice \ 5 u 
Zenith Radio Corp Philip ramed tive vice president for the radio division. Walliam | n has been named advertising 
‘ hit | ipl ited i ! duct nd Otter tal Ki md John | Utz have been ind sal prom tion manager of the 
! mad i i i hike fit i ecutive l jointly named to the newly created orporation \m in Kitchens 
ais ) 
nit na tin Ira Brichta position of market manager fo1 the VISION 
as be i PL ter t j in ompan 
—— 
- 
' 7 
: . 
ARTHUR D. CURRAN 
J. J. RIGGS 
= 
White Sewing Machine Corp.—A ; 
seen TS Chasm thes team waned Westinghouse Electric Co.—J. J 
ivertising Tie ! Whit Riggs has been named merchandise 
erti manager ite 
sachin ind A , pl n Coline manager ft the laundry equipment 
PEGCEEIER ( i PPPEEATICS RALPH D. SCOPPA WILLIAM GOLDIN 
: : . department. David L. McDonald 
, ha been ippointed nanager i 
Norge Diy., Borg-Warner Corp pliance promotion. Bob Ann ‘Taylor Saahiien alamaion 
miy ¢ PSLLLE Jichl i . 
Ralpl 7 = ppa ha been ip has been named regional home : 
pointed home launds ‘les prom economist for nine southern and 
hon Hatha William Golding outhwe tern tate IR \ Averill 
ui | } title f kitchen ip | outhern district manager. 


Revco, Inc.—Robert W. Stutzman Easy Div., Murray Corp. of Amer- 





has been named field sales manager ica—John P. Doran has been named 
issistant merchandising manager 
Magnavox Co. Arnold Proctor ha Doran had recently been assistant 
DICK GEIER been appointed regional managet to the iles manager of Crosley- 
for Virginia and the southern half Bendix Home Appliances. 
of West Virginia JOEL M. ROWLEY 
Servel, Inc.—Dick Geier has been Proctor Products—Carl M. Birkhold 
amed advertising and sales pr Mitchell Mtg. Co.—Harold Kreegel has been named southern sales man Westclox Div., General Time Corp 
motion manager of the home ap has been named district sales man ger with headquarters in Atlanta Joel M. Rowley has been named 
ince division ) ! r conditioners in Florida (,corgia idvertising manager 
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Now! RCA Victor adds a new dimension to High Fidelity—and your profit potential 


STEREOPHONIC SOUND! 





Now you can sell new 2-unit Stereotape Players as complete systems 
or as a plug-in “extra” to RCA Victor High Fidelity 


Get ready for Stereo Profits! RCA Victor Stereo- 
phonic Sound makes recorded music so realis- 
tic your prospects can almost see it and feel 
it. That’s because it’s recorded on double-track 
tape, then played back from two directions. 
You must demonstrate to sell. And with 
“Victrola”” Stereotape Players, you can dem- 
onstrate the sound of two Panoramic Speaker 
Systems—each with three balanced speakers. 


Get ready now for the coming Stereo “boom” 
phone or wire your RCA Victor distributor 
right away! 
It’s fantastic! See it on ‘Producers’ Showcase.” 
RCA Victor takes millions of televiewers on a 
breath-taking flight into the Grand Canyon. 
THE OBJECT: to help you cash in on Stereo- 
phonic Sound. See this exciting commercial 
on television. 


RCA VICTOR && 


JRATION OF AMERICA ory 


CAMDEN 8, NEW JERSEY 


Manufacturer ‘ y ivertised t prices shown, s 


enterta ent, o ys suggest RCA 
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bject to change. For the finest in Stereophonic home 


Victor Stereophonic Tapes. ©RCA trademark for record and tape players 


1957 




















2-unit “Victrola” Stereotape Player. 
Matched cabinets in mahogany finish (light 


rift oak finish, higher BSTP22 $350.00 





2-unit Portable ‘Victrola’ Stereotape 
Player. Cases in brown-and-tan simulated 


leather. (8STP11.) $295.00 


© (eet peconote 





+ STEREOPHONIC SOUND 





oe Whee eoceptoriet 


Master unit of Victrola’ Sterotape Player 
plugs into Hi-Fi models Mark IV, VI or Vil. 
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THIS FELLOW IS TRAINED IN YOUR BUSINESS. His 
main duty is to travel the country — and world 
— penetrating the plants, laboratories and man- 
agement councils... reporting back to you every 
significant innovation in technology, selling tac- 
tics, management strategy. He functions as your 
all-seeing, all-hearing, all-reporting business com- 
munications system. 


THE MAN WE MEAN IS A COMPOSITE of the editorial 
staff of this magazine. For, obviously, no one 
individual could ever accomplish such a vast 
business news job. It’s the result of many quali- 
fied men of diversified and specialized talents. 


AND, THERE'S ANOTHER SIDE TO THIS “COMPOSITE 
MAN,” another complete news service which com- 
plements the editorial section of this magazine 
-the advertising pages. It’s been said that in a 
business publication the editorial pages tell “how 
they do it” — “they” being all the industry's front 
line of innovators and improvers — and the ad- 
vertising pages tell “with what.” Each issue un- 
giving 
a ready panorama of up-to-date tools, materials, 


folds an industrial exposition before you 
equipment. 


SUCH A “MAN” IS ON YOUR PAYROLL, Be sure to 
“listen” regularly and carefully to the practical 
business information he gathers. 


s I\ry 


Gear 


wir 


McGRAW-HILL PUBLICATIONS 
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One of Ten 








VICE PRESIDENTIAL smile of approval goes with Revco “Top Ten” award as J. H. 
Overmeyer, director of sales, right, oversees presentation of plaque to Dygert 
Distributing Co., Grand Rapids, Mich. The award, which went to ten of 109 Revco 
wholesale distributors, was made at a series of regional meetings. Additional win- 


ners will be found listed below 


DISTRIBUTOR NEWS 


@ Revco, Inc., Deerfield, Mich 
has announced the award of lop 
len’ distributor plaque 





for out 
tanding sales achievement in 195¢ 
Distributors receiving the award 
vere; California Distributing ¢ 
Oakland, Cal.; Dickey Distributing 
Co., Houston, ‘lex.; Dygert Distr 
buting Co., Grand Rapids, Mich 
lias Distributors, Inc., Pittsburgh 
Pa.; Eoff Electric Co., Portland 
Ore.; Goldman-leder, Inc., Holli 
N. Y.; Graybar Electric Co., Chi 
ago, Ill.; Major Apphance Distn 
butors, Inc., Charlotte, N. C.; Ielh 
Meares and Son, lair Bluff, N. ¢ 
Midland Electric Co., Cleveland, 
Ohio 


@jJudson C. Burns, Inc.-Owne: 
hip of Judson ¢ Burn Lin 
Philadelphia, Pa., 


distributorship 





SALES MANAGER Roy Clarkson (left 
McClung Appliances, Inc., Knoxville 
Tenn., receives a tasty serving from 
Lou Snyder, sales training manager fo: 
RCA-Whirlpool. The occasion, a sales 
meeting held for 16 McClung dealers 
who journeyed to St. Joseph, Mich. as 
guests of the distributor 


FEBRUARY, 
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been acquil d by thr m 

ces of the company Robert W 
Brown is the new president, Sophie 
Oberhuber, secretary and William 
(;. Hoelzle, assistant secretary and 
treasures 


@ Carrier Corporation, Syracuse, 
N. Y., recently played host to more 
than 150 distributor and dealer 
winners of a nation-wide sales con 
test. Prizes were given to the two 
leading dealer salesmen in each 
distributor's territory and to win 
ning distributor wholesale salesmen 


@ Knodel-T'ygrett Co., Cincinnati, 
Ohio, is the new name of the for 
mer Harry Knodel Distributing Co. 
Ihe change in name was brought 
ibout following purchase by James 
l'ygrett, general manager, of an 
interest in the company 


@Joe Franecki Distributing Co., 
Inc., has been formed in Milwau 
kee, Wisc., to distribute applian 
ind hardware 


PERSONNEL APPOINTMENTS 


Air Conditioning Corp., Louisville, 
Ky.—John N. Gillham, (president 
Mavtag East Coast Co., Jackson 
ville Ila Jame s | Arnold, sales 
promotion manager) 

Philco Distributors, Inc., Philadel 
phia, Pa.—John J. Kelly, 
managet 

Rayond Rosen & Co., Philadelphia, 
Pa.—Mith Roth, (sales manage: 
RCA-Whirlpool); Sid Goldstein 
sales. manager, RCA-Whirlpool 
refrigeration and air conditioning 
Irv Elliot, (sales manager, RCA 
Whirlpool laundry and major a 
counts): Dick Dadona. 
ger, RCA-Whirlpool 
kitchens) 
York-Detroit Wholesalers, Detroit 
Mich.—Deane Worlein 


gene! il 


sales mana 
ranges and 


manager 
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“get into the 
Fasco profit picture!” 


Here’s how you cash in on FASCO tans 


Drop a hint about those hot nights just around the corner. Now 
asually draw your customer’s attention to the new FASCO 20” 
PORTABLE WINDOW FAN .. . Model 2087... it’s FASCO’s 
newest and America’s finest fan. Point to the deep venturi, deep 
pitched blades... “WIND TUNNEL” construction, FASCO calls 
it... delivers tremendous air volume! Now for a touch of the 
dramatic Flip the new TV-type eye-level dial to “In” and 
let him feel it. Pause a moment . SHH! LISTEN! Can 
hardly hear it, can you? Real powerful yet so silent! Move to the 
THERMOSTAT COMFORT CONTROL dial... Just set this once 
and forget your fan... turns itself on when it’s hot, off when it's 
cold... AUTOMATICALLY. Now let him ask the questions . . 


Electrically reversible? Of course! Flip the dial to “OUT”... watch 
the blades reverse and the dollar bills come right out of your 
ustomer’s pocket RING UP ANOTHER PROFITABLE 


FASCO SALE. 


FASCO \ndustries, Inc. 


And that’s not all! Wait till that first hot night rolls around and 
he puts his Fasco fan to the test. First thing next morning you'll 
find his mother-in-law and some of his office pals (who didn’t get 
much sleep the night before) coming in for Fasco fans too! 

Get the complete story on the “extra profits” in the FASCO fan 
line. Return coupon today. 


' 
| To: FASCO INDUSTRIES INC. 131 Augusta St., Rochester, N. Y ‘ 
: Gentlemen : 
: Please send new 1957 Fasco Catalog : 

' 
| NAME ' 
' ' 
1 ADDRESS ; 

i 
; City ZONE STATE ' 
' i 
' TYPE OF BUSINESS ; 
————= Se eee eeeeeaesaaceeaeaaeeenannaaceaunanacaaanaad 





KOCHESTER 2, N 
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Dormeyer Corp 


Power Tool Div 121 
Dry R-X Co 149 
Dumont Laboratorie | Allen 


B. Television & Receiver Div 57 
DuPont de Nemours & Ce Inve 


t |. Finishes Div 4h 


Ea y Laundry Appliance div 


Murray ¢ orp. of America 


227, 229 
Electrical Merchandising 220. 221 
Emerson Electric Mtg. ( 
The 56 95 
Evreka Div 
Eureka Willian rf 208, 209 
Fasco Industrie | 253 
Fast Chemical Product rt 192 


Fedders Quigan Corp ‘ga, vae 
Frigidaire Div 
General Motors 117, 235 


General Electric Co., 


Automatic Blanket & Fan Dept 


29-33 

Motors Div 239 

Radio Receiver Dept 154, 155 

Vacuum Cleaner Dept 107-111 
Gibson Refrigerator Co., 

Div. Hupp Corp 12 
Grainger, Inc., W. W 129 
Graybar Electric Co., Inc 243 
Hamilton Mfg. Co 118, 119 
Herold Products Co., Inc 192 
Hoover Co., The 130, 131 

133, 135, 137, 139 
Hotpoint Co 17-20, 


44, 58, 59, 99, 150, 15) 
181, 230A-B 
Hunter Division, 


Robbins & Myers, Inc 205, 206 


Johnson and Son Inc 143 
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Ladies Home Journal 4 
Landers, Frary & Clark 178, 179 
Lau Blower Co., The 53 
Live Better Electrically 184 
Lovell Mfg. Co rd Cover 
Majestic Co., Inc The 140 
Manitowoc Equipment Work 14] 
Maytag Co., The 162, 163 


McGraw-Edison Co., Clark Div. 134 
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Regulator Co 193 
Mitchell Mfg. Co 
Div. Cory Corp 190, 191 


Modern Water Treatment Div 


Geo. Getz Corp 97 
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National Appliance Trade-In 
Guide Co 
National Presto Industries, Inc 
248 & 
Norge Div., 
Borg-Warner Corp 212, 
North American Phillips Co., 
Inc. 232, 


Orradio Industries, Inc 242, 


Philco Corp 26, 27, 182, 


Quaker Mfg. Co. Heating Div 
Florence Co., The 202, 
Quincy Stove Mfg. Co 


Radio Corp. of America, R.C.A 

Victor Div 224, 225, 
Radion Corp., The 
Regina Corp., The 
Revco, Inc 
Robbins & Myers Inc., 

Hunter Div 8, 
Roper Corp., Geo., The 
Roll-Or-Kari Co 
Rye Sound Corp 


Safe Electric Cord Committee, 
The 
Self-Lifting Piano Truck Co 
Signal Div., 
King-Seeley Corp 22, 
Skinner Co., M. B 
Smith Corp., A. O 
Sonic Industries, Inc 210, 
Spencer Thermostat Div 
Metals & Controls 106, 
Studebaker-Packard Corp 
Sutton Corp., Inc., 
The O. A 171 
Sylvania Electric Products, Inc 
Television & Receiver Div 


Tide 
Toledo Desk & Fixture Corp 


Toy Mfrs. of U.S. A. Inc 
Trade-Wind Motorfans, In¢ 


Viking Air Products Div 


246 tional U. S. Radiator Corp 
153 
249 
213 
Waring Products Corp 219 
233 Webb Manufacturing Co 149 
Webcor, Inc 15 
West Bend Aluminum Co 6 
246 Western Tool & Stamping Co 124 
Westinghouse Electric Corp 
Appliance Div 2, 3, 161 
185-188 
183 
Refrigeration Specialties Div. 
43 
Television-Radio Div. 241 
Womans Friend Washers 201 
203 Whilrpool-Seeger Corp 39 
214 50, 51, 62, 63, 90, 91, 102, 
103, 114, 156 
White Products Corp 159 
Westclox Products Div 
General Time Corp 7 
251 
24 
45 
215 York Corp 
Subsidiary of Borg-Warner 223 
9 
28 
255 
192 Zenith Radio Corp 236, 237 
34 
255 
. 
23 
192 
60 
211 
138 cl | 
49 
rie 
176 I 
245 
10 This index published a ervice 
88 Every care shen to mak accurate 
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SUPPLEMENT 


PRODUCTS - SERVICES 
FOR MORE SALES — MORE PROFITS 


RATES: 


Contract 





$23.10 per inch 
quest An 


rates on re 


advertising inch is measured 


Ye" vertically on one column There are 


4 columns—48 inches to a page 


HAND 
TRUCKS 


For safe and easy ho 
dling of Rar 











jes, Refrig 


erators, Freezers, Wash 


ers, Air Conditioners 


Pianos, Television sets, 


Venders, etc. Experience 


in manufacturing equip 


NO 
BALANCE TRUCK 


102 


ment for heavy case 


moving since 1901. 


SELF-LIFTING 
PIANO TRUCK CO. [ieee 


425 WN. Main St 


IY NO 
Z-300 

‘ONE MAN 
TRUCK 





Findlay, Ohie 
Handle refrigerators 
ranges & freezers the 
quick and easy way 


ROLL-OR-KARI 
DUAL TRUCKS 


Pat'd Step-On-Lift Re 
tractable wheels Cap 
800 ibs Ship. wt. 48 








Business Clouds 


Rising production and 
smaller earnings were pictured as 
clouds on the business picture in 
the year-end report of Ernest G. 
Swigert, president of the National 


costs 


Assn. of Manufacturers. Swigert 
noted that, while taxes and divi 
dends have both gone up 14 per 
cent, earnings retained in business 
have gone down 28 percent 


Swigert detailed that 
the gross national product has 
risen percent, from $391 billion 
to $412 billion 
total personal income is up 64 
percent, from $306 to $326 billion 


total consumer spending is esti 


mated at $266 billion, an increase 
of 4.7 percent over last year’s $254 
billion 

hourly wages of factory workers 
iverage 5 percent over last year 


profits are estimated at $19.5 
billion for all corporations, only 
1 small increase over the $19.4 bil 


lion of 1955, despite an increase in 


corporate sales from $557 to $581 
billion. 
Swigert warned that 


have 


“in order to 
and high employ 
sound must 


prosperity 
ment on a basis, we 


avoid a repetition of the wage-price 








SEARCHLIGHT SECTION 


ELLING 


EMPLOYMENT 


UNDISPLAYED -~RATES— 
$2.10 @ line nimum line To figure advance 
payment, cour average words as a« line 

DISCOUNT full paymen made in 


wmerutive neertions 
WANTED undisplayed 
ate ne-half of above rate, payable 
BOX NUMBERS Count as 1} line 


advance f 
POSTTION 
nh advance 


‘OPPORTUNITIES’ 


vivertising 


MERCHAND!$t 
BUSINESS 





DISPLAYED. Individual apace with border rules 


for prominent display of advertisements. The ad 

vertising rate is $14.85 per inoh for all ad ' 

fy ~ pom SS wanes Soper t alpca 
tha a contract baal 


HALILOY MENT “Or PORTUNITIBDS $2 
to agency commission 
AN. CDVERTIAING INCH la measured 


leally on & Colum 4 umn in in 














SPECIAL SALES MANAGER 


Nationally known housewares manufacturer (not in appliances) entering 


new expansion phase, requires promotion-minded man acquainted with 


major appliance distributors and familiar with their merchandising prob 


lems and techniques. Top opportunity to develop new division. If you can 
qualify for this top level responsibility, write, enclosing your qualifications 


and salary requirements to 


P-4032, Blectril 


ON. Mi 


al Me 
higan Ave 


handiaing 


Chicas 1, Hil 











What is Your Problem? 


Do you need competent men for your staff? 
Men experienced in the merchandising of 
electrical equipment? Men to fill executive 


sales or technical positions? 


Or are you one of the readers of ELECTRI 





mpunnurere vast 
in arranging 





vie " 
intere 
gland range @ 


production 
production 
Ady 














produe 


with full 


SPOTTISWOODES 5, 


details to Box No 
Brook &t 


Available—tnglish Production Plant 


1% 
LONDON, W.! 























ibs. DELUXE Model CAL MERCHANDISING seeking employment 
equipped with swivel piral continue the fight for ir Fg er hae td ee revere ; 
, ro bu r—or © 
REGULAR Model with erp economy and a stable mH m. pee a AE a to Your inquiry 
dollar and take steps to reduce men in the field served by this publication? will have Special Value 
gt «tag the high taxes that drain off vast MR Pg eg Ry Bye Go: odd — ag BH Ry Bp BA 
amounts of potential investment.” of ELECTRICAL MERCHANDISING. You can % +. + Bil, Mere Veperseee, Win Sema fen 
ROLL- OR-KARI co. get their attention—at small cost—through with thie message’. and help to mane poseivle 
ae ZUMBROTA. MINNES a classified advertisement enlarged future service to you as a reader 
Distributors Named ver, Col.; H. L. McMurry & Co the decision are not primar that We have many more houses and 
Jacksonville Ila I'win Falls the respondents will be prevented families in this country than at any 
Admiral Corp.—Reines Distributor Plumbing Supply Co., ‘Twin Fall from using the term “Porcename] other time. Everyone in our busi 
Inc., Albany, N. Y.; Dorrance Sup Idaho; Frost Distributing Co., Car to describe their organic coating ness thus enjoys the opportunity of 
ply ¢ Inc., Youngstown, Ohio terville, Ill.; Rodgers and Baldwin material, Rather, this decision is a clling more vacuum cleaners than 
Hardware, Springfield, Mo.; A, O tool to be used in the future to ever before, even if we do nothing 
Amana Refrigeration, Inc.—l'rankh Jensen Wholesale Furnace and Sup ifeguard the good will surround more than simply keep pace with 
H. Stiening Co., Pittsburgh, Pa ply Co., Omaha, Nebr.; ‘Toledo ing the term “porcelain enamel” this greater selling potential 
Dominion Electric ( orp. — Leucl Merchandise Co., ‘Toledo, Ohio; which is available only to those Mansager added that more and 
Sales Servi Panama Citv. Fla Kdgar A. Brown, In leveland actually manufacturing or selling more households are using two va 
Ohio porcelain enainel product uum cleaners instead of one 
Kureka Williams Corp. — lorst : I'he Porcelain Enamel Institute 
Distributin ( Minneapoli RCA-W hirlpool Burden-Bryant icting for the porcelain enameling 
Minn Co., Springh ld, Mass indu try, ivs that it will actively 
; ) bisa Sessin ‘le ‘o, ~ work to see that any possible vio . , 
eee rc — ' ™ Fecoute, odin sonia ae lators of the FTC decision are so Gold Sewing Machine 
; idvised \ppropriate legal action 
Gibson Refrigerator Co. — Cofhn QM. A. Sutton Co,—Ilarapco, In vill be taken when applicable to 
nd Win Co., Bang Main Miami, Ila further protect the term “porcelain 
Kelvinator-Leonard— Taylor Distrib Ww estinghouse Electric Corp. pee , in por be - yen ie 
ting Co., of Spokane, Inc., Spor eae ton Tee N™ — of possible violstions to the PEI 
on othe 
Mitchell Mfg. Co. —Straus-lran 
( 1) | Raub Supply ¢ : , 
koncute. f Ruling Nixes Term Cl G 
Norge ) Ihe recent Federal Vrade Con caner weep 
Port M Grayb { mission decision setting forth Continued heavy sales for house 
\n ( i ind de t order iwainst hold vacuum cleaners is the predic 
Waste King ¢ orp.—4 ed Olpan use of the term “Por tion of Oscar M. Mansage presi 
( 1] \ ( Schaidel cnamel to identif its Organi lent of the Vacuum Cleaner Manu 
p ‘ | BoM aint finish 3 f cat importan facture Assn. and executive vice 
| 5 P ( j to th lain enameling industs ident of ‘The Hoover Co 
’ : i enn 
Se Mette aay nah es vt op oe — MOST EXPENSIVE sewing machine is all 
. ; F gold model made by Necchi-Elno and 
Perfection Industries, Inc,—Elect: tut Hipments ha broken a record of held by company president Leon Jolsor 
Construct In Birmingham \ ng to the Institute spol i¢ kind or another in cach month The “gold Necchi Supernova” is pr 
\ W-k D t ( 1) the basic benefit | fron f that whole period tagged at a modest $5000 
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EDITORIAL 


COMING UP FOR DEALERS.... 





uilder Business 


ORI: home-builder purchases of applian ad hotel busine large residential tract construction 
| vwoing to be channeled through retail dealer the contractor can’t buy less than the specified number 
nt ears ahead if appliances, must prove or be certified by the dis 
hat th irtening new ntained in ma tributor that they are for a specific project and must 
hanges announced recently by three leading ept delivery and install them within a specified 
vanufactu General Electri Westinghouse an time That is spelling it out in no uncertain term 
RCA-Whirlpool. It yund evidence that big, full-line What is more, it is anticipated that other major man 
ile ‘ ig to pa nore than lip ri t facturers will shortly follow ult 
( ncept of ninating indust bu levelling off Ihe significance of this important con m on the 
clerential ¢ n ) at least on nportant specia part of the manufacturers involved becomes self-evident 
oup and strengthening manufacturer-deal lation vhen you consider the contribution build have made 
\ ich, it should be hailed by the retailing fraternit n introducing and popularizing devic uch as dish 
i major step in their fight fo cognition as th vashers and garbage di pose! built-ins and stack-ons 
t prominent fact n th id e of el ind colored appliance The bull f sal in these 
ipplian ( itegories have been going to new hom Central au 
nan ea IcecrricaAr. MERCHANDISING ha onditioning is another example Ihev have used th 
1 counselling thi hange of poli mm the part of nodern, fully equipped kitchen a i potent ile 
ianutactu to ena to parti te in build pon Dealers, on the other hand have been slow 
) Pre i t , fact ’ er-a to get into this business because of installation, sub 
ume. But post-wa th w ver one million home ontracting, financing, and related problem But if 
") nstructed annua t has loomed int npr nanufacturers are voluntarily proclaiming th villing 
) proportion ; | th il f hundred to stop elling any but thi irger building con 
thousands of majo plian ; ir. We have alwa tract direct and channel all th t th h <dealet 
LAURENCE WRAY ) I that ntract builder Vho thie hange in polic vy becom l t ialleng t 
Editor hom on na Da qualif d to pref ential tailers to go after this market In effect, the man 
if ul si ad ically deal adi t] vith th fact I i vin You have been telling us that 
jufactures the distributor. But over 60 percent 1] builder hould be logical prospects for you to 
t home tructed w ut » by bull Very well, from no on von t ll them. Let 
ite iT he ! nt ) t porn ( mat you in do.” 
Ih id on iid ison 1 th 
usin either should be Id at b li int / ND it must be admitted that the is little evidenc 
lirect Moreove the abihty of an mall builder « that dealers have made determined attempts t 
to b it bel lea t and b 1 a position t | ntract builders in th past fev i even though 
ton PUrCihase th 1 tran Hippel oth iome construction has been thin ill-time record 
chan nto the reta narketpla used legitimate Even where manufactures ) listributors made an 
leal itold anguish. And that utting it mild ffort to interest dealers in going after builder business, 
Vhrough NARDA, the ational association, th the response was discouraging Perhaps the dealers 
it tithe the bed l'ra Commission ft sentment at many of the abuses that crept into 
i tigation t thes illeged abuse iS being Wi builder applian e pur hasing made him decide to wash 
restraint of trade. In effect, the FT replied: prov his hands of the whole problem. If so, thos« abuse: 
t if hapter and ver But n befo f eem about to be eliminated. More likely, dealers hav 
nples could be pl led, th tant been unwilling to make the investment in time, mone 
miv have focussed the imdust ttention the p ind effort to identify themselves with mmpk te kitchen 
m itficient to istigat i-needed action Let built-ins, central air conditioning, dishwashers and the 
is be charitable, however msidering that no fed other appurtenances people are demanding ind build 
iction was taken, and give all credit to those man ( ipph ing them—in a new hom 
tacture vho were willing t nize that a evance Cooperation is a two-way street. If manufactur 
xisted and had th uurage to d nething about it ire willing to make important n ion leak 
ild meet them half way Th hould make it 
|’ essence, the plans announced recently provide ipparent in the year ahead that thei ymplaints we 
vith some minor modification that build con not without justification; that th irc willing to meet 
tract sal ive if ist init f one product lin th hallenge of this newly opened market that they 
1 range trigerator it least 100 unit ire ipable of dealing with it and that the ippreciat 
two or more product lines; that the purchases must the confidence the manufacturers have placed in them 
be made to a single builder in a qualified project, subject Specifically, a letter to the manufact ind/or th 
to certification by the distributor; and that deli and listributor involved, expr ig th ul as) 
iStallation b omplet <d within six to twelve mont 1elp and guidan ( 
th ontract date Th tantamount to sa 
to qualify for builder discount on a qualified project Griping come Let's take this biuid bull 
| hor ’ nilit irt nt hor pot the horn 
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WE FEATURE A FULL DISPLAY of wringer-type washing machines,” 
says William D. Colvin 
woman can compare prices and not feel she’s the only one in her 


“With many models to choose from, a 


neighborhood with a wringer washer. They’re good business with 
us and profitable. The lower prices on wringer washers are more 
appealing to a lot of housewives. Our service calls are practically nil.” 





“BALANCED PRESSUREof wringers helps convince 


women of Lovell’s superior cleansing power 
With a clothespin and thin piece of clothing 
we show them how Lovell wringers exert equal 
pressure on thick and thin pieces to get dirt 
out that normally stays in.” 


“PROMOTIONS HELP US, TOO. We 
offer king size trade-ins, give 
customers their choice of budget 
terms. This makes wringet 
washers even more appealing 
And we advertise Lovell-equipped 
wringer washers in newspapers.” 


“Our wringer washer sales went up 25% in 1956” 













ee UR SALES FIGURES for the first 11 months 
O of 1956 show we sold 50 wringer wash- 
ers. That’s 10 more than we sold in 1955. 
And it doesn’t even include our December 


business is growing. 

“What’s more, we’re finding there’s more 
profit in wringer washers. Since emphasis 
in this area 


sales. So you can see our wringer washer 


is on automatics, we don’t 





LOVELL SAFETY IS A BIG FEATURE that helps clinch the 


sale. Customers are confident when they see how 
quickly you can release roll pressure. Women espe 
cially like the “Instinctive” safety on the deluxe 
models. This safety feature is based on the normal 


instinctive impulse to pull back when something goes 
wrong. A light pull releases roll pressure on the Lovell 


62 Instinctive stops rolls on the Instinctive 77.” 


“HERE’S YOUR PERFECT SALES COMBINATION. We follow up 
every wringer washer sale by reminding housewives that 
the job is only half done when the clothes are washed. An 
and 


automatic dryer does the job quicker and better 


there’s no fretting about the weather. Women who have 


just bought a wringer washer are ready for an automatic 


dryer equipped with a Lovell Drying System.” 


reports William D. Colvin, Colvin’s Home Appliance, Owosso, Michigan 


have to make big price discounts. Yet our 
customers are still pleased with the price 
especially when they find there’s seldom 


a service problem, 


“And you can bet the name Lovell on our 
wringers has helped our sales, People seem 
to know they’re getting quality. The 
Lovell name makes our selling job easier.” 





PRESSURE 
CLEANSING 
WRINGER 


Also makers of gasand electric drying systems 


Lovell Manufacturing Erie, Pa 


ompany 


Here’s Why Kelvinator 
Means More Business 
For You in ’57! 


bf | 


New Store-Easy, See- 
Bae Easy, Reach-Easy design 
means new convenience 
for buyers of 1957 
| Kelvinator Refrigera- 
a tors... means 
MORE REFRIGERATOR BUSINESS 


FOR KELVINATOR DEALERS 


The Miracle of Elec- 
tronic Cooking opens up 
new vistas of leisure and 
appetizing foods for 
America with the 1957 
Kelvinator Electronic Range . . . means 


TERRIFIC SHOWROOM TRAFFIC 
FOR KELVINATOR DEALERS. 


World's Easiest Clean- 
ing, Fastest Electric 
Cooking brings in more 


' | } prospects for Kelvinator 
| ‘ Electric Ranges in 1957 
'  ... Means 


EXTRA ELECTRIC RANGE VOLUME 
R KELVINATOR DEALERS 


MEANS BUSINESS (ee 


demonstration of auto- 


matic pre-scrubbing sells 
customers on the 1957 
Kelvinator Automatic 
- Washer . . . means 
RECORD WASHER SALES 
FOR KELVINATOR DEALERS 


New Super-Speed, 
Super-Safe electric dry- 
ing saves time and pro- 
tects clothes for buyers 
of the new 1957 Kelvi- 
nator Automatic Dryer 
means 

A PLUS SHARE OF THE FASTEST 

GROWING APPLIANCE SELLER 

FOR KELVINATOR DEALERS 


Revolutionary Two-Di- 
| rectional air condition- 
20 94) ing means hot-weather 
comfort for purchasers 
of 1957 Kelvinator 
Room Air Conditioners . . . means 


NEW AIR CONDITIONER VOLUME 
FOR KELVINATOR DEALERS 


Kelvinator . Divison of Ame 2” Motors Corp. Detro:wt 3? 





